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MEMORANDUM 


DATE:  June  24,  2004 

TO:  INPUT  Execs  and  Board  members 

FROM:  Doug  Strahan 

SUBJECT:  July  16th-  17th  Planning  Meeting 

CC:  Jen  Swensson 


We  envision  the  Executive  and  Board  group  as  the  full  time  attendees  for  the  meeting. 

Objectives  of  the  Meeting: 

1 . Develop  the  5 Year  LRP 

2.  Develop  the  2005  Preliminary  Plan  (expanding  on  the  5 Year  LRP). 

3.  Determine  what  we  have  to  investigate  and  plan  over  the  next  several  months  so  that  our  4th 
quarter  budgeting  process  develops  a viable  plan  and  budget  for  2005. 

Here  is  the  proposed  schedule: 

1 . Thursday  July  1 5th 

a.  Afternoon  Shareholder,  Board  and  Executive  meetings. 

b.  Evening  - management  and  executive  dinner.  The  format  will  be  free  form  discussion 
with  an  emphasis  on  HR  issues  for  2005. 

2.  Friday  July  16th 

a.  7.30  a.m.  - 8.00  a.m.  Breakfast 

b.  8.00  a.m.  - 12.00  a.m.  Meeting 

c.  12.00  a.m.  - 1.00  p.m.  Lunch 

d.  1 .00  p.m.  - 5.00  p.m.  Meeting 

e.  6.00  p.m.  Dinner  TBD  Execs  & Board  only 

3 . Saturday  July  1 7th 

a.  7.00  a.m.  - 7.30  a.m.  Breakfast 

b.  7.30  a.m.  - 1 1 .30  a.m.  Meeting 

c.  11 .30  a.m.  - 5.00  p.m.  Company  Picnic  (Leesburg) 
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Here  is  the  outline  of  what  we  need  to  prepare  for  / cover  during  LRP  portion  of  the  meeting: 

1 . Vision  / Mission  (what  we  want  to  achieve) 

a.  INPUT  2008  (Lines  of  Business,  Mix,  Markets,  etc) 

b.  Culture 

c.  Image 

2.  Strategies  (how  to  achieve  the  vision) 

a.  Internal 

b.  Partnerships  (including  outsourcing) 

c.  Acquisitions 

3.  Preparing  for  an  Exit  (IPO) 

a.  Market  Cap  / Value 

b.  Profit  Model 

c.  Operating  Ratios 

4.  Sales  Road  Map 

a.  Markets  & Share 

b.  Customers 

c.  Products 

5.  Resources  & Organizaton 

a.  People  / Organization 

i.  Internal  Staff 

ii.  Vendors  / Partners 

iii.  Capital  Expenditures 

b.  Productivity 

6.  Financial  Projections 


Here  is  the  outline  of  what  we  need  to  prepare  for  / cover  during  2005  portion  of  the  meeting: 

1 . Strategies  & Objectives 

2.  Sales  Road  Map  (18  months) 

3.  Resources  & Organization 

4.  Financial  Projections 
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INPUT  - MINUTES  OF  PLANNING  MEETING 


ATTENDEES:  Peter  Cunningham  (PAC)  Chair;  David  Heinemann  (DH),  Tom  Hewitt  (TH),  Kevin 
Plexico  (KP);  Pat  Cunningham  (PEC);  Doug  Strahan  (DSS);  Peggy  Padalino  (PP),  Tom  Sisti  (TRS),  Karl 
Grundy  (KG),  Dena  Kisala  (DK),  Steven  Toole  (ST)  and  Jace  Weiser  (JW). 


July  16. 2004 


ACTION  ITEMS  / NOTES: 


Pre-meeting 

• CDG  - need  competitive  response  strategy  by  next  exec.  Mtg.  - DK 

Vision,  Mission  & Core  Values 

• Approved  revised  vision  - ST 

• Approved  revised  mission  - ST 

• Approved  core  values  - ST 

• ST  to  come  up  with  communication  strategy. 

Business  Strategy 

• Need  broader  view  of  “customers”  within  our  client  companies  (serving  functions  including 
but  not  limited  to  business  development,  marketing  and  services).  ST 

• Need  to  penetrate  client  companies  with  more  products.  KP 

• Partnerships  - executive  team  committed. 

o Tactical  for  MDS  Sales.  Peggy  Padalino 
o Marketing.  Steven  Toole 
o Events.  Steven  Toole 
o Software.  JW 
o Strategic.  Peter  Cunningham 
o Consulting.  None  contemplated 

• Software  - agreed  to  revisit  strategy.  JW 

• Consulting  - missing  “big”  project  strategy  (i.e.,  multi-client). 

o Enterprise  Pipeline  Management  - Large  fee  with  success  bonus.  Single  Co. 
per  vertical.  KG 

o Package  Consulting  with  Other  Services  (Data  bases,  Market  Analysis  & 
Planning,  multi  types  of  consulting,  events,  promotions,  etc).  KP 

• 2004  Consulting  Plans 

o Quick  and  dirty  - “hotline”  leads.  DK 
o Packaged  - specify  so  the  sales  force  can  present.  KP 
o Custom  - continue  to  pursue  larger  projects. 

■ Develop  Strategic  Consulting  - TS 

■ Standard  market  research  KP 

• Events  - eleaming  is  an  additional  opportunity  (beyond  training  and  education  events)  ST 

• Agreed  on  the  lines  of  business  (see  revised  presentations) 
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Product  Road  Map 

• Veronis  Suhler  - confirm  data  is  spend  times  vendor  budget  for  market  research/information 
services.  ST 

• Also  need  to  calculate  buyer  spend  for  information  services.  ST 

• Repackaging 

o Sales  -breakout  sales  in  first  6 months  by  4 market  categories  (existing/new 
products  to  existing/new  buyers)  DS 
o Need  to  determine  strategy  ST. 

• Buyers  - what  do  they  need?  KP 

o Technology  trends 
o Install  base 

o Contract  reference  database 

IP 

• Patent  - need  to  follow-up  and  look  at  any  implementations  in  last  12  months  that  can  be 
patented. . .Federal  Pricing.  JW 

Sales 

• Resellers  - we  want  the  customer  relationship. . .and  therefore  we  are  not  talking  about  a true 
reseller  channel. 

• Packaging  / Pricing  / Segmentation  - need  to  “address”.  What  are  we  doing  to  innovate?  ST 

• Outsourcing  - look  at  packaging  any  and  all  services  - we  need  to  look  at  doing  this  for  our 
customers.  Research,  events,  lead  generation,  software,  education,  marketing  & promotional 
activities.  “Business  Development  Support  Function”.  PP 

• “Be  the  Triangle”  PP 

Comparables  DS 

• Comparable  companies  - also  need  to  look  at  outsourcers  - ADP,  BPO’s,  other. 

• Look  more  closely  at  Onvia’s  metrics  and  expenses 

• Valuation  - adjust  for  excess  cash  and  growth  rates 

• Get  comparable  staffing  data 

Forecast  / Comparables  DS 

• Need  to  run  alternate  scenarios  (more  conservative  scenarios) 

• Hold  sales  force  steady 

• Marketing  spend  effect  on  sales  productivity 

• G&A  looks  low 

• Revise  capex  in  out  years 

• Include  allowances  for  taxes  and  preparation  for  IPO  (SO  Act  requirements) 

Renewals  Overall  Responsibility  KP 

• Increase  dependency/usage  PP 

o Penetration 
o Training  / Certification 
o CSAM’s 

o Usage  reports  automatically  to  clients  (user) 
o Workflow  integration 

• Collaboration  KP 
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o Advertise  interests  - users  profiles 
o Advertise  interests  - company  profiles 
o Client  posted  subcontract  opportunities 
o Community  - Networking 
o Blogs 

• Value  / relevance  / product  fit:  JW 

o more  detailed  classification  (meta  data) 
o better  search  (including  documents) 
o Customer  based  usage  - feedback 
o Workflow  integration 
o Add  legislative  branch  info  for  Agency 

• Relationships 

o Strategic  Accounts  Program  Acceleration.  PP 
o Analytical  Reports  to  Executives  DK 

Company  Practices  - Keep  Focus  (PAC)  ALL 

• Meetings  with  purpose 

• Reduce  emails 


July  17.  2004 


Competitive  Discussion 

• Primary  Research  (CDG,  Gartner,  IDC) 

• Software  to  Buyers  (Onvia) 

• Contract  DB/SW  Tools  (Eagle  Eye) 

• Web  Sales  (Onvia) 

• Market  Analysis  (Gartner,  IDC) 

• Consulting  (Gartner,  IDC) 

Product  Road  Map  (2004-2005) 

• Fed  Opp  - Opportunity 

o Packaging  to  match  value  to  price, 
o Method  of  pricing 

• S&L  Opp  - Opportunity 

o Breadth  of  coverage 
o Break  out  State  & Local 

o Large  Co.  Strategy  - Depth  / Large  $ (National  / Regional  Integrators) 
o Small  Co.  Strategy  - Breadth  / All  $ (Compare  to  Onvia) 

• Grants  - Opportunity 

o Consulting  / Training, 
o How  do  we  win  in  this  market 

• Sales  Estimates  (PP)  assuming  beginning  of  the  year  launch. 

o AEC/OM  Ops  $900 
o AEC/OM  Vendor  $150 
o Fed  Teaming  $450 
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o S&L  Bid  Notification  $350 
o S&L  Labor  Pricing  $350 
o Contract  Reference  for  Federal  $ 1 00 
o AEC/ OM  Agency  $ 1 5 0 

MDS  Action  Items: 

• CDG  - competitive  response  strategy  by  next  the  Executive  Meeting  (DK) 

• Re-packaging  Strategy  - determine  strategy  and  responsibility  for  selling  existing  products  to 
new  markets  (ST) 

• Packaging  / Pricing  / Segmentation  Strategy  - develop  an  MDS  wide  plan  for  packaging  our 
products  to  maximize  our  sales.  One  size  fits  all  vs.  multiple  sizes.  (KP) 

• MDS  “Big  Sale”  strategy  - how  we  can  realize  a $1M  sale  in  MDS  (PP) 

• Web  channel  sales  strategy  (ST) 

• Federal  Penetration  Strategy  - how  do  we  price  / match  value  to  customer  needs  (KP) 

• S&L  Product  Strategy  - Breadth  of  coverage,  Large  Co.  vs.  Small  Co.,  State  vs.  Local, 
Onvia/CDG  Replacement  Strategy  (software  to  buyers)  (KP) 

• Grants  Business  Strategy  - how  do  we  win  in  this  market?  (KP) 

• Market  Analysis  Business  Strategy  - how  do  we  expand  this  business?  (KP) 

• Business  / Product  Planning  practice  & format  - revise  (KP) 

• Federal  Teaming  Product  Strategy  - develop  our  product  and  service  plans  to  address  this 
need  (KP) 

• Master  list  of  Product  Possibilities  - create  and  maintain  (KP) 

• AECfOMBusmess  Plan  (KP) 


Consulting  Action  Items: 

• Quick  and  Dirty  - implement  2004  (DK) 

• Packaged  Consulting  - Specify  so  the  sales  force  can  present  (TS) 

• Custom  Consulting  - build  on  our  success  in  opportunity/market  assessment  and  competitive 
assessment  (TS) 

• “Big  Project”  strategy  - develop  this  approach.  Possibly  package  consulting  with  our  other 
products  / services  (TS) 

• “Outsourcing”  strategy  - develop  this  approach.  BPO  for  our  customers  market  research, 
planning,  lead  generation  activities  (everything  except  selling)  (KP) 


* 


* 


Software  Action  Items: 

• Software  Plan  - fully  re-examine  our  approach  to  the  business  (JW) 

Marketing  & Events  Action  Items: 

• Develop  plan  for  eleaming  (which  is  in  addition  to  training  & education  events)  (ST) 

• Communication  Plan  for  new  Vision,  Mission,  Core  Values  (ST) 

Product  Development  Action  Items: 

• Market  sizing  data  - Check  Veronis  Suhler  data.  Calculate  both  sell  and  buy  side  budget  for 
our  type  of  services  (KP) 

• Complete  Competitive  Chart  / Analysis  (ST) 

• Plan  to  recruit  and  hire  former  Sr.  Government  employees.  Also  determine  role  in  the 
company  (KP) 
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• Product  Sales  Sensitivity  Analysis  - as  it  relates  to  the  2005  Plan  - what  is  the  baseline 
expectation  for  each  product  and  what  will  be  the  impact  of  initiatives,  enhancements,  etc. 
(KP) 

• Renewals  (see  notes)  - KP  to  lead  project. 

Finance  Action  Items: 

• Patents  - review  and  determine  if  a patent  application  should  be  filed  for  “inventions”. 
Review  technology  implementations  during  the  last  12  months  to  see  if  we  should  apply  for 
any  patents  (JW,  DS) 

• Company  LRP  scenarios  - run  alternate  scenarios  - lower  risk  / sales  leverage  / marketing 
leverage  / G&A  cost  to  go  public  / Capital  expenditures  (DS) 

• Current  Analysis  - possible  acquisition  target? 

• Comparable  Company  Analysis  (DS) 

o Look  at  BPO’s 

o Onvia  - look  more  closely  at  metrics  & expenses 
o Valuations  - adjust  for  excess  cash 

o Get  comparable  staffing  data  (to  estimate  sales  per  employee) 
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MOS 

Renewals 

KMP  ' 

Renewals.  KMP  to  lead  project. 

5 

July  Plan  Mtg 

7/21/2004 

MDS 

Renewals 

PP 

Renewals:  Increase  dependency/usage:  Penetration, 
Training  / Certification,  CSAM’s,  Usage  reports 
automatically  to  clients  (user) 

5 

July  Plan  Mtg 

7/28/2004 

MDS 

Renewals 

DK 

Renewals:  provide  Analytical  Reports  that  are 
customized  to  execs  in  clients) 

5 

July  Plan  Mtg 

7/28/2004 

MDS 

Renewals 

KMP 

Renewals.  Collaboration:  Advertise  interests  - users 
profiles,  Advertise  interests  - company  profiles, 
Client  posted  subcontract  opportunities,  Community 
- Networking,  Blogs 

5 

July  Plan  Mtg 

7/21/2004 

MDS 

Renewals 

JW 

Renewals:  Value  / relevance  / product  fit:  more 
detailed  classification  (meta  data),  better  search 
(including  documents),  Customer  based  usage  - 
feedback,  Workflow  integration 

5 

July  Plan  Mtg 

7/28/2004 

MDS 

Renewals 

KMP 

Add  legislative  branch  info  for  Agency 

4 

July  Plan  Mtg 

7/21/2004 

MDS 

DK 

CDG  - competitive  response  strategy  by  next  the 
Executive  Meeting 

5 

8/10/2004 

July  Plan  Mtg 

7/21/2004 

MDS 

PP 

MDS  “Big  Sale"  strategy  - how  we  can  realize  a $1 M 
sale  in  MDS 

4 

July  Plan  Mtg 

7/21/2004 

MDS 

PP 

“Big  Project"  strategy  - Outsourcing  - look  at 
packaging  any  and  all  services  for  our  customers. 
Research,  events,  lead  generation,  software, 
education,  marketing  & promotional  activities. 
“Business  Development  Support  Function”. 

4 

July  Plan  Mtg 

7/21/2004 

MDS 

KG 

Market  Analysis  Business  Strategy  - how  do  we 
expand  this  business? 

5 

July  Plan  Mtg 

7/21/2004 

Software 

JW 

Software  Plan  - fully  re-examine  our  approach  to  the 
business 

5 

July  Plan  Mtg 

7/21/2004 

Consultinq 

TS 

Develop  Strategic  (Executive  Level)  Consultinq 

5 

July  Plan  Mtq 

7/28/2004 

Consulting 

PP/DK 

Quick  and  Dirty  (to  be  done  by  MDS  Organization  - 
not  Consulting)  - implement  2004 

4 

July  Plan  Mtg 

7/21/2004 

Consulting 

KMP 

"Big  Project"  Strategy.  Package  Consulting  with 
Other  Services  (Data  bases,  Market  Analysis  & 
Planning,  multi  types  of  consulting,  events, 
promotions,  etc). 

4 

July  Plan  Mtg 

7/28/2004 

Consulting 

KMP 

Packaged  Consulting  - Specify  so  the  sales  force 
can  present 

4 

July  Plan  Mtg 

7/21/2004 

Consulting 

KMP 

“Big  Project”  strategy  - develop  this  approach. 
Possibly  package  consulting  with  our  other  products 
/ services 

3 

July  Plan  Mtg 

7/21/2004 

Consulting 

KG 

“Big  Project”  strategy  - Develop  Enterprise  Pipeline 
Management  offering  - large  Fee  with  Success 
bonus.  Single  company  per  vertical 

4 

July  Plan  Mtg 

7/21/2004 

Consulting 

KMP 

Custom  Consulting  - build  on  our  success  in 
opportunity/market  assessment  and  competitive 
assessment 

5 

July  Plan  Mtg 

7/21/2004 

MDS/Consult 
ing  _ 

PP/KMP/D 

K 

Plan  to  recruit  and  hire  former  Sr.  Government 
employees.  Also  determine  role  in  the  company 

3 

July  Plan  Mtg 

7/21/2004 

Events 

ST 

Develop  plan  for  eleaming  (which  is  in  addition  to 
training  & education  events) 

4 

July  Plan  Mtg 

7/21/2004 

* 
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Prod  Dev 

KMP 

S&L  Product  Strategy  - Breadth  of  coverage,  Large 
Co.  (Depth/Large  $ Deals)  vs.  Small  Co.  ( Breadth 
and  all  $;  compare  to  Onvia),  State  vs.  Local, 
Onvia/CDG  Replacement  Strategy  (software  to 
buyers) 

5 

July  Plan  Mtg 

7/21/2004 

Prod  Dev 

KMP 

Grants  Business  Strategy  - how  do  we  win  in  this 
market?  Look  at  Consulting  & T raining 

4 

July  Plan  Mtg 

7/21/2004 

Prod  Dev 

KMP 

AEC/OM  Business  Plan 

4 

July  Plan  Mtg 

7/21/2004 

Prod  Dev 

KMP 

Federal  T earning  Product  Strategy  - develop  our 
product  and  service  plans  to  address  this  need 

4 

July  Plan  Mtg 

7/21/2004 

Prod  Dev 

KMP 

Master  list  of  Product  Possibilities  - create  and 
maintain 

3 

July  Plan  Mtg 

7/21/2004 

Prod  Dev 

KMP 

Develop  plan  to  penetrate  client  companies  with 
more  products 

3 

July  Plan  Mtg 

7/28/2004 

Prod  Dev 

KMP 

Identify  what  buyers  need  in  Information  Services, 
Events,  Consulting,  Software,  etc.  (T echnology 
Trends,  Installation  Data  Base,  Reference  Data 
Base,  etc.) 

4 

July  Plan  Mtg 

7/28/2004 

Prod  Dev 

KMP 

Product  Sales  Sensitivity  Analysis  - as  it  relates  to 
the  2005  Plan  - what  is  the  baseline  expectation  for 
each  product  and  what  will  be  the  impact  of 
initiatives,  enhancements,  etc. 

4 

July  Plan  Mtg 

7/21/2004 

Mktg 

ST 

Packaging  / Pricing  / Segmentation  Strategy  - 
develop  an  MDS  wide  plan  for  packaging  our 
products  to  maximize  our  sales.  One  size  fits  all  vs. 
multiple  sizes 

5 

July  Plan  Mtg 

7/21/2004 

Mktg 

ST 

Re-packaging  Strategy  - determine  strategy  and 
responsibility  for  selling  existing  products  to  new 
markets 

4 

July  Plan  Mtg 

7/21/2004 

Mktq 

ST 

Web  channel  sales  strategy 

5 

July  Plan  Mtq 

7/21/2004 

Mktg 

ST 

Federal  Penetration  Strategy  - how  do  we  price  / 
match  value  to  customer  needs.  Look  at  methods  of 
pricing 

4 

July  Plan  Mtg 

7/21/2004 

Mktg 

ST 

Need  broader  view  of  “customers"  within  our  client 
companies  (serving  functions  including  but  not 
limited  to  business  development,  marketing  and 
services). 

3 

July  Plan  Mtg 

7/28/2004 

Mktg 

ST 

Communication  Plan  for  new  Vision,  Mission,  Core 
Values 

5 

July  Plan  Mtg 

7/21/2004 

Mktg 

ST 

Marlret  sizing  data  - Check  Veronis  Suhler  data. 
Calculate  both  sell  and  buy  side  budget  for  our  type 
of  services 

3 

July  Plan  Mtg 

7/21/2004 

Mktg 

ST 

Market  sizing  data  - Calculate  government  buyer 
spend  for  information  sen/ices 

3 

July  Plan  Mtg 

7/21/2004 

Mktg 

ST 

Complete  Competitive  Chart/ Analysis 

4 

July  Plan  Mtg 

7/21/2004 

L Plan  Mtg  Action  Items  (2)  072804  PAC.xls 


2 of  3 


Confidential  - INPUT 


Executive  Action  Items  From  July  Planning  Meeting 
All 


6/8/2005 


,V.  .. 

H 

Finance 

DS 

Breakout  sales  in  first  6 months  and  next  6 
months  by  4 market  categories  (existing/new 
products  to  existing/new  buyers).  Identify  by 
product. 

4 

July  Plan  Mtg 

7/28/2004 

Finance 

DS 

Company  LRP  scenarios  - run  alternate  scenarios  - 
lower  risk  / sales  leverage  / include  cost  to  go  public 
and  taxes.  Run  with  net  Income  line 

4 

July  Plan  Mtg 

7/21/2004 

Finance 

DS 

Look  at  Marketing  Spend  effect  on  MDS  sales 
productivity 

3 

July  Plan  Mtg 

7/28/2004 

Finance 

DS 

Revise  out  years  in  Plan,  especially  capex  and  G&A 

3 

July  Plan  Mtg 

7/28/2004 

Finance 

DS 

Comparable  Company  Analysis 
-Look  at  BPO's 

-Onvia  - look  more  closely  at  metrics  & expenses 
-Valuations  - adjust  for  excess  cash 
-Get  comparable  staffing  data  (to  estimate  sales  per 
employee) 

4 

July  Plan  Mtg 

7/21/2004 

IP 

JW 

Patents  - review  and  determine  if  a patent 
application  should  be  filed  for  "inventions".  Review 
technology  implementations  during  the  last  12 
months  to  see  if  we  should  apply  for  any  patents 

3 

July  Plan  Mtg 

7/21/2004 

Corporate 

ALL 

Reduce  email  traffic  (use  Web  site) 

4 

Immediately 

July  Plan  Mtg 

7/28/2004 

Corporate 

ALL 

Minimize  Meetings;  hold  them  properly 

4 

Immediately 

July  Plan  Mtg 

7/28/2004 

Corporate 

KMP/DS 

Business  / Product  Planning  practice  & format  - 
revise 

3 

July  Plan  Mtg 

7/21/2004 

Business 

Development 

DH 

Current  Analysis  - possible  acquisition  target? 

3 

July  Plan  Mtg 

7/21/2004 

L Plan  Mtg  Action  Items  (2)  072804  PAC.xls 
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INPUT  Mission,  Vision,  & 
Core  Values 


Steven  Toole 


July  16,  2004 


www.input.com 
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• A vision  provides  direction  and  is  not  currently 
factual  - it  is  future  oriented. 

• A vision  is  not  a mission. 

• The  mission  is  the  next  step  in  strategic 
reformation. 

• To  define  an  organization’s  mission  is  to  state  its 
purpose  in  terms  of: 

- what  function  is  performed, 

- for  whom,  how  and  why. 

Proprietary  and  Confidential  - INPUT  Page  2 


Proprietary  and  Confidential  - INPUT 


Page  1 \ 


Presentation  Name 


Date  created 


• Clear 

• Hard  to  meet 

• Inspiring 

• Stable,  but  constantly  reviewed 

• Focused  on  the  market/customers 

• Constantly  communicated 

• Implemented  with  constant  feedback  paths 

Source:  Kotler 
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• The  market  leader  in  delivering  vital  information, 
analysis  and  software  to  optimize  sales, 
marketing,  planning  and  procurement,  INPUT  is 
the  essential  resource  for  technology  sellers  and 
buyers  in  government  and  business. 
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Clear?  No.  Doesn’t  communicate  any  VISION.  It 
only  says  who  we  ARE. 

Hard  to  meet  ? No.  We  already  are  this  definition. 

Inspiring?  No.  Inspiration  comes  from  vision, 
there’s  no  vision  here. 

Stable,  but  constantly  reviewed?  Too  stable,  too 
conservative. 

Focused  on  the  market/customers?  No.  Focused  on 
self. 

Constantly  communicated?  No.  Only  exists  in  this 
document. 

Implemented  with  constant  feedback  paths?  No 
constant  feedback  apparent. 
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Promote  collaboration  between  government  and 


industry  for  the  benefit  of  all  citizens. 
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• Clear?  Yes.  Collaboration,  benefit  of  all  citizens. 

• Hard  to  meet  ? Yes.  There  are  a lot  of  citizens! 

• Inspiring?  Yes.  Gives  me  goosebumps! 

• Stable,  but  constantly  reviewed?  Will  withstand  the 
test  of  time. 

• Focused  on  the  market/customers?  Yes.  We  don’t 
even  mention  ourselves  once. 

• Constantly  communicated?  Function  of  execution. 

• Implemented  with  constant  feedback  paths?  Function 
of  execution. 
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To  be 

the  leading  global  provider  of  products  and  services 

to  help 

public  sector  buyers  and  sellers  conduct  business 

to  create 

value  for  our  clients,  employees,  and  shareholders 


1 -Jan-04 
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• To  define  an  organization’s  mission  is  to  state  its  purpose 
in  terms  of: 

- what  function  is  performed, 

^leading  global  provider  of  government  business 
development  products  and  services  for  all  major 
industries 

- for  whom,  how  and  why. 

^by  innovating  the  way  public  sector  buyers  & 
sellers  engage  to  conduct  business 

^creating  value  for  our  clients,  employees,  and 
shareholders 
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• Adhere  to  the  highest  standards  of  business 
and  personal  ethics 

• Respect  the  individual 

• Be  a team 

• Encourage  growth  and  innovation 


• Produce  the  highest  possible  quality  in 
products  and  services 

• Commit  to  success 
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INPUT 


Integrity 

Necessity 

People 

Understanding 

Trust 
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• Adhere  to  the  highest  standards  of  business 
and  personal  ethics  (INTEGRITY) 

• Respect  the  individual  (PEOPLE/TRUST) 

• Be  a team  (PEOPLE) 

• Encourage  growth  and  innovation 
(NECESSITY) 


• Produce  the  highest  possible  quality  in 
products  and  services  (UNDERSTANDING) 


• Commit  to  success  (ALL) 


1-Jan-04 
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• Our  people  uphold  the  highest  standards  of  business  and 
personal  ethics 

• Integrity  of  our  databases,  integrity  of  our  market 
intelligence. 

• It’s  the  accuracy  of  information  that  creates  value. 

• We  place  the  highest  emphasis  on  integrity  because  our 
clients  depend  on  INPUT  to  provide  information  that’s 
reliable. 

• Our  clients  make  major  strategic  decisions  based  on 
information  provided  by  INPUT. 
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• It’s  the  mother  of  innovation. 


• INPUT  is  dedicated  to  uncovering  necessities 
that  our  clients  may  not  even  realize  they  had 
themselves 

• Building  innovative  solutions  that  address  those 
necessities  creates  value  for  our  clients. 

• It’s  how  we  stay  ahead  of  the  curve  and 
continuously  increase  the  value  of  our  services 
for  our  clients. 
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• It’s  what  we’re  all  about  at  INPUT. 

• We  forge  strong  relationships  with  the  people 
who  are  our  clients  throughout  the  vendor 
community,  and  the  people  who  are  their  clients 
throughout  government  organizations. 

• We  attract  and  grow  the  best  and  brightest 
people  to  join  our  cause  and  be  rewarded  for 
their  individual  contributions. 

• People  make  the  difference. 
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• We  emphasize  understanding  our  clients’  needs, 
and  in  understanding  the  ins  and  outs  of 
government  procurement,  sales,  and  marketing, 
better  than  any  other  organization  in  the  world. 

• We  convey  this  understanding  to  our  clients,  to 
help  them  position  themselves  more 
competitively  in  the  market  and  ultimately,  win 
more  business. 

• Develop  products  and  services  based  on  this 
understanding. 

• Knowledge  is  king. 
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• The  cornerstone  of  INPUT’S  core  values  is  trust. 

• We  earn  the  trust  of  our  clients,  of  our  colleagues 
in  government,  and  of  our  valued  partners. 

• We  place  trust  in  our  people  to  act  in  the  best 
interest  of  our  clients  and  of  our  company. 

• Where  there  is  trust,  there  is  value. 
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2004-2008  LRP  Forecast 

Doug  Strahan 


July  16,  2004 
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• Segment  Orders 

• EBITDA 

• Cash  Flow 

• Staffing 


7/16/2004 
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$ in  OOO's 

| 2004  Plan  | 

| 2005  Fcst  | 

2006  Fcst  | 

| 2007  Fcst  | 

2008  Fcst  | 

MARKET  DEV.  SVCS 

$ 

18,239 

$ 

26,800 

$ 

36,828 

$ 

47,805 

$ 

61,113 

SOFTWARE  SOLUTIONS 

264 

375 

1,104 

1,776 

2,677 

CONSULTING  SVCS 

1,148 

1,985 

3,975 

6,224 

9,605 

EVENTS 

878 

2,189 

3,204 

4,331 

5,497 

TOTAL  SALES  ORDERS 

$ 

20,529 

$ 

31,349 

$ 

45,112 

$ 

60,135 

$ 

78,892 

Orders/employee 

$ 

143.7 

$ 

140.6 

$ 

152.7 

$ 

156.5 

$ 

171.1 
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| 2004  Plan  | 

2005  Fcst  I 

2006  Fcst  | 

2007  Fcst  | 

2008  Fcst  | 

MARKET  DEV.  SVCS 

44% 

47% 

37% 

30% 

28% 

SOFTWARE  SOLUTIONS 

28% 

42% 

194% 

61% 

51% 

CONSULTING  SVCS 

2496% 

73% 

100% 

57% 

54% 

EVENTS 

133% 

149% 

46% 

35% 

27% 

TOTAL  SALES  ORDERS 

54% 

53% 

44% 

33% 

31% 
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$ in  OOO's 


| 2004  Plan  | 2005  Fcst  | 2006  Fcst  | 2007  Fcst  | 2008  Fcst~ 


MARKET  DEV.  SVCS 

$ 

17,951 

$ 

25,758 

$ 

34,817 

$ 

44,564 

$ 

55,260 

SOFTWARE  SOLUTIONS 

264 

375 

1,104 

1,776 

2,677 

CONSULTING  SVCS 

772 

1,350 

2,759 

4,201 

6,193 

EVENTS 

856 

2,165 

3,179 

4,302 

5,463 

TOTAL  SALES  ORDERS 

$ 

19,842 

$ 

29,647 

$ 

41,859 

$ 

54,843 

$ 

69,593 

Orders/direct  staff 

$ 

189.7 

$ 

176.6 

$ 

189.8 

$ 

198.2 

$ 

215.7 
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| 2004  Plan  | 

2005  Fcst  | 

2006  Fcst  | 

2007  Fcst 

| 2008  Fcst  | 

MARKET  DEV.  SVCS 

41% 

43% 

35% 

28% 

24% 

SOFTWARE  SOLUTIONS 

28% 

42% 

194% 

61% 

51% 

CONSULTING  SVCS 

1646% 

75% 

104% 

52% 

47% 

EVENTS 

127% 

153% 

47% 

35% 

27% 

TOTAL  SALES  ORDERS 

49% 

49% 

41% 

31% 

27% 
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| 2004  Plan  | 

| 2005  Fcst  | 

2006  Fcst  | 

2007  Fcst  | 

2008  Fcst  | 

MARKET  DEV.  SVCS 

N/A 

262% 

93% 

61% 

81% 

SOFTWARE  SOLUTIONS 

N/A 

N/A 

N/A 

N/A 

N/A 

CONSULTING  SVCS 

N/A 

69% 

91% 

66% 

69% 

EVENTS 

N/A 

4% 

8% 

13% 

17% 

TOTAL  SALES  ORDERS 

N/A 

148% 

91% 

63% 

76% 
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$ in  000's 

| 2004  Plan  I 

| 2005  Fcst  | 

| 2006  Fcst  | 

| 2007  Fcst  | 

| 2008  Fcst  | 

Revenue 

$ 16,390 

$ 24,626 

$ 35,712 

$ 47,916 

$ 61,613 

Cost  of  Sales 

4,432 

7,604 

10,972 

13,823 

16,245 

Sales  & Marketing 

8,016 

11,020 

15,067 

19,896 

24,136 

Technology  & Development 

2,155 

3,035 

3,815 

5,179 

6,062 

General  & Administrative 

1,946 

2,532 

3,366 

4,294 

4,780 

EBITDA  $ (159)  $ 435  $ 2,491  $ 4,724  $ 10,391 


-1.0%  1.8%  7.0%  9.9%  16.9% 
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$ in  OOO's 

Revenue 

Cost  of  Sales 

Sales  & Marketing 

Technology  & Development 

General  & Administrative 

EBITDA 


| 2004  Plan  | 

| 2005  Fcst  | 

2006  Fcst  | 

2007  Fcst  | 

| 2008  Fcst  | 

$ 408 

$ 1,271 

$ 2,549 

$ 4,351 

$ 7,389 

462 

585 

1,005 

1,611 

2,478 

332 

608 

1,045 

1,713 

2,770 

160 

207 

289 

456 

650 

139 

179 

285 

453 

665 

$ (686)  $ (308)  $ (74)  $ 118  $ 825 

-168.2%  -24.2%  -2.9%  2.7%  11.2% 
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% of  Revenue 

| 2004  Plan  | 

2005  Fcst  | 

2006  Fcst  | 

2007  Fcst  | 

2008  Fcst  | 

Revenue 

100.0% 

100.0% 

100.0% 

100.0% 

100.0% 

Cost  of  Sales 

29.1% 

31.6% 

31.3% 

29.5% 

27.1% 

Sales  & Marketing 

49.7% 

44.9% 

42.1% 

41.3% 

39.0% 

Technology  & Development 

13.8% 

12.5% 

10.7% 

10.8% 

9.7% 

General  & Administrative 

12.4% 

10.5% 

9.5% 

9.1% 

7.9% 

EBITDA 

-5.0% 

0.5% 

6.3% 

9.3% 

16.3% 
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% of  Revenue 

| 2004  Plan  | 

2005  Fcst  | 

2006  Fcst  | 

2007  Fcst  | 

2008  Fcst  | 

Revenue 

100.0% 

100.0% 

100.0% 

100.0% 

100.0% 

Cost  of  Sales 

27.0% 

30.9% 

30.7% 

28.8% 

26.4% 

Sales  & Marketing 

48.9% 

44.7% 

42.2% 

41.5% 

39.2% 

Technology  & Development 

13.1% 

12.3% 

10.7% 

10.8% 

9.8% 

General  & Administrative 

11.9% 

10.3% 

9.4% 

9.0% 

7.8% 

EBITDA 

-1.0% 

1.8% 

7.0% 

9.9% 

16.9% 
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% of  Revenue 

| 2004  Plan  | 2005  Fcst  | 2006  Fcst  | 2007  Fcst  | 2008  Fcst  | 

Revenue 

100.0% 

100.0% 

100.0% 

100.0% 

100.0% 

Cost  of  Sales 

113.3% 

46.0% 

39.4% 

37.0% 

33.5% 

Sales  & Marketing 

81.5% 

47.9% 

41.0% 

39.4% 

37.5% 

Technology  & Development 

39.3% 

16.3% 

11.3% 

10.5% 

8.8% 

General  & Administrative 

34.0% 

14.1% 

11.2% 

10.4% 

9.0% 

EBITDA 

-168.2% 

-24.2% 

-2.9% 

2.7% 

11.2% 

7/16/2004 

Proprietary  and  Confidential  - INPUT 

Page  14 

Proprietary  and  Confidential  - INPUT 


Page  7 7 


Presentation  Name 


Date  created 


$ in  OOO's 

| 2004  Plan  | 

2005  Fcst  | 

2006  Fcst  | 

2007  Fcst  | 

2008  Fcst  | 

Operating  Cash  Flow 

$ 

837 

$ 

3,791 

$ 

7,007 

$ 

11,701 

$ 

19,758 

Investing  Cash  Flow 

(788) 

(1,005) 

(1,132) 

(1,520) 

(2,044) 

Financing  Cash  Flow 

(1) 

4 

- 

- 

- 

Net  Cash  Flow 

$ 

47 

$ 

2,790 

$ 

5,875 

$ 

10,180 

$ 

17,714 

Ending  Cash 

$ 

3,215 

$ 

6,005 

$ 

11,879 

$ 

22,060 

$ 

39,774 
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$ in  OOO's 

Operating  Cash  Flow 
Investing  Cash  Flow 
Financing  Cash  Flow 
Net  Cash  Flow 
Ending  Cash 


| 2004  Plan  | 2005  Fcst  | 2006  Fcst  | 2007  Fcst  | 2008  Fcst  | 

$ (472)  $ 288  $ 843  $ 1,397  $ 1,997 

(55)  (98)  (106)  (158)  (185) 

~$  (527)  $ 190  $ 737  $ 1,239  $ 1,812 

"$  (527)  $ (337)  $ 400  $ 1,639  $ 3,452 
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I 2004  Plan  | 

2005  Fcst  | 

2006  Fcst  | 2007  Fcst  ! 

2008  Fcst  | 

Direct 

MDS  Operations 

45.0 

72.0 

95.0 

111.0 

123.5 

MDS  Tech  & Develoment 

5.5 

6.5 

6.5 

8.5 

11.5 

SS  Tech  & Development 

1.0 

2.0 

4.0 

4.5 

4.5 

MDS/SS  Sales 

50.3 

82.5 

100.5 

135.0 

162.5 

Advisory  Operations 

6.0 

7.0 

16.0 

24.0 

36.0 

Advisory  Sales 

2.5 

3.5 

8.0 

10.5 

15.5 

Events  Operations 

2.6 

7.4 

10.0 

13.7 

16.7 

Subtotal 

112.9 

180.9 

240.0 

307.2 

370.2 

Corporate 

Sales  & Marketing 

5.0 

8.0 

10.0 

15.0 

17.0 

Technology  & Development 

11.5 

17.0 

22.0 

31.0 

37.0 

General  & Administrative 

13.5 

17.0 

23.5 

31.0 

37.0 

Subtotal 

30.0 

42.0 

55.5 

77.0 

91.0 

Total 

142.9 

222.9 

295.5 

384.2 

461.2 

Increase 

33.5% 

56.0% 

32.6% 

30.0% 

20.0% 
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| 2004  Plan  | 2005  Pest  | 2006  Fcst  | 2007  Fcst  | 2008  Fcst  | 

MDS  Operations 

40.5 

66.5 

88.5 

101.5 

110.5 

MDS  Tech  & Develoment 

5.0 

6.0 

6.0 

8.0 

11.0 

SS  Tech  & Development 

1.0 

2.0 

4.0 

4.5 

4.5 

MDS  / SS  Sales 

49.0 

79.0 

95.0 

127.0 

147.0 

Advisory  Operations 

4.5 

5.0 

11.0 

16.0 

23.0 

Advisory  Sales 

2.0 

2.0 

6.0 

6.0 

10.0 

Events  Operations 

2.6 

7.4 

10.0 

13.7 

16.7 

Total  Direct  Staff 

104.6 

167.9 

220.5 

276.7 

322.7 

Increase 

24.5% 

60.5% 

31.3% 

25.5% 

16.6% 
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| 2004  Plan  | 

2005  Fcst  | 

2006  Fcst  | 

2007  Fcst  | 

2008  Fcst 

MDS  Operations 

4.5 

5.5 

6.5 

9.5 

13.0 

MDS  Tech  & Develoment 

0.5 

0.5 

0.5 

0.5 

0.5 

SS  Tech  & Development 

- 

- 

- 

- 

- 

MDS  / SS  Sales 

1.3 

3.5 

5.5 

8.0 

15.5 

Advisory  Operations 

1.5 

2.0 

5.0 

8.0 

13.0 

Advisory  Sales 

0.5 

1.5 

2.0 

4.5 

5.5 

Events  Operations 

“ 

- 

“ 

" 

- 

Total  Direct  Staff 

8.3 

13.0 

19.5 

30.5 

47.5 

Increase 

725.0% 

57.6% 

50.0% 

56.4% 

55.7% 
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Comparable  Company  Data 


July  15,  2004 
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Company 

Ticker 

Symbol 

Industry 

Advisory  Board  Company 

ABCO 

Health  Care  Mkt  Research 

Corporate  Executive  Board  Co. 

EXBD 

Mkt  Research 

CoStar  Group,  Inc. 

CSGP 

Real  Estate  Mkt  Research 

Dow  Jones 

DJ 

Financial  Research 

Dun  & Bradstreet  Corporation 

DNB 

Business/Credit  Research 

Forrester  Research,  Inc. 

FORR 

IT  Market  Research 

Gartner,  Inc. 

IT 

IT  Market  Research 

IMS  Health 

RX 

Health  Care  Mkt  Research 

infoUSA,  Inc. 

IUSA 

Business/Credit  Research 

Meta  Group,  Inc. 

METG 

IT  Market  Research 

Mood/s 

MCO 

Financial  Research 

Onvia,  Inc. 

ONVI 

Procurement  Solution 

Reuters  Group,  PLC 

RTRSY 

Financial  Research 

Salesfbrce.com 

CRM 

CRM  Software 

Value  Line 

VALU 

Financial  Research 
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Revenue  Net  Income 


Rev. 


Rev. 


Company 

($000s) 

($000s) 

Multiple 

Growth 

Advisory  Board  Company 

100,714 

14,439 

5.1 

24.38% 

Corporate  Executive  Board  Co. 

210,211 

35,688 

8.4 

29.47% 

CoStar  Group,  Inc. 

95,105 

100 

3.4 

19.84% 

Dow  Jones 

1,548,485 

170,599 

3.3 

-69.00% 

Dun  & Bradstreet  Corporation 

1,386,400 

174,500 

3.0 

8.69% 

Forrester  Research,  Inc. 

125,999 

2,191 

3.2 

29.98% 

Gartner,  Inc. 

858,446 

23,693 

1.6 

-5.37% 

IMS  Health 

1,381,761 

638,945 

6.0 

-3.24% 

infoUSA,  Inc. 

311,345 

19,695 

1.2 

2.92% 

Meta  Group,  Inc. 

122,485 

(4,305) 

0.7 

5.11% 

Moody's 

1,246,600 

363,900 

8.3 

21.82% 

Onvia,  Inc. 

9,991 

(7,913) 

3.6 

38.12% 

Reuters  Group,  PLC 

5,685,864 

(67,585) 

6.4 

18.33% 

Salesforce.com 

50,991 

(9,716) 

N/A 

127.55% 

Value  Line 

98,391 

24,091 

5.0 

12.52% 
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DNB 

DJ 

IT 

IUSA 

MCO 

RTRSY 

RX 

Revenues 

100.0% 

100.0% 

100.0% 

100.0% 

100.0% 

100.0% 

100.0% 

Cost  of  Sales 

31.3% 

50.2% 

47.8% 

28.0% 

27.9% 

11.5% 

40.3% 

Gross  Margin 

68.8% 

49.8% 

52.2% 

72.0% 

72.1% 

88.6% 

59.7% 

Operating  Exp: 

SG&A 

41.8% 

34.9% 

38.8% 

46.3% 

16.3% 

79.9% 

25.4% 

Dep/Amort 

4.6% 

6.9% 

4.4% 

8.9% 

2.6% 

5.4% 

Other  Exp  or  (Inc) 

1.3% 

-1.2% 

3.5% 

1.2% 

0.0% 

10.3% 

2.7% 

Total  Exp 

47.7% 

40.6% 

46.6% 

56.4% 

19.0% 

90.2% 

33.6% 

EBIT 

21.1% 

9.2% 

5.5% 

15.6% 

53.2% 

-1.6% 

26.2% 
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2003 

2004 

2006 

2008 

ABCO 

CSGP 

CRM 

FORR 

INPUT 

INPUT 

INPUT 

INPUT 

Revenues 

100.0% 

100.0% 

100.0% 

100.0% 

100.0% 

100.0% 

100.0% 

100.0% 

Cost  of  Sales 

41.3% 

32.3% 

20.3% 

39.7% 

22.7% 

29.1% 

31.3% 

27.1% 

Gross  Margin 

58.7% 

67.7% 

79.7% 

60.3% 

77.3% 

70.9% 

68.7% 

72.9% 

Operating  Exp: 
S&M 

19.7% 

27.9% 

65.7% 

32.6% 

53.4% 

49.7% 

42.1% 

39.0% 

G&A 

12.4% 

27.8% 

25.4% 

11.7% 

17.8% 

12.4% 

9.5% 

7.9% 

R&D 

7.2% 

9.1% 

9.2% 

13.8% 

10.7% 

9.7% 

Dep/Amort 

1.8% 

4.7% 

11.9% 

2.1% 

2.8% 

2.0% 

2.1% 

Other  Exp  or  (Inc) 

1.1% 

2.9% 

Total  Exp 

35.1% 

67.7% 

100.3% 

59.0% 

82.5% 

78.7% 

64.3% 

58.7% 

EBIT 

23.6% 

0.0% 

-20.6% 

1.3% 

-5.2% 

-7.8% 

4.4% 

14.2% 
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2003 

2004 

2006 

2008 

EXBD 

METG 

ONVI 

VALU 

INPUT 

INPUT 

INPUT 

INPUT 

Revenues 

100.0% 

100.0% 

100.0% 

100.0% 

100.0% 

100.0% 

100.0% 

100.0% 

Cost  of  Sales 

33.8% 

51.0% 

11.8% 

31.3% 

22.7% 

29.1% 

31.3% 

27.1% 

Gross  Margin 

66.2% 

49.1% 

88.2% 

68.7% 

77.3% 

70.9% 

68.7% 

72.9% 

Operating  Exp: 

S&M 

26.3% 

26.1% 

89.1% 

21.7% 

53.4% 

49.7% 

42.1% 

39.0% 

G&A 

10.3% 

18.6% 

34.5% 

8.6% 

17.8% 

12.4% 

9.5% 

7.9% 

R&D 

30.4% 

9.2% 

13.8% 

10.7% 

9.7% 

Dep/Amort 

2.7% 

4.1% 

2.1% 

2.8% 

2.0% 

2.1% 

Other  Exp  or  (Inc) 

5.0% 

4.2% 

20.2% 

Total  Exp 

44.3% 

53.0% 

174.2% 

30.3% 

82.5% 

78.7% 

64.3% 

58.7% 

EBIT 

21.9% 

-3.9% 

-86.0% 

38.4% 

-5.2% 

-7.8% 

4.4% 

14.2% 
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Sales  Approach 


Peggy  Padalino,  Vice  President 


July  13,  2004 


www.input.com 
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• Direct 

75% 

• Channels 

20% 

• Web  Products 

5% 

Drive  Revenue  and  Sales  Productivity 
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• Field  Sales 

-Sales  Specialist 
■^Software 
^Analysis  Products 
^New  Verticals 

• Inside  Sales 

-Vertical  Specialist 
^AEC 
^Technolog 
mother 
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• Channels 
-Resellers 


-VAR 


-Licensed  Distribution 
-Associations  and  Non  Profits 
• Strategic  Relationships 
-Consultants 

-Economic  Development  Authorities 
-Chamber  of  Commerce 
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• Targeted  at  Small  Companies 
-New  revenue  stream 
-Lead  generation  opportunity 
-Small  Business  Products  (segment  the  database) 
-telemarketing 
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• Actively  pursue  high  end  consulting  with  Strategic 
Accounts-need  to  refine  the  strategy 

• Respond  to  the  market  need  for  “spot  consulting” 

• Address  the  needs  of  small  business  with  Go  To  Market 
Service 

• Packaged  Consulting 
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INPUT 


• Continue  to  build  out  the  “INPUT  Online  Training  Center” 

• Add  CSAMS 

• Increase  Consulting  to  create  closer  relationship 

• Grow  the  Strategic  Accounts  Program  to  insure  lasting 
relationships 
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• Need  to  validate  before  we  invest 

• Must  build  products  for  Government  Needs 
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2005  Sales  Plan 


Peggy  Padalino 


July  13,2004 


www.input.com 
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• Strive  for  increased  Sales  Productivity  through 
Marketing  and  Channels 


• Use  Sales  specialists  for  products  with  unique 
sales  strategies 


• Focus  sales  productivity  team  on  qualification  for 
function  for  Inside  Sales 


• Explore  outsourced  lead  generation 
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• Grow  Strategic  Account  Team 

• Keep  Accounts  in  distributed  model  for  more 
personal  coverage 

• Add  CSAMS  and  more  automated  training 
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• Strategic  Accounts 

- 4 Reps 

- 1 manager 

• Field  Sales 

- 22  Reps  (1  analysis  products,  1 Software  Products) 

- 3 Managers 

• Inside  Sales 

- 32  reps 

- 4 Managers 
- 1 director 

• Channels 

- 2 reps 
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Competitive  Snapshot 


Steven  Toole 


July  16,  2004 


311 


www.input.com 
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SUPPLIER  POWER 


BARRIERS 
TO  ENTRY 

Absciss  cbst  advantages 
Proprtetaty  learning  stove 
, Assess  to  inpute 
Government  policy 
Economies  of  scale 
Capital  requirements 
A '•  Srend  identity 
Switching  costs 
Access  to  distribution 
Expected  retaliation 
V’>;  i-Pnj^aryprtducts 


RIVALRY 


Supplier  concentration 
Importance  of  volume  to  supplier 
Differentiation  of  inputs 
Impact  of  inputs  on  cost  or  differentiation 
Swttchmg  costs  of  firms  in  the  industry 
Presence  of  substitute  inputs 
Tnreat  of  forward  integration 
Cost  relative  to  total  purchases  in  industry 


DEGREE  OF  RIVALRY 

-Exit  barriers 
-Industry  concentration 
-Fixed  costs/Value  added 
-Industry  growth 
-Intermittent  overcapacity 
-Product  differences 
-Switching  costs 
-Brand  identity 
Diversity  of  rivals 
-Corporate  stakes 
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• RIVALRY  • 

BARGAINING  POWER  OF 

- Increasing  number  of  players 

SUPPLIERS 

- Little  differentiation  beyond 

- “Service,”  not  product 

price 

- “Suppliers”  are  government 

- Outside  capital  fueling 
competitive  aggression 

resources  and  internal 
development 

• THREAT  OF  SUBSTITUTES  * 

THREAT  OF  ENTRY 

- Client  backward 

- Low  entry  barriers 

integration/intemal  research 

^No  patents 

- Government-provided 

^Little  brand  loyalty 

resources 

■=>Low  switching  costs 

• BUYER  POWER 

‘PLow  development 

- Buyer  power  not  a strong  force 

investment  (MapROI  - 

- Increasing  competition 
increases  buyer  power 

$2.6M  'A'  Round) 
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Vendor 

Profiles 

Labor 
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Task  Order 

Market 

Analysis 

IT  Opps 

Bid 

Notification 

State  Govt 
IT  Profiles 

Market 

Analysis 

S&L  Grant 
Opps 

Grants  for 
S&L  Govt’s 

Grants  for 
Hiaher  Ed 
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2 
CP 

Proposals 
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9 
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4 

4 

4 

MapROI 

4 
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4 

4 

4 

CDG 

4 

4 

4 
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Onvia 

4 

4 

4 
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4 

4 

EagleEye 

4 

yj 

4 

4 
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4 

4 

4 
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9 

4 

4 
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Business  Strategy 

Dena  Kisala 


7/16/04 


www.input.com 
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• Who  We  Are 

• Business  Strategy 

• Who  We  Want  to  Be 


m:-,i  ■ I 
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• A Database  Company 

• A Market  Research  Company 

• A Software  Company 

• A Consulting  Company 

...In  the  Market  space  providing: 

• IT  Business  Development  Products  & 

Services  for  the  Public  Sector 

7/14/2004  Proprietary  and  Confidential  - INPUT  Page  3 


Products/ 
BD  Phases 

Opportunity 

ID/Creation 

Opportunity 

Qualification 

Opportunity 

Pursuit 

Proposal 
Prep  & 
Delivery 

Post- 

Proposal 

Activity 

Market 

Analysis 

X 

X 

Profiles 

X 

X 

Opportunities 

X 

X 

X 

Grants 

X 

X 

X 

Vendor 

Profiles 

X 

X 

X 

Task  Orders 

X 

X 

Labor  Pricing 

X 

X 

X 

CMS 

X 

X 

X 

Consulting 

X 

X 
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• Internal  Growth 

- Validate  viability  of  “buy-side”  selling 

- Replicate  into  new  public  sector  verticals,  markets  geographies 

- More  diverse  selling  (resellers,  e-commerce) 

- Meet  unmet  needs  in  existing  client  organizations  with  new  products 

• Partnerships 

- Value-added  Market  Intelligence  Providers  for  new,  emerging  markets 

- Resellers/Channel  Partners 

- Extend  those  with  media  for  regular  editorial  coverage 

- Non-Profits 

• Acquisitions  - Consider,  For  Example: 

- e. Republic  to  expand  S&L  presence  and  increase  event  and  media 
coverage 

- eCivis  to  penetrate  Grants  “Buy-side”  market,  w/250  local  gov’t  and  25 
state  clients 


Grow,  Partner,  Acquire 
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• Internal  Growth 

- Add  more  Market  Views  for  Federal  Trending 

^Enterprise  Architecture  Consolidation  trends  in 
gov’t 

Gov’t  buying  trends  for  overseas  vendors 
-Technology  vertical  coverage 
-International  Selling 

• Partnerships 

-With  Research  Firms  that  fill  gaps 
-Non-Profits 

• Acquisitions 

-Build  is  more  attractive  than  buy 


Grow  Internally  & Partner 
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• Internal  Growth 

-Continue  to  build  hosted  applications 

-Package  CMS  with  other  services  as  turnkey  solution 

• Partnerships 

-Consider  partnering  for  hosted  applications 

-Pursue  partnerships  with  client-server  and  enterprise 
solution  providers 

-Leverage  joint  sales  force  and  market  penetration  of 
partner  products 

• Acquisitions 

-Identify  niche  players  in  proposal  development  space 
-Conduct  surveys  to  identify  acquisition  potential 

Partner 
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• Internal  Growth 

-Expand  representational  services 

-Facilitate  clients’  teaming  identification  & qualification 

-Extend  services  into  proposal  support 

-Capitalize  on  demand  for  shorter,  lower  cost 
engagements 

• Partnerships 

-Partner  with  other  representational  and  proposal  firms 

• Acquisitions 

-Consider  firms  like  Acquisition  Solutions  Inc. 

-Hire  to  fill  gaps  and  grow  vs.  acquire 
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• Internal  Growth 

-Parallel  current  IT  events  into  expansion  markets 
(UK/EU,  AEC,  O&M,  Defense/Aero) 

-Expand  into  “neophyte”  events/training/education 
-Expand  sponsorship  opportunities 
-Introduce  “dream  dating/speed  dating”  events 
-Take  events  online  for  revenue 

• Partnerships 

-Leverage  partnerships  to  fill  content  voids 

• Acquisitions 

-Seek  current  players  in  expansion  areas 


Grow  Internally  & Partner 
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• A Information  Company 

• A Market  Research  Company 

• A Software  Company 

• A Consulting  Company 

• A Events  Company 

• A Training/Education  Company 

• A Media  Company 


...In  the  Market  space  providing: 

• Various  Products  & Services  for  the  Public  Sector 
(per  mission) 
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Sales  and  Product  Roadmap 

Kevin  Plexico 


7/16/04 

www.input.com 
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• Market  Sizing 

• Market  Penetration 

• Product  Development  Prioritization 
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Federal  IT  Federal  O&M  Federal  Def/Aero  Federal 

AEC/O&M 
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S&L  IT 


European  IT 


Page  13 


Federal  IT  S&L  rr 
(Vendor)  (Vendor) 


Govt  n"  UK/Euro  IT  AEC+O&M  Federal  Software 

(Buyer)  (Vendor)  (Vendor)  Aero/Def  Solutions 

(Vendor) 
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Market  Segment 
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2 Line  Extension 

4 Greenfield 

1 Penetration 

3 Repackaging 

Current  New 

Markets 
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Orders  18% 
Qty.  22% 

Orders  15% 
Qty.  - 59% 

Orders  67% 
Qty . 17% 

Orders  1% 
Qty.  - 2% 

Current  New 

Markets 
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• Penetration 

- Improve  and  repackage  what  we  do  for  existing  markets 
-e.g.,  Premium  services,  basic  services,  etc. 

• Line  Extension 

- Innovate  new  products  to  meet  unmet  needs 

-e.g.,  Labor  Pricing,  Task  Orders,  Teaming,  Technology  Installed 
JBase 

• Repackaging 

- Implement  pricing,  positioning  and  sales  strategies  to  attract  new 
audiences 

- Labor  Rates  for  Government 

• Greenfield 

- Leverage  core  competencies  into  new  products  for  markets 

- Entry  into  AEC,  O&M,  Aero/Defense,  Europe 
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2004  2005  2006  2007  2008 

Year 
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Product  Strategies  & Tactics 

2005 

Kevin  Plexico  & Dena  Kisala 


7/16/04 


www.input.com 
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• Products  Released  in  2004 

• Status  of  Existing  Products  - SWOT 

• Product  Enhancements 

• 2005  Preliminary  Product  Release  Plans 
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Planned 

Unplanned 

• Grants  for  Buy-Side  - 
Released 

• Federal  AEC/OM  Ops  - 
Q4 

• Federal  Labor  Pricing  - 
Released 

• Labor  Pricing  for  Federal 
Buyers  - Q3 

• Federal  Task  Orders  - Q4 

7/17/2004  Proprietary  and  Confidential  - INPUT  Page  3 

• Strengths 

-Depth/Quality  of  large  $ value  contracts 
-Size  of  analyst  team  relative  to  competition 
-Recognized  as  Premier  provider  of  this  service 
-Have  100%  of  top  tier  Technology  clients 

• Weaknesses 

-Coverage  of  limited  verticals  (competitors 
cover  non-IT) 

-Not  enough  depth  of  analysis  and  industry 
knowledge  in  product 

-Not  enough  government  relationships 


7/17/2004 


Proprietary  and  Confidential  - INPUT 


Page  4 


Proprietary  and  Confidential  - INPUT 


Page  2 2 


Presentation  Name 


Date  created 


• Opportunities 

-Expansion  into  other  verticals 

-Leverage  size  of  client  base  to  deliver  teaming  forum 

-Economies  of  scale  enable  us  divide  labor 

• Threats 

-Government  procurement  of  FBO  replacement 

-Low  barriers  to  entry  for  new  market  entrants 

-INPUT’S  dependence  on  and  relationship  with 
contracting  organizations 

-Deteriorating  pricing 
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• Strengths 

-Depth/Quality  of  coverage  for  ops  relevant  to 
integrators 

-Bid  Notification 

• Weaknesses 

-Volume  of  coverage  at  S&L  levels 

-Depth  of  analysis  and  industry  knowledge  in 
product 
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• Opportunities 

-Expansion  into  other  verticals 

-Getting  market  penetration  into  companies  that 
don’t  know  INPUT 

• Threats 

-Lower  pricing  by  competition 

-Depth  of  relationship  of  INPUT  vs.  competitors 
with  S&L  governments 
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• Strengths 

-Extensive  award  information 
-Growing  Pre-RFA  information 
-Contacts  at  program  & award  level 

• Weaknesses 

-No  state  or  foundation  grants 
-Lack  of  expertise  & relationships 
-Strategic  sales  approach  needed 
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Presentation  Name 


Date  created 


• Opportunities 

-Expansion  into  other  verticals 
-Provide  examples  of  winning  grant  proposals 
-More  market  analysis  reports 
-Assistance  with  grant  writing  (consulting) 

• Threats 

-INPUT  differentiators  not  compelling  enough  to  justify 
premium 

-Increasing  competition  and  price  competitiveness  in 
space 

-Federal  Gov’t  releasing  more  information  for  free 
-Longer  sales  cycle 


Proprietary  and  Confidential  - INPUT 
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• Strengths 

-Depth/Quality  of  coverage 
-Carroll’s  contacts  (NEW!) 

• Weaknesses 

-Lacks  compelling  differentiators 

-Inability  to  track  usage  at  each  profile  (only 
overall  product) 

-Limited/No  local  coverage  for  State  Profiles 
-Not  incorporated  into  workflow 
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Presentation  Name 


Date  created 


INPUT 


• Opportunities 

-Build  relationships  with  government  officials 
-Improve  depth  and  timeliness  of  analysis 

• Threats 

-Cannibalization  for  other,  higher-value 
products 

-Price  deterioration 


Proprietary  and  Confidential  - INPUT 
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• Strengths 

-Deep  institutional  knowledge  of  Federal  Space 

-Broad  historical  coverage  for  trend  analysis 

-Recognized  authority  in  space  by  contractors, 
media 

• Weaknesses 

-Shallow  technology  coverage 
-Viewed  as  too  myopic 


7/17/2004 
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• Opportunities 

-Expand  into  technology-focus 

-Sell  to  new  audiences 

-Dedicated  sales  resource  with  product 
expertise 

• Threats 

-Competition  provides  greater  depth  in 
technology  coverage 

-Extent  of  competition  may  provide  some 
barriers  to  market  entry 

7/17/2004  Proprietary  and  Confidential  - INPUT  Page  13 


•f 


• Extend  personalization  and  integrate  into  customer 
workflow 

-Extend  Outlook  integration 

-Web  Service  plug-ins  for  enterprise  applications 

-Improve  personalization  capabilities 

• Create  differentiators  by  maximizing  cross  product 
content  integration 

-Integrate  task  order  + labor  rate  data  into  Profiles 

• Extend  reporting  capabilities 

-Create  analytics  layer  through  3rd  party  reporting  tools 
-Enhance  ability  to  slice/dice  data 


V 
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INPUT 
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• Q1  - AEC/O&M  Vendor  Profiles 

• Q2  - Federal  Teaming  Database 

• Q2  - S&L  Bid  Notification  (ecommerce) 

• Q3  - S&L  Labor  Pricing 

• Q4  - Contract  Reference  for  Federal 

• Q4  - Federal  AEC/O&M  Profiles 
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Technology 

and 

Software  Strategy 


Jace  Wieser,  CIO 
7/15/04 


Confidential  - INPUT 


• Innovation 

• Intellectual  Property 

• World  Class  Infrastructure 


Drive  Company  Value 
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INPUT 


Automation  and  Productivity 

Context  and  Relevance 

Personalization  and  Proactive 
Functionality 


Drive  Company  Value 

m ks 
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INPUT 


Proprietary  Meta  Information 
Knowledge  Capture 
System  and  Method  Patents 


Company  Value 


Confidential-  INPUT 


Page  4 


Confidential  - INPUT 


Page  2 2 


Presentation  Name 
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INPUT 


Redundancy  and  Capacity 

Reusable  and  Modularized 
Components 

Quality  Assurance  and  Certification 


Drive  Company  Value 
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• Innovation 

- Satisfy  Clients  and  Stay  Ahead  of 
Competition 

• Intellectual  Property 

- Drive  Up  Company  Value 

• World  Class  Infrastructure 

- Speed  to  Market  and  Reliability 

On  path  to  be  prepared  for  IPO 

1 -Jan-04  Confidential  - INPUT  Page  6 
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• Business  Development  Packaging 

• Accelerate  Functionality  Delivery 

• Integrate  into  Existing  Platforms 


Accelerate  Revenue 

1 -Jen-04  Confidential  - INPUT  Page  7 


• SMB  Jumpstart  Package 

- Package  CMS  with  Education  and 
Consulting  for  Small  to  Mid-sized  IT 
Businesses 

• 8(a)  Package 

- Package  CMS  with  Research  for  8(a) 
Businesses 

• Teaming  Package 

- Package  CMS  with  Research  for  Teaming 

Accelerate  Revenue 
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• Private  Label  3rd  Party  Solutions 

• Purchase  Functionality 

• Off-shore  Development 


Ml  mSHM 


Accelerate  Revenue 
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• Plug-ins  for  Outlook  and  Existing 
Enterprise  Applications  (Siebel,  SAP, 
Microsoft  CRM) 

• Web  Services  for  Portal  and  Intranet 
Integrations  (SOAP,  .Net,  JSR-168) 

• Web-based  XML-APIs  for  Proprietary 
Application  Integration  (ebXML) 

Accelerate  Revenue 
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• Business  Development  Packaging 

- Increase  adoption  of  current  CMS 

• Accelerate  Functionality  Delivery 

- Increase  market  opportunity 

• Integrate  into  Existing  Platforms 

- Integrate  INPUT  into  client  workflow 

Accelerate  Revenue 
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Tactics 


Jace  Wieser,  CIO 
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• Information  Technology 

Security  (Physical,  Virtual,  Move) 

- Change  Control  (Production  Rolls,  Policy,  Automation) 

- Redundancy  and  Fault  Tolerance  (Eliminate  Single  Points,  99.9%,  On-line  Maintenance) 

- Virtual  Office  (Hoteling,  Secure  Wireless,  Global  Access) 

- Monitoring  and  Capacity  (Stress  Testing,  Project  Product  Impact,  Maintain  150%  of  Peak) 

- Office  Move 

• Software  Development 

- Development  Process  and  Testing  Automation  (Productivity,  Reliability,  Quality) 

- Change  Management  (Production  Roll,  Configuration,  Propagation) 

- Search  and  Classification  (Global  Search,  Contextual,  Meta  Information  Presets/Wizards) 

- Long  Range  Architecture  Plan  (Fault  Tolerance,  Capacity,  Modularization) 

- Data  Integrity  and  Automation  (Analyst  Productivity,  Data  Loading,  Text  Extraction) 

- Pair  Programming  and  Cross  Training  (Knowledge  Transfer,  Bug  Reduction,  Skill  Backup) 

- Product  Release  Schedule  (Outlook  Integration,  AEC,  TED,  etc.) 


Improve  Productivity 


■■ 
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Q&A 


Jace  Wieser,  CIO 
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Product  Sates 

n 


Product  Sales 

1 

MARKET  SIZE  ($) 

PRODUCT  MIX  ($) 

TOTAL  SALES 

2004  Realizable 

2008  Realizable 

2003 

Actual 

2004  Plan 

2004  Fcst 

2005  Fcst 

2006  Fcst 

2007  Fcst 

2008  Fcst 

2003 

Actual 

2004  Plan 

2004  Fcst 

2005  Fcst 

2006  Fcst 

2007  Fcst 

2008  Fcst 

1 

Product  Mix  = within  LOB 

Total  Sales  = Units  x F 

rice 

■ ’ 

UNITED  STATES 

Market  Developm  ent  Services 

Technology  Sales  Allocation 

~ >„  .vfg* 

Federal  IT  & C4I  (Vendor) 

111.985 

174,458 

82% 

78% 

82% 

81% 

77% 

75% 

72% 

10,537 

15,159 

14.928 

20,197 

25,594 

31,538 

38,157 

S&L  IT  (Vendor) 

50.708 

76,635 

16% 

19% 

16% 

17% 

16% 

16% 

16% 

2,104 

3,663 

2,914 

4,186 

5,363 

6,785 

8,269 

Federal  IT  & C4I  (Buyer) 

2,760 

3,355 

0% 

0% 

0% 

1% 

2% 

2% 

2% 

- 

- 

- 

279 

572 

883 

1,085 

S&L  IT  (Buyer) 

10,500 

38,288 

0% 

2% 

0% 

0% 

0% 

0% 

0% 

- 

306 

- 

54 

72 

108 

Federal  Aerospace  & Def  ense 

28,376 

34,634 

0% 

0% 

0% 

0% 

1% 

3% 

4% 

- 

- 

- 

497 

1,228 

2,351 

Software  Solutions 

102,010 

116,002 

2% 

1% 

i% 

3% 

4% 

5% 

208 

264 

375 

1,104 

1,776 

2,677 

Total  Orders 

306,339 

443,372 

100% 100% 

100% 

100% 

100% 

100% 

100% 

12,850 

19,479 

18,107 

25,037 

33,184 

42,282 

52,646 

Sales  Capacity  (from  other  tab) 

Federal  IT  & C4I  (Vendors) 

Opportunities 

31,569 

51,869 

67% 

65% 

62% 

55% 

49% 

44% 

39% 

7,094 

9,790 

9,202 

11,025 

12,500 

13,775 

14,850 

Agency 

9,120 

10,424 

17% 

16% 

15% 

14% 

13% 

13% 

13% 

1,747 

2,385 

2,250 

2,860 

3,360 

4,095 

4,995 

Vendor 

8,927 

11,499 

9% 

8% 

8% 

8% 

8% 

8% 

8% 

940 

1,254 

1,254 

1,652 

2,112 

2,592 

3,192 

Market  Analysis 

12,283 

21,004 

7% 

6% 

6% 

6% 

6% 

6%  6% 

757 

890 

890 

1,210 

1,547 

1,876 

2,355 

Labor  Pricing 

6,425 

10,629 

0% 

4% 

7% 

9% 

11% 

12% 

14% 

- 

588 

1,080 

1,875 

2,700 

3,800 

5,340 

Task  Order  DB 

26,257 

42,415 

0% 

2% 

2% 

6% 

8% 

9% 

9% 

- 

252 

252 

1,125 

2,025 

2,700 

3,375 

Teaming 

17,404 

26,618 

0% 

0% 

0% 

2% 

4% 

4% 

5% 

- 

- 

450 

900 

1,350 

1,800 

Installed  Base  DB 

n 

- 

0% 

0% 

0% 

0% 

1% 

3% 

4% 

* 

- 

300 

900 

1,500 

New  Analysis  - Undefined 

- 

0% 

0% 

0% 

0% 

1% 

1% 

2% 

- 

- 

‘ 

150 

450 

750 

. : 

111,985 

174,458 

100% 

100% 

100% 

100% 

100% 

100% 

100% 

10.537 

14,928 

20,197 

25,594 

31.538 

38,157 

State  & Local  IT  (Vendors) 
Opportunities 

22,422 

33,440 

64% 

58% 

62% 

53% 

46% 

40% 

35% 

1,355 

2,132 

1,807 

2,225 

2.492 

2,715 

2,893 

Bid  Notificaton 

3,900 

5,713 

0% 

0% 

0% 

5% 

7% 

8% 

7% 

- 

- 

225 

375 

525 

600 

State  Profiles 

5,298 

7,414 

12% 

11% 

12% 

11% 

11% 

9% 

9% 

262 

409 

358 

466 

564 

637 

735 

Vendor 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

- 

- 

- 

- 

- 

- 

Market  Analysis 

11,924 

18,297 

5% 

8% 

10% 

11% 

13% 

13% 

13% 

115 

297 

300 

468 

676 

855 

1,110 

New  Analysis  - Undefined 

0% 

0% 

0% 

0% 

0% 

0% 

2% 

. 

- 

- 

- 

150 

Grants  - Higher  Ed 

1,726 

2,685 

4% 

7% 

3% 

3% 

3% 

3% 

3% 

91 

244 

90 

135 

180 

225 

270 

Grants  - S&L 

5,438 

9,086 

13% 

16% 

12% 

11% 

9% 

8% 

7% 

281 

582 

360 

450 

495 

540 

585 

Labor  Pricing 

0% 

0% 

0% 

5% 

5% 

6% 

6% 

- 

- 

- 

217 

281 

389 

486 

Teaming 

0% 

0% 

0% 

0% 

6% 

9% 

10% 

- 

■ 

- 

- 

300 

600 

840 

1 Local  Government  "Data  Sheets" 

0% 

0% 

0% 

0% 

0% 

4% 

7% 

- 

- 

- 

- 

- 

300 

600 

50,708 

76,635 

100% 

100% 

100% 

100% 

100% 

100% 

100% 

2,104 

3,683 

2,914 

4,186 

5,363 

6,785 

8,269 

Federal  IT  & C4I  (Buyers) 

Labor  Rates 

2,760 

3,355 

0% 

0% 

0% 

81% 

52% 

42% 

41% 

- 

■ - 

225 

300 

375 

450 

Vendor 

- 

- 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

- 

- 

- 



-j 

- 

Contract  Reference  DB 

- 

- 

0% 

0% 

0% 

19% 

13% 

12% 

12% 

- 

- 

54 

72 

108 

135 

Opportunities 

- 

- 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

- 

- 

Analysis 

- 

- 

0% 

0% 

0% 

0% 

35% 

45% 

46% 

- 

- 

- 

200 

400 

500 

2,760 

3,355 

0% 

0% 

0% 

100% 

100% 

100% 

100% 

- 

279 

572 

883 

1,085 

State  & Local  IT  (Buyers) 

Grants  - Higher  Ed 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

- 

- 

- 

- 

- 

- 

Grants  - S&L 

10,500 

38,288 

0% 

100% 

0% 

0% 

0% 

0% 

0% 

- 

306 

- 

- 

- 

- 

Labor  Pricing 

- 

- 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

. 

. 

- 

- 

r| 

- 

Contract  Reference  DB 

- 

- 

0% 

0% 

0% 

0% 

100% 

100% 

100% 

- 

- 

. 

- 

54 

72 

108 

New 

- 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

- 

- 

- 

- 

- 

- 

- 

10,500 

38,288 

0% 

100% 

0% 

119% 

248% 

258% 

259% 

- 

306 

- 

- 

54 

72 

108 
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INPUT  LRP  2004 
Product  Sales 


6/8/2005 


Product  Sales 


UNIT  SALES 


GROWTH  RATE 


AVERAGE  PRICE  

' W3 r im  | 255T 

Actual  2004  Plan  2004  Pest  2005  Pest  2006  Pest  2007  Feat  2008  Peat  Actual  2004  Plan  2004  Pest  2005  Fest  2006  Fest  2007  Feat  2008  Feat  Actual  2004  Plan  2004  Feat  2005  Fest  2006  Feat  2007  Feat  2008  Feat 


Units  = {Enter  Assum  ption} 


UNITED  STATES 


Average  Price  - {Enter  Assum  ption}  + Adjustm  ent  for  Inflation 
Cum  Inflation  (4%)  0~%i  4% ; 8%;  1 


Market  Development  Services 


Technology  Sales  Allocation 
Federal  IT  & C4I  (Vendor) 

S&L  IT  (Vendor) 

Federal  IT  & C4I  (Buyer) 
S&L  IT  (Buyer) 


Federal  Aerospace  & Def  ense 
Software  Solutions 
Total  Orders 

Sales  Capacity  (from  other  tab) 


Growth  Rate  - Total  Sales 


386 


346 


625 


1,325 


Labor  Rates 

- 

10 

15 

20 

25 

30 

. 

_ 

. 

15.0 

15.0 

15.0 

15.0 

Vendor 

- 

. 

— 4 

9.0 

9.0 

9.0 

9.0 

Contract  Reference  DB 

- 

. 

6 

8 

12 

15 

- 

- 

9.0 

9,0 

9.0 

9.0 

Opportunities 

- 

.. 

17.0 

17.0 

17.0 

17.0 

Analysis 

- 

- 

- 

10 

20 

25 

- 

20.0 

20.0 

20.0 

20.0 

10 


38 


State  & Local  IT  (Buyers) 

Grants  - Higher  Ed 

Grants  - S&L 

Labor  Pricing 
Contract  Reference  DB 
New 


57 


70 


2.0 


2.3 

9.0 


9.0 


3.0  | 

9.0  | 


1£2_ 


9.0 


1 


4 


42%  l 
38% 
0% 


35%^ 

44% 


27% 

28%' 


23% 

27% 


0% 


0% 

27% 


o%; 

42% 


105%;  54% ! 

0%|  33%  F 

0%!  147% 


194% 


61% 


21% 

22% 

23% 

50% 

91% 

51% 


33% 


27% 


25% 


Opportunities 

663 

890 

860 

1,050 

1,250 

1,450 

1,650 

10.7 

11.0 

10.7 

10.5 

10.0 

9.5 

9.0 

30% 

20% 

13% 

10% 

8% 

Agency 

364 

477 

450 

550 

600 

650 

675 

4.8 

5.0 

5.0 

..  _ 5.2 

5.6 

6.3 

7.4 

29% 

27% 

17% 

22% 

22% 

Vendor 

162 

220 

220 

280 

330 

360 

380 

5.8 

5.7 

5.7 

5.9 

6.4 

7.2 

8.4 

33% 

32% 

28% 

23% 

23% 

Market  Analysis 

89 

84 

84 

110 

130 

140 

150 

8.5 

10.6 

10.6 

11.0 

11.9 

13.4 

15.7 

18% 

36% 

28% 

21% 

26% 

Labor  Pricing 

49 

90 

150 

200 

250 

300 

- 

12.0 

12.0 

12.5 

13.5 

15.2 

17.8 

0% 

74% 

44% 

41% 

41% 

Task  Order  DB 

- 

28 

28 

125 

225 

300 

375 

- 

9.0 

9.0 

9.0 

9.0 

9.0 

9.0 

0% 

346% 

80% 

33% 

25% 

Teaming 

- 

- 

- 

75 

150 

225 

300 

- 

- 

- 

6.0 

6.0 

6.0 

0% 

0% 

100% 

50% 

33% 

Installed  Base  DB 

- 

- 

- 

- 

30 

90 

150 

- 

- 

. 

0% 

0% 

0% 

200% 

67% 

New  Analysis  - Undefined 

- 

- 

> 

- 

10 

30 

50 

- 

- 

- 

0% 

0% 

0% 

200% 

67% 

1,278 

1,748 

1,732 

2,340 

2,925 

3,495 

4,030 

8.2 

8.7 

8.6 

8.6 

8.8 

9.0 

9.5 

42% 

35% 

27% 

23% 

21% 

State  & Local  IT  (Vendors) 

Opportunities 

129 

203 

203 

250 

280 

305 

325 

10.5 

10.5 

8.9 

8.9 

8.9 

8.9 

8.9 

33% 

23% 

12% 

9% 

7% 

Bid  Notificaton 

150 

250 

350 

400 

1.5 

1.5 

1.5 

1.5 

1.5 

1.5 

1.5 

0% 

0% 

67% 

40% 

14% 

State  Profiles 

46 

73 

73 

95 

115 

130 

150 

5.7 

5.6 

4.9 

4.9 

4.9 

4.9 

4.9 

36% 

30% 

21% 

13% 

15% 

Vendor 

- 

- 

- 

- 

- 

- 

. 

- 

. 

. 

0% 

0% 

0% 

0% 

0% 

Market  Analysis 

8 

23 

20 

30 

40 

45 

50 

14.4 

12.9 

15.0 

15.6 

16.9 

19.0 

22.2 

160% 

56% 

44% 

26% 

30% 

New  Analysis  - Undefined 

* 

- 

- 

- 

- 

10 

- 

- 

- 

- 

- 

15.0 

0% 

0% 

0% 

0% 

0% 

Grants  - Higher  Ed 

8 

23 

10 

15 

20 

25 

30 

11.4 

10.6 

9.0 

9.0 

9.0 

9.0 

9.0 

-1% 

50% 

33% 

25% 

20% 

Grants  - S&L 

29 

64 

40 

50 

55 

60 

65 

9.7 

9.1 

9.0 

9.0 

9.0 

9.0 

9.0 

28% 

25% 

10% 

9% 

8% 

Labor  Pricing 

- 

- 

- 

35 

42 

52 

55 

- 

- 

6.0 

6.2 

6.7 

7.5 

8.8 

0% 

0% 

30% 

38% 

25% 

Teaming 

- 

- 

50 

100 

140 

- 

- 

6.0 

6.0 

6.0 

0% 

0% 

0% 

© 

o 

40% 

Local  Government  "Data  Sheets" 

- 

- 

50 

100 

- 

- 

- 

60 

6.0 

0% 

0% 

0% 

0% 

100% 

27% 


22% 


0%_ 

0% 

0% 

0%j 

0% 


0% 


33%  |_ 

o%; 


0% 
0% 
0 % 


25%  1 
0% 
50% 


0%1 

0%  ‘ 


_ 0%, 

100%; 


54% 


20% 

0% 

25% 

0% 

25% 

23% 


0% 

0% 

0% 


0%_ 

J)% 

0% 

0% 

0% 


0%_ 
0%  , 
0%’ 
o% 


Q%L 
0% 
0%* 
33% ; 
0%T 


0% 


33% 


0% 

0% 

0% 

50% 

0% 

50% 
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Confidential/Proprietary  to  INPUT 


Product  Sales 


ewoolW  • • • 


Product  Sales 


MARKET  SIZE  ($) 


2004  Realizable  2008  Realizable 


PRODUCT  MIX  ($) 


J35T 

Actual 


M3 

2004  Plan 

2004  Fcst 

2005  Fcst 

2006  Fcst 

2007  Fcst 

2008  Fcst 

Actual 

Product  Mix  = within  LOB 


Federal  Aerospace  & Defense 

; 

Opportunities 

14,600 

18,000 

0% 

0% 

0% 

0% 

77% 

67% 

70% 

- 

- 

- 

- 

385 

826 

1,650 

Agency 

7,000 

8,100 

0% 

0% 

0% 

0% 

13% 

11% 

11% 

* 

- 

83 

133 

266 

Vendor 

6,776 

8,534 

0% 

0% 

0% 

0% 

10% 

9% 

9% 

- 

- 

49 

105 

210 

Market  Analysis 

- 

0% 

0% 

0% 

0% 

0% 

13% 

10% 

- 

- 

- 

- 

165 

225 

New 

. 

- 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

- 

- 

- 

iJ 

New 

- 

- 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

- 

- 

' 

- 

- 

- 

New 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

- 

- 

- 

- 

- 

- 

New 

- 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

- 

- 

- 

- 

- 

- 

28,376 

34,634 

0% 

0% 

0% 

0% 

100% 

100% 

100% 

- 

- 

497 

1,228 

2,351 



Subtotal  MDS  - Technology 

204,329 

327,370 

12,642 

18,129 

17,843 

24,662 

32,080 

40,506 

49,970 

. 

Ops  & Construction  Allocation 

Federal  Ops.  & Maint 

- 

- 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

- 

- 

- 

- 

- 

- 

Federal  Arch  / Eng  / Construction 

0% 

0% 

100% 

91% 

89% 

85% 

81% 

- 

- 

108 

996 

2,438 

3,458 

4,290 

S&L  Ops.  & Maint 

- 

0% 

0% 

0% 

5% 

5% 

7% 

9% 

- 

- 

- 

50 

150 

300 

500 

S&L  Arch  / Eng  / Construction 

0% 

0% 

0% 

5% 

5% 

7% 

9% 

- 

- 

50 

150 

300 

500 

Total  Orders 

. 

. 

0% 

0% 

100% 

100% 

100% 

100% 

100% 

- 

- 

108 

1,096 

2,738 

4,058 

5,290 

Sales  Capacity  (from  other  tab) 

Hill! 



Federal  Operations  & M aintenance 

Opportunities 

. 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

- 

- 

- 

- 

- 

- 

Agency 

- 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

- 

. 

- 

- 

- 

- 

Vendor 

1,053 

2,125 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

- 

- 

- 

- 

r1 

- 

Market  Analysis 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

- 

- 

- 

- 

New 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

- 

- 

- 

- 

. 

New 

- 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

- 

- 

- 

- 

- 

- 

- 

New 

. 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

- 

- 

- 

- 

- 

1. 

- 

New 

0% 

0% 

0% 

0% 

0% 

0% 

- 

- 

- 

- 

- 

- 

1,053 

2,125 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

- 

- 

- 

- 

- 

- 

- 

Federal  Arch  / Engineer  / Construction 

37,952 

95,282 

J 

Opportunities 

- 

- 

0% 

0% 

93% 

90% 

77% 

76% 

70% 

- 

- 

100 

900 

1,875 

2,625 

3,000 

Agency 

. 

. 

0% 

0% 

0% 

5% 

8% 

8% 

7% 

- 

Mi 

48 

200 

280 

320 

Vendor 

. 

- 

0% 

0% 

7% 

5% 

4% 

4% 

4% 

- 

■1 

8 

48 

100 

140 

160 

Market  Analysis 

- 

0% 

0% 

0% 

0% 

3% 

4% 

5% 

- 

- 

- 

- 

75 

150 

210 

Labor  Pricing 

13,710 

19,049 

0% 

0% 

0% 

0% 

8% 

8% 

14% 

- 

- 

- 

188 

263 

600 

New 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

- 

- 

- 

- 

- 

- 

New 

- 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

- 

- 

- 

- 

New 

- 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

- 

- 

- 

- 

- 

51,662 

114,331 

0% 

0% 

100% 

100% 

100% 

100% 

100% 

- 

108 

996 

2,438 

3,458 

4,290 

S&L  Operations  & Maintenance 

Bid  Notification 

. 

- 

0% 

0% 

0% 

100% 

100% 

100% 

100% 

- 

50 

150 

300 

500 

Agency 

. 

. 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

- 

- 

- 

- 

- 

- 

- 

Vendor 

- 

- 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

- 

- 

. 

- 

Market  Analysis 

. 

- 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

- 

- 

. 

- 

- 

- 

New 

- 

. 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

- 

- 

- 

- 

- 

- 

New 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

- 

- 

- 

- 

- 

- 

New 

. 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

- 

- 

- 

New 

- 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

- 

- 

- 

- 

- 

0% 

0% 

0% 

100% 

100% 

100% 

100% 

- 

- 

50 

150 

300 

500 

2004  Plan  2004  Fcst  2005  Fcst  2006  Fcst  2007  Fcst  2008  Fcst 


Total  Sales  *=  Units  x price 
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Confidential/Proprietary  to  INPUT 


INPUT  LRP  2004 
Product  Sales 


6/8/2005 


Product  Sales 


GROWTH  RATE 
Actual 


UNIT  SALES 

2TO3 


AVERAGE  PRICE 


2003 

2004  Plan 

2004  Fcst 

2005  Fcst 

2006  Fcst 

2007  Fcst 

2008  Fcst 

Actual 

2004  Plan  2004  Fcst  2005  Fcst  2006  Fcst  2007  Fcst  2008  Fcst 


Units  = {Enter  Assumption} 


Average  Price  = {Enter  Assum  ption}  + Adjustm  ent  for  Inflation 


Federal  Aerospace  & Def  ense 

Opportunities 

Agency 

Vendor 

Market  Analysis 

New  

New 

New  

New 


Cum  Inflation  {4%) 


0% 


17% 


35 

9 

7 


75 

150 

- 

- 

11.0 

11.0 

11.0 

0% 

0% 

0% 

114% 

100% 

19 

38 

- 

- ip 

7.0 

7.0 

7.0 

0% 

0% 

0% 

111% 

100% 

15 

30 

- 

-ft rJH 

7.0 

7.0 

7.0 

0% 

0% 

0% 

114% 

100% 

11 

15 

- 

15.0 

15.0 

15.0 

0% 

0% 

0% 

0% 

36% 

2004  Plan  2004  Fcst  2005  Fcst  2006  Fcst  2007  Fcst  2008  Fcst 


Growth  Rate  - Total  Sales 


-- 


51  120  233 

9.7 

10.2 

10.1 

0% 

0% 

0% 

147% 

91% 

1,498  2,287  2,088  2,986  3,872  4,797  5,670  8.4  8.4 

8.5 

8.3 

8.3 

8.4 

8.8 

41% 

38% 

30% 

26% 

23% 

- 

_ 

0% 

0% 

0% 

0% 

0% 

0% 

822% 

145% 

42% 

24% 

0% 

0% 

200% 

100% 

67% 

0% 

0% 

200% 

100% 

67% 

. 

- 

- 

- 

- 

0% 

915% 

150% 

48% 

30% 

0%i 

0%; 

6% 


0%_ 

0% 


_0%_ 

o%; 


o% 

_o%r 

o% 

0%; 


0% 

d%T 

0%_ 

0% 


0% 

0% 

0% 

0% 


Subtotal  MDS  - Technology 
Ops  & Construction  Allocation 


Federal  Ops.  & Maint 


Federal  Arch  / Eng  / Construction 

S&L  Ops.  & Maint 

S&L  Arch  / Eng  / Construction 

Total  Orders 

Sales  Capacity  (from  other  tab) 


Federal  Operations  & M aintenance t 

■ j Opportunities 

Agency 

Vendor 


Market  Analysis 


New 

New 

New 

New 


Federal  Arch  / Engineer  / Construction 


-4- 


0% 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

0%> 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

Opportunities 

- 

- 

20 

120 

250 

350 

400 

- 

5.0 

7.5 

7.5 

7.5 

7.5 

0% 

800% 

108% 

40% 

14% 

Agency 

- 

- 

* 

12 

50 

70 

80 

- 

- 

4.0 

4.0 

4.0 

4.0 

0% 

0% 

317% 

40% 

14% 

Vendor 

- 

- 

2 

12 

25 

35 

40 

- 

4,0 

4.0 

4.0 

4.0 

4.0 

0% 

500% 

108% 

40% 

14% 

Market  Analysis 

* 

- 

- 

- 

10 

20 

28 

- 

- 

7.5 

7.5 

7.5 

0% 

0% 

0% 

100% 

40% 

Labor  Pricing 

- 

- 

25 

35 

80 

- 

- 

7.5 

7.5 

7.5 

7.5 

0% 

0% 

0% 

40% 

129% 

New 

- 

- 

- 

- 

- 

- 

- 

- 

- 

- 

' - 

- 

0% 

0% 

0% 

0% 

0% 

New 

- 

- 

- 

- 

- 

- 

. 

- 

- 

- 

0% 

0% 

0% 

0% 

0% 

New 

- 

- 

- 

- 

- 

* 

- 

- 

- 

- 

- 

- 

- 

0% 

0% 

0% 

0% 

0% 

144 


360 


510 


S&L  Operations  & Maintenance 
Bid  Notification 


628 


6.9  6.8 


50 


150 


300 


1.0  1.0 


50 


150 


1.0  1.0 


24% 


0% 

0% 

200% 

100% 

67% 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

0% 
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Confidential/Proprietary  to  INPUT 


• f 


IN  A;  r lA  20&, 
Product  Sales 


o • • < 


MARKET  SIZE  ($) PRODUCT  MIX  ($)  TOTAL  SALES 


2004  Realizable 

2008  Realizable 

— — 
Actual 

2004  Plan 

2004  Fcst 

2005  Fcst 

2006  Fcst 

2007  Fcst 

2008  Fcst 

1553 

Actual 

2004  Plan 

2004  Fcst 

2005  Fcst 

2006  Fcst 

2007  Fcst 

2008  Fcst 

Product  Mix  » within  LOB 

L 

Total  Sales  = Units  x Price 

l'  < - 

S&L  Arch  / Engineer  / Construction 

Bid  Notification 

0% 

0% 

0% 

100% 

100% 

100% 

100% 

- 

- 

50 

150 

300 

500 

Agency 

- 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

- 

- 

- 

- 

- 

- 

Vendor 

- 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

- 

- 

-j 

- 

- 

- 

- 

Market  Analysis 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

- 

- 

- 

- 

- 

- 

New 

- 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

- 

- 

.1 

- 

- 

New 

. 

- 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

- 

- 

- 

- 

- 

- 

New 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

- 

- 

- 

New 

. 

- 

_ 0% 

0% 

0% 

0% 

0% 

0% 

- 

- 

- 

- 

- 

. 

0%  0% 

0% 

100% 

100% 

100% 

100% 

- 

50 

150 

300 

500 

Subtotal  MDS  - Operations  & Construction 

52.715 

116,456 

. 

108 

1,096 

2,738 

4,058 

5,290 

Total  MDS 

257,044 

443,826 

..  . 

12,642 

19,129 

17.951 

25,758 

34,817 

44.564 

55,260 

! 1 

- 

Software  Solutions 

CMS 

72,758 

84,833 

100% 

100% 

100% 

100% 

55% 

51% 

50% 

208 

350 

264 

375 

608 

912 

1,335 

Proposals 

13,164 

14,098 

0% 

0% 

0% 

0% 

45% 

41% 

40% 

- 

- 

- 

497 

729 

1,079 

Business/Account  Planner 

7,976 

8,480 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

- 

- 

- 

- 

- 

Deltek  Integrator 

8,112 

8,591 

0% 

0% 

0% 

0% 

0% 

8% 

10% 

- 

- 

- 

135 

263 

— rl 

- 

Total  Software  Solutions 

102,010 

116,002 

100% 

100% 

100% 

100% 

100% 

100% 

100% 

350 

264 

375 

1,104 

1,776 

2,677 

Advisory  Services 

Consulting 

- 

- 

0% 

100% 

9% 

11% 

12% 

13% 

14% 

- 

600 

72 

150 

324 

547 

853 

Market  Research 

- 

- 

0% 

0% 

91% 

89% 

88% 

87% 

86% 

700 

1,200 

2,435 

3,654 

5,340 

Strategic 

100% 

0% 

0% 

0% 

0% 

0% 

0% 

52 

- 

- 

- 

New 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

- 

-■ 

- 

- 

- 

New 

- 

. 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

- 

- 

. 

- 

- 

. 

- 

New 

- 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

- 

- 

- 

- 

- 

Total  Advisory  Svcs 

- 

100% 

100% 

100% 

100% 

100% 

100% 

100% 

600 

772 

1,350 

2,759 

4,201 

6,193 

. ' * „ 

Events 

- - h. 

Conferences  Includes  Hoi.  Party  Sponsor  $ 

Conferences 

- 

- 

26% 

23% 

22% 

39% 

33% 

30% 

31% 

95 

184 

184 

837 

1,035 

1,310 

1,703 

Networking  Events  (Fed  IT) 

. 

- 

74% 

69% 

63% 

29% 

21% 

17% 

16% 

270 

555 

540 

618 

669 

752 

880 

Networking  Events  (S&L  IT) 

- 

- 

0% 

0% 

11% 

12% 

14% 

14% 

13% 

- 

98 

253 

436 

615 

720 

Networking  Events  (S&L  AEC) 

r 

- 

0% 

0% 

0% 

5% 

9% 

11% 

13% 

- 

101 

273 

492 

720 

Networking  Events  (Fed  AEC) 

. 

- 

0% 

0% 

0% 

8% 

9% 

9% 

9% 

» 

182 

295 

405 

473 

Networking  Events  (Fed  A/D) 

- 

0% 

0% 

0% 

0% 

6% 

8% 

9% 

- 

- 

197 

331 

473 

Industry  Events 

* 

. 

0% 

8% 

2% 

2% 

3% 

4% 

4% 

- 

64 

_ 16 

50 

90 

152 

212 

On-Demand  Web  Events 

. 

0% 

0% 

2% 

5% 

4% 

4% 

4% 

- 

- 

18 

99 

143 

187 

216 

Web  Exclusive  Events 

- 

0% 

0% 

0% 

i% 

1% 

1% 

1% 

- 

- 

25 

41 

57 

66 

New 

- 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

- 

• 

- 

- 

- 

- 

Total  Events 

. 

. 

100% 

100% 

100% 

100% 

100% 

100% 

100% 

365 

803 

856 

2,165 

3,179 

4,302 

5,463 

Total  UNITED  STATES  LOB's 

359,054 

559,828 

13,267 

20.861 

19,842 

29,647 

41,859 

54.843 

69,593 
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Confidential/Proprietary  to  INPUT 


INPUT  LRP  2004 
Product  Sales 


6/8/2005 


Product  Sales 


UNIT  SALES 

" “566’3 

Actual 


AVERAGE  PRICE 


GROWTH  RATE 


mmr 

Actual 


mr ' 

2004  Plan 

2004  Fcst 

2005  Fcst 

2006  Fcst 

2007  Fcst 

2008  Fcst 

Actual 

2004  Plan 


jS&LAreh  / Engineer  / Construction 

Bid  Notification 

.Agency 

Vendor 

Market  Analysis 

-New 

; New 

New 

New 


Uni! 


Units  = {Enter  Assumption} 


Average  Price  ® {Enter  Assum  ption)  + Adjustment  for  Inflation 
Cum  Inflation  (4%)  _ 0%  4%,  8%f~  12%' 

Hr"  i.o  i.o 


17% 

1.0 


2004  Plan 


Growth  Rate  - Total  Sales 


0% 

0% 

200% 

100% 

67% 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

- 

50 

150 

300 

500 

. 

- 

1.0 

1.0 

1.0 

1.0 

0% 

0% 

200% 

100% 

67% 

Subtotal  MDS  - Operations  & Construction 

- 

- 

22 

244 

660 

ilio 

1,628 

- 

- 

4.9 

4.5 

4.1 

3.7 

3.2 

0% 

915% 

150% 

48% 

30% 

Total  MDS 

1,498 

2,287 

2,110 

3,230 

4.532 

5.907 

7,298 

8.4 

8.4 

8.5 

8.0 

7.7 

7.5 

7.6 

42% 

43% 

35% 

28% 

24% 

Software  Solutions 


CMS 

8 

14 

22 

30 

45 

60 

75 

26.0 

25.0 

12.0 

12.5 

13.5 

15.2 

17.8 

27% 

42% 

62% 

50% 

46% 

Proposals 

- 

- 

23 

30 

38 

. ;< 

- 

20.0 

21.6 

24.3 

28.4 

0% 

0% 

0% 

47% 

48% 

Business/Account  Planner 

- 

- 

- 

. 

- 

- 

- 

- 

- 

- 

- 

. 

- 

- 

0% 

0% 

0% 

0% 

0% 

Deltek  Integrator 

- 

- 

- 

- 

15 

25 

- 

- 

- 

- 

8.0 

9.0 

10.5 

0% 

0% 

0% 

0% 

94% 

Total  Software  Solutions 

8 

14 

22 

30 

68 

105 

138 

26.0 

25.0 

12.0 

12.5 

16.2 

16.9 

19.4 

27% 

42% 

194% 

61% 

51% 

Advisory  Services 

Consulting 

- 

24 

2 

4 

8 

12 

16 

- 

25.0 

36.0 

37.4 

40.5 

45.6 

53.3 

0% 

108% 

117% 

69% 

56% 

Market  Research 

- 

7 

24 

45 

60 

75 

- 

100.0 

50.0 

54.1 

60.9 

71.2 

0% 

71% 

103% 

50% 

46% 

Strategic 

4 

- 

- 

- 

- 

- 

13.0 

- 

. 

- 

- 

- 

-100% 

0% 

0% 

0% 

0% 

New 

- 

- 

- 

- 

- 

- 

- 

- 

- 

- 

- 

0% 

0% 

0% 

0% 

0% 

New 

- 

- 

- 

- 

- 

- 

- 

- 

- 

- 

- 

- 

- 

- 

0% 

0% 

0% 

0% 

0% 

New 

- 

. 

- 

- 

- 

- 

- 

- 

- 

. 

- 

- 

- 

- 

0% 

0% 

0% 

0% 

0% 

Total  Advisory  Svcs 

4 

24 

9 

28 

53 

72 

91 

13.0 

25.0 

85.8 

48.2 

52.0 

58.4 

68.1 

1385% 

75% 

104% 

52% 

47% 

Events 

Conferences 

1 

2 

2.0 

7 

8 

9 

10 

95.0 

92.0 

92.0 

119.6 

129.4 

145.6 

170.3 

94% 

355% 

24% 

27% 

30% 

Networking  Events  (Fed  IT) 

15 

38 

20 

22 

22 

22 

22 

18.0 

14.6 

27.0 

28.1 

30.4 

34.2 

40.0 

100% 

14% 

8% 

13% 

17% 

Networking  Events  (S&L  IT) 

- 

10 

25 

40 

50 

50 

- 

- 

9.8 

10.1 

10.9 

12.3 

14.4 

0% 

159% 

73% 

41% 

17% 

Networking  Events  (S&L  AEC) 

- 

- 

. 

10 

25 

40 

50 

- 

9.8 

10.1 

10.9 

12.3 

14.4 

0% 

0% 

170% 

81% 

46% 

Networking  Events  (Fed  AEC) 

- 

- 

12 

18 

22 

22 

- 

. 

14.6 

15.2 

16.4 

18.4 

21.5 

0% 

0% 

62% 

37% 

17% 

Networking  Events  (Fed  A/D) 

- 

12 

18 

22 

- 

- 

14.6 

15.2 

16.4 

18.4 

21.5 

0% 

0% 

0% 

68% 

43% 

Industry  Events 

- 

8 

2 

6 

10 

15 

18 

- 

8.0 

8.0 

8.3 

9.0 

10.1 

11.8 

0% 

211% 

81% 

68% 

40% 

On-Demand  Web  Events 

- 

- 

9 

47 

62 

72 

72 

. 

2.0 

2.1 

2.3 

2.6 

3.0 

0% 

448% 

44% 

31% 

15% 

Web  Exclusive  Events 

- 

- 

- 

12 

18 

22 

22 

- 

2.0 

2.1 

2.3 

2.6 

3.0 

0% 

0% 

64% 

38% 

15% 

New 

- 

- 

- 

- 

- 

- 

- 

- i 

- 

- 

- 

0% 

0% 

0% 

0% 

0% 

Total  Events 

16 

48 

43 

141 

215 

270 

288 

22.8 

16.7 

19.9 

15.4 

14.8 

15.9 

19.0 

134% 

153% 

47% 

35% 

27% 

Total  UNITED  STATES  LOB's 

1,526 

2.373 

2,184 

3,429 

4,868 

6,354 

7,815 

8.7 

8.8 

9.1 

8.6 

8.6 

8.6 

8.9 

50% 

49% 

41% 

31% 

27% 

1 
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■*  inA-i  Lft,  2olL 

Product  Sales 


* 1. 


200$ 


• 1 


Product  Sales 


MARKET  SIZE  ($) 


2004  Realizable  2008  Realizable 


INTERNATIONAL 


Market  Development  Services 


Technology  Sales  Allocation 
UK  Local  Gov  IT  (Vendors) 
UK  Central  Gov  IT  (Vendors) 
Europe  Gov  IT  (Vendors) 
Total  Orders 


8,578 

15,190 


23,768 


Opportunities 

3,368 

0% 

0% 

Gov  Profiles 

2,245 

0% 

0% 

Vendor 

0% 

0% 

Market  Analysis 

2,965 

0% 

0% 

Procurement  Guides 

0% 

0% 

New 

0% 

0% 

New 

0% 

0% 

PRODUCT  MIX  ($) 

M65  T~~ 


■m 

Actual 


2004  Plan 


Product  Mix  = within  LOB 


0% 

0% 

0% 


0% 

0% 


67% 

53% 

47% 

42% 

34% 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

0% 


72%  i 
3% 


0% 


25% 


23% 


0%: 


25% 

0%' 


2% 

27% 


67% 

5% 

3% 

24% 


0% 


0% 

0% 


0% 
0% : 


j)% 

o% 

o% 


0% 

0% 

0% 


0%, 


0% 


0% 


100% 


100% 


100% 


Opportunities 

5.065 

0% 

0% 

69% 

66% 

66% 

63% 

62% 

- 

60 

312 

487 

697 

1,111 

; 

6 

30 

Gov  Profiles 

2,049 

0% 

0% 

0% 

0% 

2% 

3% 

4% 

- 

- 

17 

31 

69 

Vendor 

0% 

0% 

0% 

0% 

0% 

2% 

3% 

• 

- 

- 

- 

17 

46 

. 

Market  Analysis 

5,420 

0% 

0% 

28% 

31% 

30% 

32% 

30% 

- 

24 

150 

221 

351 

533 

2 

12 

Procurement  Guides 

2,656 

0% 

0% 

3% 

3% 

2% 

2% 

i% 

_ 

3 

14 

15 

17 

20 

2 

10 

New 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

- 

- 

- 

- 

New 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

- 

- 

- 

- 

- 

... 

New 

. ! 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

- 

- 

- 

- 

- 

- 

- 

15,190 

0%  0% 

5? 

O 

o 

100% 

100% 

100% 

100% 

. 

87 

476 

739 

1,113 

1,779 

- 

10 

52 

Europe  Gov  IT  (Vendors) 

German  Fed  Opportunities 

0% 

0% 

0% 

0% 

88% 

47% 

28% 

- 

280 

364 

585 

Austrian  Fed  Opportunities 

0% 

0% 

0% 

0% 

0% 

23% 

12% 

; 

- 

- 

180 

248 

Swiss  Fed  Opportunities 

0% 

0% 

0% 

0% 

0% 

19% 

10% 

- 

150 

203 

T 

German  Local  Opportunities 

0% 

0% 

0% 

0% 

0% 

0% 

13% 

' 

- 

- 

280 

Austrian  Local  Opportunities 

0% 

0% 

0% 

0% 

0% 

0% 

7% 

- 

- 

150 

' . ‘ ■ 

Swiss  Local  Opportunities 

0% 

0% 

0% 

0% 

0% 

0% 

6% 

- 

- 

- 

- 

- 

125 

1 «.  ' , ’ 

TED 

0% 

0% 

100% 

100% 

12% 

11% 

10% 

- 

9 

18 

38 

84 

200 

5 

10 

Ger,  Aus,  Swiss  Market  Analysis 

0% 

0% 

0% 

0% 

0% 

0% 

14% 

- 

- 

- 

- 

303 

. ' 

0% 

0% 

100% 

100% 

100% 

100% 

100% 

- 

9 

18 

318 

778 

2,093 

5 

10 

Total  Mkt  Dev  Svcs 

23,768 

. 

288 

1,043 

2,011 

3,241 

5,853 

- 

40 

130 

j 

■ 

Software  Solutions 

" 

New 

• " ' - 1 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

- 

- 

- 

- 

- 

- 

New 

. | 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

- 

- 

- 

- 

- 

- 

— r 

Total  Software  Solutions 

*i 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

- 

- 

- 

- 

* 

- . 

— ■ . 

TOTAL  SALES 

“TOT 

Actual 


2004  Plan 


Total  Sales  = Units  x Price 


1,043 


1,350  i 
1,113  j 
778  : 


l-981 

1,779 

2,093 


3,241 


5,853 


1,332 


26 

364 


64 

477 


■mr 

Actual 


2004  Plan 


2005  Fcst 


Units  = {Enter  Assum  ption} 


17 

48 

8 

20 
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INPUT  LRP  2004 
Product  Sales 


6/8/2005 


Opportunities 

75 

95 

134 

8.5  8.8 

9.2 

9.6 

9.9 

Gov  Profiles 

11 

19 

34 

. | 

2.7 

2.7 

3.2 

Vendor 

10 

20 

- | 

. 

2.7 

3.2 

Market  Analysis 

36 

54 

68 

6.0  6.2 

6.5 

6.7 

7.0 

Procurement  Guides 

- | 

- 

- 

Product  Sales 


INTERNATIONAL 

Market  Developm  ent  Services 


Technology  Sales  Allocation 
UK  Local  Gov  IT  (Vendors) 

I 1 UK  Central  Gov  IT  (Vendors) 
Europe  Gov  IT  (Vendors) 
Total  Orders 


2006  Feat 

2007  Feet 

2008  Fcst 



Actual 

2004  Plan 

2004  Fcst 

2005  Fcst 

2006  Fcst 

2007  Fcst 

2008  Fcst 

pirn 

Actual 

2004  Plan 

2004  Fcst 

2005  Fcst 

2006  Fcst 

2007  Fcst 

2008  Fcst 

Average  Price  - {Enter  Assum  ption}  + Adjustment  for  Inflation 

Growth  Rate  - Total  Sales 

Cum  Inflation  (4%) 

0% 

4% 

8% 

12% 

17% 

0% 

185% 

74% 

42% 

47% 

0% 

449% 

55% 

51% 

60% 

0% 

106% 

1667% 

145% 

169% 

0% 

262% 

93% 

61% 

81% 

_New 

New 

New 


0% 

194% 

63% 

32% 

47% 

0% 

0% 

0% 

69% 

109% 

0% 

0% 

0% 

0% 

151% 

0% 

160% 

87% 

56% 

31% 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

122 


178 


256 


0%, 


Opportunities 

45 

62 

95 

10.0 

10.4 

10.8 

11.2 

11.7 

0% 

420% 

56% 

43% 

59% 

Gov  Profiles 

7 

12 

24 

- 

- : 

2.5 

2.5 

2.9 

0% 

0% 

0% 

84% 

122% 

Vendor 

6 

14 

- 

2.7  ; 

3.2 

0% 

0% 

0% 

0% 

172% 

Market  Analysis 

17 

26 

38 

12.0 

12.5 

13.0 

13.5 

14.0 

0% 

524% 

47% 

59% 

52% 

Procurement  Guides 

10 

10 

10 

1.3 

1.4 

1.5 

1.7 

2.0 

0% 

438% 

7% 

13% 

18% 

New 

- 

0% 

0%: 

0% 

0%: 

0% 

New 

- 

- 

0% 

0% 

0% 

0% 

0% 

New 

- 

* 

- 

- 

- I - I - 1 

- 

0% 

0% 

0% ! 

0% 

0% 

Europe  Gov  IT  (Vendors) 

German  Fed  Opportunities 
Austrian  Fed  Opportunities 
Swiss  Fed  Opportunities 
German  Local  Opportunities 
Austrian  Local  Opportunities 
Swiss  Local  Opportunities 
J TED 

Ger,  Aus,  Swiss  Market  Analysis 


-a m m 


8.7  9.1 


9.8 


35 


20 


52 

30 

30 


55 


40 

152"" 


78 

45 

45 

35 

25 

25 

80 

55 


8.0 


1.8  1.8 


7.0 

6.0 

5.0 


2J 

6.0 


7.5 

5.5 

4.5 
8.0 
6.0 
5.0 

2.5 

5.5 


5.4 


Total  Mkt  Dev  Svcs 
Software  Solutions 


256 


446  825 


New 

New 


Total  Software  Solutions 


449% 


..v  - - w. 




0% 


0% 
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' iNf!  I l4i  20&-. 

Product  Sales 


* HU  * « 


Product  Sales 


Advisory  Services^ 

UK  Consulting 
UK  Market  Research 
j UK  Strategic 


Total  Advisory  Svcs 


MARKET  SIZE  ($) 


2004  Realizable  2008  Realizable 


I EU  Consulting 


Events 

Conference 


New 

New 


Total  INTERNATIONAL  LOB's 


Actual  2004  Plan  2004  Fcst  2005  Fcst  2006  Fcst  2007  Fcst 


Product  Mix  - within  LOB 


0% 

0% 

0% 

0% 


0% 


0% 

0% 

0% 0%1 

0%  0% 


0% 


100% 


0%. 


0% 

0% 


0%; 

"6% 


o% 

io% 


o% 


o% 


100% 


100% 


0% 

0% 

0% 

0% 

0% 


0% 

0% 


00%  I 100%; 

' 0%  I 0%  i 

0%:  0%; 

0%  0%. 

0%  r 


ioo%: 

0%, 

0% 

0%' 


0% 


100% 
0%1 
_ 0% 
0% ! 
0% 


100% 

0% 

0% 

0% 

0% 


0%-' 


0% 


100% 


100% 


— 


UNITED  STATES  

Federal  IT  & C4I  (Vendor) 
S&L  IT  (Vendor) 


federal  IT &C4l(Buyer) 

S&L  IT  (Buyer) 


Federal  Aerospace  & Defense 

Federal  Ops.  & Maint 

Federal  Arch  / Eng  / Construction 

S&L  Ops.  & Maint 

S&L  Arch  / Eng  / Construction 

Subtotal 


Software  Solutions 

Advisory 

Events 


Total 


INTERNATIONAL 

Mkt  Dev  Svcs 


Software  Solutions 

Advisory 

Events 


CONSOLIDATED  SALES 


Mkt  PgvSVCT 

Software  Solutions 

Advisory 

Events 


ms 

Actual 


2004  Plan 


Total  Sales  * Units  x Price 


Actual  1 2004  Plan 


2005  Fcst 


Units  * {Enter  Assum  ption} 


1,217  ! 2,023  3.062J 


636  1,217  2,023  3,412 


24  26  29  34 


26  29 


1,702  3,253  5,293  9,299 


. 


79%  73% 

18%  18% 

75% 

68% 

61% 

58% 

55% 

10,537  15,159 

2,104  3,663 

306 

14,928 

20,197 

25,594 

31,538 

38,157 

1,278  1,748  1,732  2,340 

220  386  346  625 

10  21 

153 

. 

22  144 

50 
50 

15% 

14% 

13% 

12% 

12% 

2,914 

4,186 

5,363 

6,785 

8,269 

0%  0% 

0%  1% 

0%  0% 

0%  0% 

; 0%  0% 

0% 

1% 

1% 

2% 

2% 

- 

279 

572 

883 

1,085 

0% 

0% 

0% 

0% 

0% 

- 

- 

54 

72 

108 

0% 

0% 

1% 

2% 

3% 

- 

' 

497 

1,228 

2,351 

0% 

0% 

0% 

0% 

0% 

- 

- 

- 

- 

1% 

3% 

6% 

6% 

6% 

108 

996 

2,438 

3,458 

4,290 

0%  0% 

0%  0% 

0% 

0% 

0% 

1% 

1% 

- 

50 

150 

300 

500 

0% 

0% 

0% 

1% 

1% 

- 

50 

150 

300 

500 

95%  92% 

90% 

87% 

83% 

81% 

79% 

12,642  19,129 

17,951 

25,758  34,817 

44,564 

55,260 

1,498  2.287  2.110  3,230 

2%  2% 

208  350 

8 14  22  30 

1% 

1% 

3% 

3% 

4% 

264 

375 

1,104 

1,776 

2,677 

0%  3% 

3%  4% 

4% 

5% 

. 7% 

8% 

9% 

52  600 

365  803 

772 

1,350 

2,759 

4,201 

6,193 

5,463 

4 24  9 28 

16  48  43  141 

4% 

7% 

8% 

8% 

8% 

856 

2,165 

3,179 

4,302 

100%  100% 

100% 

100% 

100% 

100% 

100% 

13.267  20,881 

19,842 

29,647  41,859  54,843 

69,593 

1.526  2,373  2,184  3,429 

- 

40  130 

..  . - 

8 13 

1 1 

0%  0% 

0%  0% 

.. 

42% 

61% 

62% 

61% 

63% 

288 

1,043 

2,011 

3,241 

5,853 

0% 

0% 

0% 

0% 

0% 

* 

- 

0%  0% 

55% 

37% 

37% 

38% 

37% 

376 

636 

1,217 

2,023 

3,412 

0%  0% 

3% 

1% 

1% 

1% 

0% 

23 

24 

26 

29 

34 

0%  0% 

100% 

100% 

100% 

100% 

100% 

- 

687 

1,702 

3,253 

5,293 

9,299 

49  144 

12,642  19,129 

208  350 

52  600 

365  803 

1,498  2.287  2.150  3,360 

8 14  22  30 

4 24  17  41 

16  48  44  142 

95%  92% 

89% 

85% 

82% 

79% 

77% 

18,239 

264 

26,800 

36,828 

47,805 

61,113 

2%  2% 

1% 

1% 

2% 

3% 

3% 

375 

1,104 

1,776 

2,677 

0%  3% 

3%  4% 

6% 

6% 

9% 

10% 

12% 

1,148 

1,985 

3,975 

6,224 

9,605 

4% 

7% 

a 

7% 

7% 

878 

2,189 

3,204 

4,331 

5,497 

49 


13 


1 

144 
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INPUT  LRP  2004 
Product  Sales 


Product  Sales 


— 


— 


— SR53 — 

2007  Fcst 

2008  FC8t 

Actual 

2004  Plan 

2004  Fcst 

2005  Fcst 

2006  Fcst 

2007  Fcst 

2008  Fcst 

Actual 

2004  Plan 

2004  Fcst 

2005  Fcst 

2006  Fcst 

2007  Fcst 

2008  Fcst 

Average  Price  = {Enter  Assum  ption}  + Adjustment  for  Inflation 


Advisory  Services 


UK  Consulting 

UK  Market  Research 


Cum  Inflation  (4%; 


23 


■ — 


Growth  Rate  - Total  Sales 


0% 


4% 


17% 


59.5 


0% 


0% 


: UK  Strategic 
EU  Consulting 


Total  Advisory  Svcs 


0%' 

0%' 


35 


23 


34 


JSL 


52.9 


0% ! 

o%i 


_51% 

0% 

0% 


0% 

69% 

91% 

66% 

69% 

Events 


Conference 

jNew 

New 

New 

New 


-If  1 

■ 


22.8  23.7 

25.6 

28.8 

33.7 

0% 

4% 

8% 
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UNITED  STATES 

Federal  IT  & C4I  (Vendor) 

2,925 

3,495 

4,030 

10.7 

11.0 
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11.4 

12.3 
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16.1 
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5.0 

5.2 

5.6 

6.3 

7.4 

38% 

44% 

28% 

27% 

22% 

Federal  IT  & C4I  (Buyer) 
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31% 
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• Introduction 

• Summary  Financial  Presentation 

• Market  Opportunity 

• Information  Services  Product  Initiatives 

• Government  Strategies  Initiatives 

• Sales  and  Marketing  Initiatives 
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Table  of  Contents  (2) 


• Member  Services  Planning 

• Corporate  Development  Activities 

• Detailed  Financial  Presentation 

• Appendix  A:  Market  sizing 

• Appendix  B:  2006  Staffing  Plan 
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2006  Budget  Planning 
Introduction 

David  Heinemann 
SVP  Corp.  Development 

November  11,  2005 
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PUT  Financial  Objectives 


• Revenue  Mix 

-Information  Services  80% 
-Consulting  and  Events  20% 

• Revenue  growth  at  25% 
-Reach  $50  million  by  2008 
-Achieve  25%  net  income 
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Addressing  existing  challenges  in 
-Products 

-Renewals  V-  u c ui 
-Sales  / 


-Consulting  V$  i^r'vc.iy  si-i. 

• 2006  Plan  of  23%  revenue  growth  and  profit  of 
$250k 

• Sound  foundation  for  2007 
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-Quantity,  Quality  and  Depth 
-Actionable  analysis 
-Support  teaming 
-Leverage  technology 
• Renewals/Member  Services 
-Aligned  with  Sales 
-Structured  Workday 
-Teaming  Agreements  l— 


11/11/05 


Proprietary  and  Confidential  - INPUT 


Page 


Notes 


Proprietary  and  Confidential  - INPUT 


6 


2006  Budget  Planning  1 10805 


11-11-05 


INPUT 


Challenges  and  INPUT’S 
Response  (cont’d) 

KBIHinnilnTO v, ' ' * 


r 


Consulting 

- Dramatic  new  constellation  of  ICG  executives 

- Rock  star  being  hired  to  head  IT  security  (Info 
Sec) 

- Align  with  members  needs ^ 

Changes  in  Government 

- “Un-bundle”  major  government  opportunities 

- Reinforces  need  for  INPUT  Teaming 

- Creates  opportunity  for  small  business 
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Agenda 


'What’s  Changed  Since  Last  Meeting? 
-Revised  growth  trajectory 
-Looked  for  efficiencies  to  drive  profit 
-Clearer  view  of  growth  opportunities 
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7 7/7  7/co  Proprietary  and  Confidential  - INPUT 

Notes: 

G 


Proprietary  and  Confidential  - INPUT 


9 


2006  Budget  Planning  110805 


11-11-05 


Introduction 


• Income 
•Balance  Sheet 
•Cash  Flow 
•Sales  Orders 
•Revenue 
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Key  Changes  from  October 

mmi'M ' 

' ' m*  * 

• Consulting  Sales  Orders  $1.5M  higher 

• Subscription  Sales  Orders  $4.0M  lower 

• Net  Revenue  - no  change 

• Cost  of  Services 

-Consulting  +$1.0M 
-Info  Services  -$1 .0M 

• Sales  & Marketing  Costs  - $2.0M  lower 

11/11/05 

Proprietary  and  Confidential  - INPUT 
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Notes: 

• Consulting  - Added  Information  Security  Consulting 
($0.5M)  and  INPUT  Consulting  Group  ($1.0M) 

• Subscription  Sales  - Lower  sales  reflects  the  revised  sales 
hiring  plan  and  a 70%  renewal  rate 

•Net  Revenue  - Higher  consulting  offset  lower  information 
services  (due  to  deferred  revenue) 

• Cost  of  Services 

-Staff  and  subcontract  costs  added  to  support  higher  consulting  plan 

-Info  services  staffing  plan  trimmed  to  reflect  appropriate  investment 
levels  in  both  product  operations  and  member  services 

• Sales  & Marketing  Costs 

-Growth  in  the  sales  organization  rationalized  back  to  current  levels. 

-Assumes  a material  productivity  improvement  in  both  new  sales 
and  renewals. 
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income  Statement 


2006  Plan  - Income  Statement 

% Revenue 

$ in  000's 

Current 

Version 

Prior 

Version 

lnc/(Dec) 

Current 

Version 

Prior 

Version 

Revenue 

$ 25,148 

$ 25,113 

$ 35 

100.0% 

100.0% 

Cost  of  Services 

10,435 

10,340 

95 

41.5% 

41.2% 

Sales  & Marketing 

8,350 

10,291 

(1,941) 

33.2% 

41.0% 

Research  & Development 

2,777 

2,958 

(181) 

11.0% 

11.8% 

General  & Administrative 

2,450 

2,534 

(84) 

9.7% 

10.1% 

Depreciation 

1,021 

877 

144 

4.1% 

3.5% 

Other  lncome/(Expense) 

136"1 

163 

(27) 

0.5% 

0.6% 

Net  Income 

$ 251 

$ (1,724) 

$ 1,975 

1.0% 

-6.9% 

1.0% 

-6.9% 
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Balance  Sheet 


2006  Plan 

$ in  000's 

Current 

Version 

FTIST 

Version 

lnc/(Dec) 

Current  Assets 

$ 13,682 

$ 14,352 

$ (670) 

Fixed  / Other  Assets 

1,161 

1,465 

(304) 

Total  Assets 

$ 14.843 

$ 15.817 

$ (974) 

Current  Liabilities 

$ 2,931 

$ 3,292 

$ (361) 

Deferred  Revenue 

14,432 

17,019 

(2,587) 

Shareholder  Deficit 

(2,520) 

(4,494) 

1,974 

Total  Liabilities  & Equity 

$ 14,843 

$ 15,817 

$ (974) 

Proprietary  and  Confidential  - INPUT 


Page  13 


Notes: 


Proprietary  and  Confidential  - INPUT 


13 


2006  Budget  Planning  1 10805 


11-11-05 


INPUT 


2006  Plan 

$ in  000's 

Current 

Version 

Prior 

Version 

lnc/(Dec) 

Operating  Cash  Flow 

$ 4,814 

$ 4,926 

$ (112) 

Investing  Cash  Flow 

(985) 

(1,143) 

158 

Financing  Cash  Flow 

- 

- 

- 

Net  Cash  Flow 

$ 3,829 

$ 3,783 

$ 46 

Ending  Cash 

$ 7,881 

$ 7,835 

$ 46 
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2006  Plan  - Revenue 

Revenue  Growth 

$ in  000's 

Current 

Version 

Prior 

Version 

lnc/(Dec) 

Current 

Version 

Prior 

Version 

Information  Services 

$ 21,045 

$ 22,323 

$ (1,278) 

( 12%1 

i 19% 

Software  Solutions 

97 

211 

(114) 

-42% 

27% 

Consulting  Services 

2,423 

996 

1,427 

313% 

70% 

Events 

1,583 

1,583 

- 

68% 

68% 

Total  Revenue 

$ 25,148 

$ 25,113 

$ 35 

23% 

23% 

Notes: 
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Key  Risks  / Opportunities 


• Consulting  sales  plan  +500%  or  $2.0M 

• AEC  new  market  entry  +$1M  sales 

• Renewal  rate  +10%  improvement  or  $1.9M 

• Market  analysis  +$1 ,5M  improvement 

• S&L  market  penetration  +$1M  increase 

• Sales  productivity  +15%  improvement  = $1.4M 
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Notes: 

•Consulting  Sales  Plan  - see  key  changes  slide. 

•AEC  Market  " ' 

-This  is  a new  market,  we  have  3 sales  and  3 operations  staff  allocated  to  product  set. 

-Need  to  get  market  traction. 

•Renewal  rate 

-Initiatives  include  members  services,  research  support  and  improved  product  quality. 

-Need  to  execute  and  deliver  results 
• Market  analysis 

-Includes  New  Executive  Program  (+$500k),  Federal  Information  Security  (+%400k).  Fed  Mkt  1 
Analysis  (+$400k)  and  S&L  Mkt  Analysis  (+$200k). 

-Need  focused  sales  effort. 

•S&L  Market  Penetration 

-This  is  as  much  an  opportunity  as  a risk. 

-Need  to  capitalize  on  reconstituted  product  set  with  focused  marketing  & sales  effort. 

-2005  sales  are  flat  vs.  2004  so  this  is  a material  change. 

•Sales  Productivity 
-Improvement  is  net  of  turnover. 

-Impact  of  sales  lead  analysts,  alignment  with  member  services,  the  right  staff  and  training. 
-Current  performance  at  73-75%  of  quota. 

-Small  Business  team  quota  increasing  13%,  no  change  for  enterprise  & strategic 
-Company  plan  at  82.5%  of  Quota.  ^ 
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Notes: 


•Our  long  term  vision  of  market  opportunity 
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• Current  Products,  Current  Market  Opportunity 
$1.3  Billion 

• INPUT  addressable  market-  $332  million 

• INPUT  realized  market  - $120  million 

• INPUT  share  of  addressable  market  - 6% 

• INPUT  share  of  realized  market  - 17% 
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Current  Markets  and 
Current  Products:  2005 


Notes: 
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Business  Line 

Market 

Opportunity 

INPUT 

Addressable 

Market 

INPUT 

Revenue 

11.7. 

INPUT 
Market 
Share  v. 
address 

Federal  - Data  and 
Info 

$229M 

$1 12M 

$14M 

13% 

Federal  - Analysis 

$286M 

$16M 

$1M 

6% 

S&L  - Data  and  Info 

$151 M 

$32M 

$2.5M 

8% 

S&L  - Analysis 

$152M 

$12M 

$0.2M 

2% 

AEC  - Data  and 
info — 

$140M 

$31 M 

$0M 

0% 

Consulting 

$171 M 

$61 M 

$1 M 

<1% 

Events 

$16M 

$5M 

$1 M 

20% 

Software 

$89M 

$47M 

$0.2M 

0% 

TOTAL 

$1 ,294M 

$332M 

$20M 

6% 
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•Revenue  Opportunity  = Number  of  Companies  * Annual 
Potential  Spend  Per  Company 

• INPUT  Addressable  = Revenue  Opportunity  * Realizable 
Potential  Penetration  of  Companies 

•Changes  from  past:  Updated  number  of  companies  to  2004 
FPDS  counts  from  2002,  added  category  of  $0-$l  million  to 
segregate  smallest  market  participants. 

•INPUT  Market  Share  = INPUT  Revenue  / INPUT 
Addressable 

• INPUT  2005  Revenue  is  included  in  the  Competitor 
Buildup 
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S&L  Product 

Revenue 

Opportunity: 

2005 

INPUT 

Addressable: 

2005 

Competitor 
Buildup:  2005 

Opportunities 

$59M 

$21 M 

Data  and 

Information:  $23.4M 

State  Profiles 

$31M 

$6M 

Grants 

$60M 

$5M 

Market  Analysis 

$152M 

$12M 

Analysis:  $22. 3M 

TOTAL 

$302M 

$49M 

$45. 7M 
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Notes: 


•Figures  rounded  to  the  nearest  million 

•Market  Analysis  includes  S&L  analytical  publications 

•Competitor  Buildup  detailed  in  subsequent  slide;  includes 
INPUT  2005  revenue  and  INPUT-like  offerings  from 
competitors  in  the  market 

•Note  correlation  between  addressable  market  and 
competitor  buildup 

•Note:  Analysis  for  competitor  build-up  highly  dependent 
on  Gartner/ IDC  estimated  S&L  revenue 


•Additional  research  must  be  done  to  more  precisely  identify 
the  size  of  the  S&L  market,  and  more  importantly,  identify 
who  the  prospects  are  in  that  market  for  our  services. 


Source  File:  "OlllBx  Product  Potential  Revenue  Plan  -03- 
102605  A AH" 
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Current  AEC  Products: 


AEC  Product 

Revenue 

Opportunity: 

2005 

INPUT 

Addressable: 

2005 

Competitor 
Buildup:  2005 

Opportunities 

$86.1  M 

$21. 5M 

Data  and 
Information: 
$33. 8M 

Vendor 

Teaming 

$55M 

$9.2M 

TOTAL 

$141 M 

$31 M 

$33. 8M 
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Notes: 

•Revenue  Opportunity  and  INPUT  Addressable  figures 
rounded  to  the  nearest  million;  sourced  from  "FCST  P111BX 
MDS-  Federal  AEC  082605  TPB  (2).xls". 

•Competitor  Buildup:  epipeline  ($1.8M),  Onvia  ($7M)  and 
Dodge  Reports  ($25M);  source  file:  N competitive  swag 

•Note  correlation  between  Addressable  and  competitor 
buildup 
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isting  Markets  Issues  and 
2006  Action  Plan 


• High  penetration  of  federal  data  products 
-Must  reach  outside  federal  prime  contractors 

• Limited  “A”  list  prospects  in  Enterprise  group 

• Longer  sales  cycle/high  sales  & marketing  costs 
for  smaller  prospects 

-Many  prospects  new  to  market  and/or  very 
small  with  <$3M  in  total  annual  corp.  revenue 

-Fewer  attractive  SB  prospects  than  estimated 
in  past 
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To  grow  aggressively  we  must  be  successful  in  continuing  to 
identify,  sell  provide  value  and  retain  market  participants 
that  are  either  new  to  the  government  market,  or  for  whom 
the  government  market  represents  a small  (i.e.,  less  than 
10%)  portion  of  their  business. 


Need  to  market  differently  to  attract  these  companies,  service 
differently  to  retain  these  companies 
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INPUT  ((Existing  Markets  Issues  and 

2006  Action  Plan 


• Examine  investment  levels  for  current  federal  products? 

• New  product  and  services  mix: 

-Create  new  products  to  capture  Bid  and  Proposal  $ 

-Capture  more  sales  and  marketing  discretionary  $ 
with: 

■=> Education  and  Training 

■=>Go-to-market  offerings  (e.g.,  GSA  Schedule  — 
support) 

^Win  enabling  products  and  services 

• Appeal  to  focused  groups  in  target  market X 

W 
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Notes: 


•With  the  estimated  market  size  for  our  current  Federal 
products,  should  we  be  making  significant  new  investment 
in  our  current  products  or  should  we  be  investing  in 
alternative  opportunities  to  capture  more  sales,  marketing 
and  BP  funding? 

•Move  further  downstream  in  the  capture  process 
• Provide  more  analytical  services 

•Appealing  to  high  level  individuals  within  member  and  ' 
prospect  base  key  to  unlocking  higher  revenue  potential 
spending  with  INPUT. 


cJywjlJ*  nS)r 
l **  cLl*  <-d-) 


Proprietary  and  Confidential  - INPUT 


25 


2006  Budget  Planning  110805 


11-11-05 


INPUT 


l?  is 





Existing  Markets 
2006  Action  Plan 


s#i ifSfBsl 


> State  & Local  penetration  - mine  for  companies 
(aggregate  and  filter  lists  of  vendors) 

-Identify  various  associations  and  get  lists  of 
members 

-Identify  bidder  lists 
» AEC  Market 
-Create  brand  identity 
-Identify  best  buyers 
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Notes: 


•Our  prospecting  is  weak  in  the  state  and  local  market.  With 
the  coming  renovation  of  the  S&L  product  we  will  identify 
and  catalogue  prospects  that  are  pure  plays  in  the  S&L  IT 
market. 
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•In  the  competitor  buildup,  education  and  training  activities 
were  grouped  into  "Events"  and  Consulting".  Education 
and  Training  activities  represent  at  least  10%,  or  almost 
$40M,  of  the  INPUT  addressable  Consulting  and  Events 
market.  The  Education  and  Training  market  is  profitable  and 
can  feed  growth  existing  core  business. 


• Examples  of  expanding  bid  and  proposal  consulting 
offerings  - Proposal  Development,  Black  Hat  reviews. 
Proposal  Review  (Pink  Team,  Red  Team). 


• Advertising:  We  must  borrow  where  appropriate  from 
leading  business  models  (e.g.  TechTarget). 
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Conclusion 

mm3 


• Large  spend  in  government  planning,  sales, 
marketing,  bid  and  proposal 

-Need  new  products  to  address  market 
opportunity 

• Current  products  for  federal  market  participants 
may  need  to  be  refocused 

-New  market  participants  key  to  growth 

• Partnering  key  to  get  to  market  with  new 
products 
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Notes: 


We  know  there  is  a large  opportunity  to  sell  sales,  marketing 
and  bid  and  proposal  products  and  services  to  our  members 


We  need  to  create  new  products  for  our  market  and/or  adapt 
our  current  products  in  order  to  grow  rapidly. 


We  need  to  look  for  ways  to  leverage  our  member  base  to 
improve  the  results  of  businesses  that  can  extend  our 
franchise. 
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Information  Services  Product 
Initiatives  for  2006 

Kevin  Plexico 
Executive  Vice  President 

November  11,  2005 

www.input.com 
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• Key  Issues  & Assumptions 

• Federal  Segment 

• S&L  Segment 

• AEC  Segment 

• Future  Initiatives 
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Key  Issues 


• Overall 

-Declining  renewal  rates  except  at  largest  tier 

• Federal 

-Competitive  differentiation  declined 
-Members  aren’t  finding  sufficient  value  to  renew 

• S&L 

-Low  satisfaction  in  products 
-Yet  significant  opportunity  exists 
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Notes: 


• Renewal  rates 

-Renewal  rates  declined  from  73%  last  year  to  63%  this  year 

-Largest  tier  renewal  rates  remained  high,  lower  tiers  dropped  substantially 

• Federal 

-Faced  closer  competition  in  2005 

-FSJ  has  invested  in  content  development,  customer  service  and  sales 
of  their  products 

-Also,  running  into  other  competitors  that  are  lower  priced 

-Competitive  differentiation  has  declined  making  it  harder  for  us  to 
support  our  price  premium 

-Companies  are  willing  to  settle  for  less  quality  to  save  money 
•S&L 

-Satisfaction  with  products  remains  low  3.6  (standard  is  3.9) 

-There  are  lots  of  S&L  IT  companies  that  we  have  not  reached  or  identified 
-As  an  anecdote,  we  found  a list  of  15,000  IT  companies  registered  with  Texas 
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• IS  orders  growth  of  19% 

• Improve  renewal  rate  to  70%  overall 

• Eliminate  Subcontract  Opportunities 

• Eliminate  Capture  Management  Software 

• Improve  productivity  and  expand  content  through 
WebQL 
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Notes: 

•IS  Orders  Growth  of  19% 

-Anticipating  stronger  growth  in  S&L  as  a result  of  improvements  to  product  and 
reaching  new  prospects 

•Improve  the  Renewal  Rate  to  70%  overall 

-Accomplishing  through  extending  service  component  to  help  people  use 
information  and  adding  value  to  products 

•Eliminate  Subcontract  Opportunities  - ? g ^ p rocL^dr 

-As  it  is  currently  constructed,  it  is  too  labor  intensive  and  costs  too  much  for  the 
return  we  are  getting 

-We  need  to  find  a new  way  of  providing  similar  information  more  cost  effectively 
- such  as  through  search  technology 

•Eliminate  CMS 

-Product  has  not  performed  and  we  do  not  see  a clear  path  to  making  it  a 
performing  product 

-Investment  to  fix  is  too  steep  for  the  anticipated  return  we  would  receive 

-We  believe  we  have  better  opportunities  to  perform  in  other  areas 

•Improve  productivity  and  expand  content  through  WebQL 

-Staffing  growth  is  relatively  low  this  year  - adding  only  a handful  of  positions  in 
Operations 

-Relying  on  WebQL  and  software  to  automate  data  extraction  and  entry  into  our 
systems  and  expand  our  ability  to  collect  content 

-Without  it  we'd  require  about  7 more  people  (2  in  grants,  5 in  bid  notification,  1 in 
articles,  2 in  contact  entry) 
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Federal  Technology 
Segment 
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• Drive  depth  and  quality  in  Opportunities 

• Provide  members  more  actionable  analysis 

• Expand  Network  Community  to  support  teaming 

• Leverage  technology  to 
-Implement  new  product 
-Improve  usability  and  value 
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Notes: 


•Drive  differentiation  and  quality  in  the  Opportunities 

-Member  companies  select  their  information  provider  primarily  based  on  quality  and  utilization  of 
opportunities 

-Satisfaction  of  Opportunities  in  the  area  of  timeliness  was  the  biggest  gap  we  had  in  member  satisfaction 
in  Opportunities 

-We  want  Opportunities  to  be  the  best  product  on  the  market,  so  we're  investing  in  that  product  above  all 
others 

-Improving  the  renewal  rate  in  opportunities  will  bring  up  the  renewal  rate  in  all  related  products  as  well 
•Expand  Network  Community  to  support  Teaming 

-INPUT  s market  position  and  the  community  of  users  on  INPUT'S  web  site  represent  a sustainable 
differentiator  for  us 

-We  want  to  establish  and  maintain  that  differentiation  by  fostering  a community  of  users  to  support  the 
time  consuming  teaming  process  r 

-This  provides  an  ROI  to  members  they  cannot  get  elsewhere 

-Increases  ROI  for  product  companies  that 

•Provide  members  more  actionable  analysis 

-10%-30%  of  the  lost  renewals  are  due  to  companies  not  obtaining  enough  value  from  our  information  (or 
price  being  driving  factor) 

-We  want  to  help  them  extract  that  value  by  providing  more  actionable  information  and  better  support 
• Leverage  technology  to  improve  productivity 

-We  are  implementing  a new  Contact  Database  that  will  be  built  by  extracting  contact  data  from  online 
government  employee  directories 

-We  are  also  implementing  search  technology  to  ease  use  for  members  less  familiar  with  us  or  our  market. 

-The  search  technology  also  improves  our  value  proposition  by  making  it  easier  for  members  to  find 
related  information. 
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Depth  & Quality  in 
Opportunities 


• Add  2 industry  experts  to  improve  depth 

-Add  insights  and  analysis  to  major  opportunities 
-Deliver  actionable  analysis  on  opportunities 
-Help  develop  industry  expertise  in  organization 
-Work  with  sales/members  services  add  credibility 

• Add  6 analysts  and  associates 

-Improve  timeliness 
-Expand  coverage  by  40% 
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Notes: 


• Add  2 Industry  experts 

-People  with  direct  experience  in  capture  and  proposal  management 

-Help  shape  what  information  is  most  important  to  our  members  and  what  goes  into 
opportunities 

-Add  value  to  opportunities  by  proactively  contributing  insights  to  key 
opportunities,  such  as  likely  competitors,  insights  into  buying  organization,  etc. 

-They  will  also  help  construct  and  deliver  actionable  analysis  to  our  members  to  help 
them  make  decisions  based  on  our  information.  This  will  be  a more  proactive 
approach  than  what  we've  had. 


•Add  analysts  and  research  associates  to 

-Improve  the  timeliness.  We  have  the  biggest  gap  in  satisfaction  in  the  area  of  \ 
timeliness.  Lower  cost  resources  can  help  us  address  this.  ^ 

-Expand  the  number  of  opportunities  - this  will  make  us  more  relevant  to  existing 
members  and  help  us  to  reach  new  members,  particularly  those  in  the  fringe  of  IT 

• Expand  Analysis  for  each  product 


-Needed  to  help  drive  increases  in  renewal  rate  - a key  reason  members 
aren't  renewing  is  due  to  lack  of  adoption  (not  competition) 

-Will  have  regular  Webinars  and  research  output  for  members  of  particular 
products.  These  will  be  part  of  the  product. 


-Will  equip  Member  Services  with  tools  to  help  them  be  proactive  with 
members  and  deliver  value 
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• Help  members  make  use  of  information 

-Leverage  new  senior  resources  to  consult  with 
members 

-Members  only  Webinars  and  analysis  of  data 


11/11/05 


Proprietary  and  Confidential  - INPUT 


Page  36 


Notes: 


• Help  members  make  use  of  information 

-Renewals  suffer  substantially  due  to  lack  of  value  being  extracted  by 
members  J 

-We  will  expand  the  analysis  we  currently  develop  and  leverage  them  into 
Webinars 

-The  analysis  will  also  generally  be  newsworthy  and,  therefore,  be  useful 
for  promotional  purposes 

-The  industry  expertise  hired  will  conduct  and  deliver  the  analysis  with 
support  from  staff 

-Expect  to  deliver  3 analyses  per  month  and  1-2  Webinars  per  month 
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INPUT  Network  + Teaming  Profiles  release  Oct  3 

Network  Community  leverages  market  leading  member 
base 

-Expect  it  to  improve  renewals 
-Expect  it  to  extend  differentiation 
-Increases  value  for  product  and  small  companies 
Teaming  Profiles 

-Through  November,  sold  20  vs.  plan  of  8 

-Expect  to  upgrade  Vendor  Profile  subscribers  to 
Teaming 


INW 


t.hj 
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Notes: 


•We've  just  recently  released  the  peer  network  capability 
through  the  INPUT  Network  and  released  a new  product 
called  Teaming  Profiles 

•The  Network  Community  enables  peer  networking  among 
our  market  leading  member  base  (leverages  our  market 
leadership  position) 

-We  expect  this  capability  enabled  in  our  system  to  improve  renewal 
rate 

-We  also  expect  it  to  extend  our  competitive  differentiation  and  help 
attract  new  members 

•Teaming  Profiles 

-Sold  20  units  vs.  forecast  of  8,  30%  of  which  are  product  companies 

-As  we  go  into  next  year,  we  expect  to  upgrade  majority  of  Vendor 
Profiles  subscribers  to  Teaming  Profiles 

-Growth  in  this  area  nets  over  $400k 


, |k  vcJLu«-*_  
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• Deliver  new  Federal  Contact  Directory  May  1 

-Constructed  with  technology 

• Implement  search  technology 

-Ease  use  for  members 

-Improve  value  by  bringing  related  information  forward 

• Drive  adoption  of  integrated  product  suites 

• Reformulate  subcontract  opportunities  to  reduce  cost 

• Establish  product  advisory  group  to  shape  products 


•We  are  delivering  a new  Contact  Directory 

-Content  will  be  collected  through  data  extraction  technology 

-Will  enable  us  to  populate  an  employee  directory  based  on  publicly  available  on- 
line employee  directories 

-We  will  also  be  able  to  link  those  contacts  to  data  in  our  system,  such  as 
i,  offices,  etc. 


mibers  less  familiar  with  INPUT  or  the  market 


-Allows  us  to  bring  related  information  forward  and  present  it  to  them 
•Drive  adoption  of  integrated  product  suites 
-Move  away  from  a la  carte  approach  to  delivering  and  selling  integrated  suites 
-Delivers  more  value  to  members  to  support  them 

• Reformulate  subcontract  opportunities  approach  to  reduce  cost 
-Currently  spending  about  $320k  on  staff  to  build  this  but  we're  not  seeing  the 

rnfi  irn  ° 


-We  need  to  reformulate  our  delivery  through  Endeca  to  replace  expensive  analysts 
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Notes 


• Implement(Endeca)search  technology 

-Improves  the  usability  of  our  products 


return 
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Staffing  Changes 


Product 

Level 

2006  Cost  ($k) 

FTEs 

Opportunities 

Directors 

229 

2 

Analysts 

144 

3 

Associates 

97 

4 

Subcontracts 

Analysts 

-320 

-4 
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•We've  added  2 director  level  employees  to  drive  depth  and 
industry  expertise  into  our  Opportunities  product 

•We've  added  analysts  and  research  associates  to 
Opportunities  to  improve  timeliness  and  coverage 

•We've  eliminated  Subcontract  Ops  staffing  to  cover  the 
other  increases.  We  believe  it  will  have  more  of  an  impact. 
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Ian  Summary 


Product 

2005  ($k) 

2006  ($k) 

% (+/-) 

FTE 

Orders/ 
FTE  ($) 

Opportunities 

9,401 

9,996 

6% 

21.25 

470 

Agency  Profiles 

2,676 

2,923 

9% 

1.67 

1,750 

Vendor  Teaming 

1,676 

2,065 

23% 

2 

1,033 

Task  Orders 

909 

1,015 

12% 

3.5 

290 

Labor  Pricing 

712 

769 

8% 

2.5 

308 

Federal  Directory 

.-/"95 

1 

Total  for  Segment 

15,374 

16JS63 

10% 

30.92 

545 

Note:  All  $ are  based  on  sales  orders 


Notes: 
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S&L  Technology  Segment 
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• Develop  brand  recognition  and  attract  prospects 

• Expand  coverage  vertically  and  geographically 

• Reformulate  offerings  to  better  deliver  value 

• Expand  support  for  members  in  applying 
information 

• Implement  new  products 
-Bid  Notification  - April  06 
-S&L  Contact  Directory  - May  06 


Notes: 

•Develop  brand  recognition  and  attract  prospects 

-We  have  very  little  brand  recognition  in  the  S&L  market 

-There  exists  a large  base  of  prospects  that  we  have  not  yet  identified 
or  targeted 

•We  need  to  reformulate  offerings  in  this  area  to  better 
deliver  value 

-Except  largest  companies,  S&L  vendors  tend  to  be  geographically  or 
vertically  oriented 

-We  want  to  align  our  information  to  their  needs  so  they  are  buying 
what  is  relevant  and  useful  to  them. 

•We  need  to  invest  in  expanding  coverage  vertically  and 
geographically  to  improve  the  products 

•Like  in  federal  area,  we  want  to  leverage  technology  to 
-Improve  search  capabilities 

-Improve  productivity  and  expand  content  collection  capabilities 


11/11/05 
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and  Attract  Prospects 


Identify  and  pursue  new  prospects 

-Purchase  vendor  sponsorship  lists 

-FOIA  state  registered  vendor  lists 

fat^eTpromotions  to  theseliew~prospects  based 
on  interests 
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• Identify  and  pursue  new  prospects 

-We  have  not  done  a very  good  job  of  targeted  S&L  prospects 

-There  are  lots  of  companies  that  are  focused  on  S&L  that  are  not  in 
federal  (or  different  contacts  in  the  same  company  that  we  have  not 
explored) 

For  example,  we  identified  a list  15,000  Texas  IT  vendors 

-For  geographic  companies,  we  will  pursue  state  registered  vendor 
lists  through  FOIA 

-For  vertical  companies,  we  will  rent  or  buy  lists  of  affiliate  members 
to  S&L  vertically  oriented  associations 

(examples.  Association  of  Police  Chief,  Association  of  Fire  Chiefs, 
NASCIO,  etc.) 

• By  constructing  messages  to  these  audiences  based  on  their 
interests  (and  where  we  got  their  names),  we  should  improve 
our  ability  to  drive  these  prospects  to  INPUT. 
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xpand  Coverage  Vertically 

P and  Geographically 

Expand  bid  notification  from  80%  to  85% 
-Increases  governments  monitored  by  250% 
Align  analysts  to  verticals  Ajwvl  ± - P* 

-Develops  subject  matter  expertise  in  analysts 
-Improves  productivity 

-Consolidates  grants  and  opportunities  coverage 
Add  new  information  from  public  databases 
-Local  Government  Profiles  50,000 
-Grant  awards 
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•Expand  bid  notification  from  80  to  85% 

-In  2005,  we  expanded  from  50%  to  80% 

-We  reduced  the  delay  when  a bid  was  posted  from  1 week  to  1 day 
-We  need  to  continue  to  expand  to  match  competition  (ONVIA) 

-Expanding  by  5%  more  requires  us  to  monitor  an  additional  3,000  sites  (we  monitor  2,000 
currently) 

•Align  analysts  to  verticals  ^ 

-This  provides  us  and  develops  subject  matter  expertise  in  vertical  markets 

impT  tinf^5°T  6S  °Ur  produCtivity  in  identifying  new  opportunities  - expect  productivity 

-Larger  opportunities  are  more  sporadic  in  a particular  state 

-But  when  a government  funded  program  is  developed,  it  creates  opportunities  in  multiple 
states  and  local  governments  immediately 

-By  aligning  by  vertical,  we  will  be  more  responsive  and  aware  of  these  kinds  of 
developments 

-For  example,  one  grant  program  called  for  the  procurement  of  an  IT  system  in  26 
geographies. 

-Also,  allows  us  to  consolidate  our  grants  and  opportunities  coverage  since  Grants  are 
typically  aligned  by  vertical 

•Add  new  information  from  public  databases 

-We  are  integrating  into  our  database  a Census  database  of  50,000  local  governments  and 
their  budget  spending  profiles.  - . — _ - 

-We  are  integrating  into  our  grants  database  a database  of  federal  grant  award  data  - 
provides  data  on  thousands  of  grant  awards,  though  it  is  a year  delayed. 

-These  two  will  dramatically  expand  the  content  in  our  database  and  provide  members  with 
a much  more  rich  data  environment  for  us  to  provide  analysis  and  help  members  make 
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• Implement  vertical  and  geographic  packages 
-Opportunities/Bids 
-Grants 

-Vertical  Profiles 

-State  & Local  Government  Profiles 
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Notes: 

• As  previously  mentioned,  except  the  large  companies,  companies  at 
the  S&L  level  tend  to  compete  in  specific  geographic  regions  (where 
they  have  a physical  presence)  or  vertical  segments  (more  likely  with 
software  companies  for  example) 

• By  leveraging  our  content  that  we've  collected  and  associating  the 
content  with  these  verticals  and  geographies,  we  can  construct 
products  that  match  their  interests  more  closely 

-Previously,  we  needed  to  deliver  the  whole  database  when  they  may  only  care 
about  a slice  of  it. 


INPUT 


Reformulate  Offerings  to 
Better  Deliver  Value 
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• Make  Bid  Notification  a stand-alone  product 
-Scale  bid  notification  to  ONVIA 
-Differentiate  with 


OS&L  government  profiles 


• Implement  State  Contact  Directory  ■ 

• Relies  on  WebQL  to  automate  data  capture  and 
entry 


11/11/05 
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Notes: 


• Implement  bid  notification  product  to  compete  with  ONVIA 

-Represents  significant  opportunity  for  us  - Nova's  revenue  is  close  to 
$15m  - almost  all  if  it  in  bid  notification 

-We  will  continue  to  scale  and  improve  our  operation.  Relying  on  WebQL 
to  increase  bids  per  Research  Associate  substantially 

•We  will  differentiate  from  ONVIA  by 

-Packaging  state  and  local  profiles  as  part  of  the  product 

-Enabling  the  teaming  network  community  capabilities  in  the  product  as 
well 

•We  will  leverage  WebQL  to  develop  a State  Employees  Contact 
Directory 

-Like  in  federal,  we  will  extract  content  from  publicly  available  state  contact 
directories 

-We  have  found  35  of  50  states  with  an  on-line  directory  that  we  will  be 
extracting 
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INPUT 


Product 

Level 

2OO6/0ost'($k) 

FTEs 

Opportunities 

Analyst 

f 67 

1 

Bid  Notification 

Associate 

60  1 

2 

Grants 

Associates 

V40  / 

-1 
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Notes: 


•We  are  adding  1 senior  analyst  to  S&L  Opportunities  to 
enable  the  vertical  alignment  of  opportunities  staff 

•We  are  adding  Research  Associates  to  help  us  in  processing 
bid  announcements  as  we  drive  volume  through  expansion 

•We  are  reducing  our  Grants  staffing  by  1 Research 
Associate 

-We're  assuming  15%  increase  in  Opportunities  staffing  and  that  they 
will  be  able  to  take  on  some  of  the  Grants  content  collection  activities 

-We  are  also  leveraging  the  Census  Grant  Award  data  to  populate  the 
database  and  make  it  more  data  rich  to  support  analysis 
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INPUT' 


Product 

2005  ($k) 

2006  ($k) 

%(+/-) 

FTE 

Orders/ 
FTE  ($) 

Opportunities 

1,607 

1,844 

15% 

5.7 

322 

State  & Local  Profiles 

420 

572 

36% 

1.3 

440 

Grants 

390 

421 

8% 

2.2 

191 

S&L  Bid  Notification 

338 

3.2 

105 

State  Contact  Directory 

95 

Total  for  Segment 

2,417 

3,270 

35% 

12.42 

263 

Note:  All  $ are  based  on  sales  orders 
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G 


AEC  Segment 
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G 


G 


INPUT 


11 -Nov-05 
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INPUT 


Strat 


• Establish  beachhead 

• Develop  S&L  component  to  meet  market  demand 
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Notes: 


•Need  to  build  a beachhead  and  establish  a credible  base  of 
members 

-Lots  of  prospects  to  work  with  and  no  shortage  of  leads 

-Thus  far  we  have  found  a receptive  audience,  but  they  have  be  slow 
to  sign 

-Competition  tends  to  be  more  wired  vs.  IT 
-Key  are  of  interest  is  in  the  engineering  area 

•We  will  be  developing  a S&L  Bid  Notification  component  to 
enhance  value  of  the  Federal  AEC  offering 

-Meet  the  needs  of  AEC  companies  which  are  more  likely  to  be 
interested  in  federal  AND  S&L 

-Also,  provides  a competitive  product  vs.  AEC  - roughly  half  of  their 
business  comes  from  AEC  companies 
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INPUT 


_ 


Product  Initiatives 


• Invest  in  branding  to  establish  presence 

-Association  Memberships 

-Trade  Shows  (booth  presence,  speaking  slots) 
-Online  ads  (McGraw  Hill) 

-Media  coverage  with  AEC  I/Os 

• Expand  market  knowledge  through  retained 
consultant 

• Implement  S&L  bid  notification 


4 
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Notes: 


• Need  to  develop  brand  to  help  sales 

-Association  Memberships:  3 most  important  are  American  Council 
of  Engineering  Companies,  Society  of  American  Military  Engineers 
and  Council  of  Federal  Procurement  of  Architectural  and  Engineering 
Services 

-Trade  Shows  need  to  include  both  booth  presence  and  speaking 
slots) 

-Print  ads  in  ENR=Engineering  New  Record-  a McGraw  Hill 
property,  are  considered  the  most  widely  seen. 

-Develop  research  and  analysis  to  drive  media  coverage 

•We  need  to  continue  to  develop  our  knowledge  of  this 
market.  We've  budgeted  $20k  for  a retained  AEC  marketing  ** 
consultant  " ~~ 

•We'll  be  implementing  in  July  an  AEC  bid  notification 
product  for  S&L  opportunities 

-This  will  be  packaged  with  the  federal  suite  to  provide  a 
Government  AEC  Opportunities  Suite 
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Product 

2005  ($k) 

2006  ($k) 

%(+/-) 

FTE 

Orders/ 
FTE  ($) 

Opportunities 

145 

723 

399% 

3.0 

241 

Vendor  Profiles 

133 

0.2 

665 

S&L  Bid  Notification 

213 

0.8 

283 

Total  for  Segment 

145 

1,069 

637% 

3.95 

271 

Note:  All  $ are  based  on  sales  orders 
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G 


INPUT' 


Near  Term  Product 
Initiatives 
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INPUT 


> Developing  business  cases  and  analysis  for 

-Public  Sector  Resume  Database 

-Government  Installation  Database 

1 Not  currently  in  plan,  but  continuing  to  frame 
them 


May  be  proposed  when  suitable  plans  are 
developed 
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•We  have  other  significant  product  opportunities  that  we  are 
still  validating  and  researching. 

•These  are  not  included  in  the  plan  at  this  time. 

•When  we  have  worked  up  sufficient  business  plans  and 
validated  the  opportunities  we  will  come  forward  with 
recommendations 

•Products 

-Resume  Database  - a database  of  resumes  of  people  with  public 
sector  specific  skills  and  qualifications  (e.g.,  security  clearances, 
program/  agency  experience,  technical  skills) 

-Installation  Database  - a database  of  information  about  IT  products 
installed  in  government  installations  across  the  country 
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1 

Government  Strategies 
Planning  Presentation 

n 

Alan  Balutis 
President  & CEO, 
Government  Strategies 

1 

November  11,  2005 

1 

www.input.com 
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INPUT 


_ 


- 

Contents 


• Current  Organization 

• Events 

• Market  Analysis 

• Consulting 

• Consulting  Offerings 

• ICG  Update 

• Consulting  Strategy  for  2006 

• Government  Services 

• Staffing 

• Proposed  Structure 
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€ 


C 


INPUT 


*One  position  charged  to  mprtC^ting 
n/11/05 
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Notes: 

t Denotes  one  position  charged  to  NIarketmg 
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• In  the  1st  half  of  2005  (Jan  - June) 

-INPUT  held  23  events 

-Producing  $336,664  in  registrations  and 
$100,005  in  sponsorships 

• In  the  2nd  half  of  2005 

-INPUT  will  hold  32  events 

-Producing  $326,170  in  registrations  and 
$348,742jn  sponsorships 

1 1/1 1/05  Proprietary  and  Confidential  - INPUT  Page  58 
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INPUT 


Events  Plan  - 2006  (cont) 


In  2006,  forecast  $1 ,583,500  in  revenue  through 


-More  custom  events  - 12  - £ 


-Increased  sponsorship  revenue 
-Increased  attendance 


4-  cotjf. 

1 /3k 

2 


-More  special  events  - 8 2.  So  o Hoqi  ucyo 


r>2oy  Crcrco 

Ooo 
o-o-© 
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INPUT 


• Expand  Product  suite 

-Increase  numberpTrdports  produced 
-Tighten  thp-r^tease  time  for  reports 
-Increase  amount  of  segmented  research 
-Broaden  competitive  analysis  on  government  vendors 

• Adding  government  and  industry  expertise  in  MS 
and  Consulting  will  provide  contacts  for  primary 
research,  peer  review,  and  detail/hot  topics 

• Leave  room  for  emerging  issues/hot  topics 

• Team  effectively  with  Sales 

1 1/1 1/05  Proprietary  and  Confidential  - INPUT  / 
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[ 


NPUT 


I 


Market  Analysis 
006  Sales  Order  Plan  Summary 


Notes: 


Product 

2005 

($k) 

2006 

($k) 

FTE 

Federal  Market 
Analysis 

$1,062 

$1,487 

2 

Federal  Information 
Security  Analysis 

$88 

$528 

0.6 

State  and  Local 
Market  Analysis 

$269 

$430 

1 

Total  for  Segment 

$1,419 

$2,445 

3.6 

3 OCrCi 
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INPUT 

i 

Consulting  - What  Our 

1 1| 

Members  Want 

• Market  Assessments 

• Opportunity  Identification 

• Strategic  Planning 

• Capture 

• Competitive  Intelligence 

• Merger  and  Acquisition  Support 

• Federal  Start 
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INPUT 


Consulting  Offers  - How 
Should  We  Respond 


Current  offerings  include: 
Market  Assessments 
-Opportunity  Identification 
Surveys 

Some  Strategic  Planning 


Proprietary  and  Confidential  - INPUT 


Notes: 


Page  63 


Proprietary  and  Confidential  - INPUT 


63 


2006  Budget  Planning  1 10805 


11-11-05 


£ 


(*) 


INPUT 

onsulting  Offers  - How 


• Future  offerings  include: 

-Strategic  Planning* 
-Daotur^^Manaaement . 
-Business  Development  Pu 


IS 


H=PaTlTTeTiiTg^ervice 
-Meraers  & Acquisitions 

p 

p 

11/11/05 

-Growth  Strategies 

Proprietary  and  Confidential  - INPUT 
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INPUT 


lodl- 


£p7. 


INPUT  Consulting  Group 


Name  and  Former 

Affiliation  / 



Consulting  Assignment 

L.  Kenneth  Johnson  ^ 

President,  U.S.  Operations 
CACI,  International,  Inc 

Strategic  Planning 

Capture  Management 

Business  Development 

Mergers  and  Acquisitions 

Contract  vehicle  and  Task  Ordering  marketing 

Intelligence  and  Defense  issues 

Raising  visibility  in  the  Federal  marketplace 

William  S.  (Steve)  Carrier,  III  v 

Vice  President,  Business  Development  & 
Strategic  Planning 

Northrop  Grumman  Information  Technology 

Strategic  Planning 

Mergers  and  Acquisitions 

Growth  Strategies  and  Marketing 

Alliance  and  Partnerships  (how  emerging 

companies  can  partner  with  major  integrators) 

Proposal  Operations 

Homeland  Security  Enterprise 

Proprietary  and  Confidential  - INPUT 
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INPUT 


INPUT  Consulting  Group 
;S!  (cont’d) 


Name  and  Former 
Affiliation 

Consulting  Assignment 

Carlos  Solarl 

Chief  Information  Officer 

Executive  Officer  of  the  President  (EOP) 

Enterprise  Architecture 
Strategic  Planning 
Execution  IT  Security 

Stephen  C.  Benowitz 

Associate  Director  for  Human  Resources 
Products  and  Services  Office  of  Personnel 
Management  (OPM) 

Human  Resources 

Agency  Insights  - OPM,  National  Institute  of 
Health,  Department  of  the  Treasury 

Recruitment  and  Retirement  Systems 
Pay  for  Performance  Systems 

Leadership  Development  and  Succession 
Planning 
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i 

•hm 


An  ICG  Update 


Signed: 

-L.  Kenneth  Johnson 
-William  (Steve)  Carrier, 
-Carlos  Solari 
-Stephen  Benowitz 


Reviewing: 

-Robert  Kowalski 
-Rick  Turner 
-Donna  Bennett 
-David  Borland 
-Bruce  Brody 
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INPUT- 


An  ICG  Update  (Con’t) 


'Announce  first  four  at  Fed  Focus  on  Nov.  16th 

'Announce  others  in  November  and  December  as 
they  sign 

' Fully  engaged  by  Jan.  1 , 2006 
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INPUT 


• Templatize  market  assessment  and  opportunity  identification  (INPUT 
“Market  Maps”)  for  Federal  Start 

• Work  to  be  done  by  MS  and  Operations 

• ICG  focuses  on  new  offerings 

• Add  IT  Security  practice 


I ICG  ll099's{  INPUT  \ IT  Sec 
" y\ Consulting}  Const i 


IT  Securit 
Consulting j 
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INPUT  Bp006  Government  Strategies 
TMSk  Plan 

■B 


Group 

1/01/2006 

12/1/2006 

Hires 

Events 

2* 

4 

2 

Market 

Analysis 

4 



4 

0 

Consulting 

CiJ 

6 

1 

TOTAL 

11 

14 

3 

‘Does  not  include  sponsorship  sales 
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Sales  and  Marketing 


Wayne  Adams 
SVP  Sales 


November  11,  2005 


www.input.com 
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INPUT' 


Productivity 


• Right  people  in  the  right  jobs 

• S^Jes  management  tools 
v -Pipeline 

-Reporting 
-Training  fu,r 

• Member  service  alignment 

• SLA  support 

• Intellectual  capital  of  the  analysts 
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•Productivity  levels  are  not  where  they  need  to  be  to  support  the  plan 

•There  is  a definite  lack  of  account  management  skills  throughout  the 
sales  force 

-Skill  levels  are  being  assessed  throughout  all  tiers  and  changes  are  anticipated. 
Mgrs.  are  also  being  assessed.  Am  in  the  process  of  interviewing  candidates  for  the 
strategic  sales  roles.  Anticipate  all  changes  by  late  Nov.,  early  Dec. 

•Sales  management  is  spending  approximately  25%  of  their  time 
creating  ad  hoc  reports,  measuring  a pipeline  that  is  not  valid,  and 
trying  to  measure  performance. 

•New  training  is  needed. 

-Managing  for  Results  for  Sales  managers 

-Value  selling  training  for  small  business  reps,  and  enterprise  reps. 

•New  alignment  of  member  services  and  sales  reps,  should  result  in 
better  teaming  driving  renewal  rates  to  better  levels,  and  driving  same 
account  growth  in  small  business,  and  strategic 

•Increased  SLA  support  for  small  business  and  enterprise  sales  should 
yield  an  incremental  $1 ,233m  in  new  business  sales. 

•Ability  to  tap  into  the  "intellectual  capital"  of  senior  analysts  that  have 
proven  track  records  with  the  type  of  accounts  we  are  selling  to  in 
winning  deals  should  increase  the  size  of  deals  and  decrease  the  length 
of  the  sales  cycle. 
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INPUT 


Co  ve  rage/Stru  ctu  re 


Coverage  Model 

- Refine  model  for  each  selling  tier 
^ Strategic  - 91  accounts  >$500M 
^Enterprise  - 440  accounts  >$20M 
^Small  Business  - <$20M 

lo  ~ U.  c/S 


— So 
1 s 3o  >' 


Z_p  n 
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•Current  model  not  working  well.  Need  to  refine  model  for 
efficiency,  ease  of  communication,  improved  support  and 
maximization  and  utilization  of  sales  resources. 

• Need  better  integration  of  member  service  and  sales 
functions. 

• Need  to  drive  more  and  better  qualified  prospects  in  the 
pipeline 

•Need  to  shorten  sales  cycle 


S' So 
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Strategic  Accounts 


• Headcount  of  4 Strategic  Account  Managers 
down  from  6 and  2 Events  up  from  1 

• Renewal  responsibility 

-Member  services  support  ratio  of  1:1 

• Strategies 
-Up-sell 

-New  Business  - competitive  accounts,  non 
clients 

-Consulting 

-Events 
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Notes: 

■ Need  to  build  a true  strategic  account  practice  - 91  accounts 
Virtual  teams  with  consulting,  events,  member  services 
Retention  rate  assumption  is  82% 

Renewal  relationship  owned  by  sales  — member  services  to  perform  activities  necessary  for 
supporting  strategic  account  plan  3 

1-  Farming  within  accounts  by  introducing 

2.  New  service 

3.  Consulting 

4.  Events 

5.  Building  mentor/protege  strategy 

6.  Channel  Development 
• Strategies 

Up-sell  opportunity  $5.6M. 

cu?tomerseVera9e  W'th  Vendor  Prof,les  and  leverage  vendor  profiles  and  teaming  for  all  non  profile 

Market^Analys^v^th' a?l9S&L  pro^es'  Focus  on  50%  who  do  not  have  Ops.  & profiles.  Leverage  S&L 

INPUT  services"  Create  f°rmal  pr°9ram-  Ex-  Northr°P  Grumman.  Will  pay  for  formal  protege  package  of 

30%  hit  rate  drives  $1 .68M  growth  or  $800K  NCVI 
Plan  drives  -20%  growth  YOY 

Consulting  - Take  on  consulting  quota.  Lead  generation  machine  for  Consulting  organization 
Add  one  events  person  to  drive  events  sponsorships  and  paid  attendance  at  events. 

New  Products 

•INPUT  Executive  Program  - Differentiator  for  INPUT-  High  touch  service 
• Market  Map  - applies  to  Foreign  entities 

n^apng^Hr^w ^comp1  plan 6 longer  term  strategic  activity  within  the  account  rather  than 

be  baseid  °?  n{£  contract  value  increase  (NCVI)  for  research  with  accelerator  ai 
and  pay  a lesser  accelerator  for  Crev. (consulting  revenue) 

StrategiC  territ0ry  Wlth  °nl-V  Prospects  and  accounts  tha 
bU2006,Unt  assumPtrons:  4 Strategic  Accounts  People  down  from  6 in  2005  and  2 Events  position; 
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INPUT 


Strategic  Accounts 


— 


New  Products 
-INPUT  Executive  Program 
-Market  Map 
-Teaming 

Compensation  plan  changes  to 
-70/30 

-Net  Contract  Value  Increase 
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Need  to  build  a true  strategic  account  practice  - 91  accounts 
Virtual  teams  with  consulting,  events,  member  services 
Retention  rate  assumption  is  82% 

Renewal  relationship  owned  by  sales  — member  services  to  perform  activities  necessary  for 
supporting  strategic  account  plan 

1.  Farming  within  accounts  by  introducing 

2.  New  service 

3.  Consulting 

4.  Events 

5.  Building  mentor/ protege  strategy 

6.  Channel  Development 
• Strategies 

• Up-sell  opportunity  $5.6M. 

• Teaming  leverage  with  Vendor  profiles  and  leverage  vendor  profiles  and  teaminq  for  all  non 

profile  customers  3 


S&L  - 50%  have  S&l  Ops  & profiles.  Focus  on  50%  who  do 
Leverage  S&L  Market  Analysis  with  all  S&L 


not  have  Ops.  & profiles. 


Mentor  Protege-  Create  formal  program.  Ex.  Northrop  Grumman.  Will  pay  for  formal  protege 
package  of  INPUT  services.  a 


• 30%  hit  rate  drives  $1 .68M  growth  or  $800K  NCVI 

• Plan  drives  -20%  growth  YOY 

• Consulting  - Take  on  consulting  quota.  Lead  generation  machine  for  Consulting  organization 

• Add  one  events  person  to  drive  events  sponsorships  and  paid  attendance  at  events. 

• New  Products 


•INPUT  Executive  Program  - Differentiator  for  INPUT-  High  touch  service 
• Market  Map  - applies  to  Foreign  entities 

• Increase  in  base  comp  will  drive  longer  term  strategic  activity  within  the  account  rather  than 
managing  their  own  comp  plan. 

• Compensation  will  be  based  on  net  contract  value  increase  (NCVI)  for  research  with  accelerator  at 
100%  and  pay  a lesser  accelerator  for  Crev.(consulting  revenue) 

• As  model  matures,  consider  pure  hunting  strategic  territory  with  only  prospects  and  accounts  that 
only  have  a competitive  presence. 

• Headcpunt  assumptions:  4 Strategic  Accounts  People  down  from  6 in  2005  and  2 Events  positions 
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INPUT 


• 12  Enterprise  Account  Reps.  vs.  10  in  2005 

• Renewal  Responsibility 

-Member  services  support  ratio  of  1 :3 

• SLA  alignment  (^) 

• Strategies 

- Up-sell 
-New  Business 
-Consulting 
-Events 
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Notes: 


•Insure  that  true  enterprise  accounts  with  potential  for  suites  of  services  exist  within 
team  as  well  as  consulting  and  events  opportunities. 

•Currently  getting  analysis  of  up-sell  vs.  new  business  in  Enterprise  accounts. 

•Renewal  responsibility.  Increasing  the  member  support  ratio  will  help  to  drive 
productivity  and  build  stronger  relationships  with  each  team.  Need  to  improve 
retention  to  85%. 

•SLA  support  (2)  to  help  drive  more  qualified  prospects  helping  to  increase  number 
of  appointments  and  shorten  sales  cycle.  Will  also  build  pipeline  earlier  in  year. 

•New  Products 

•INPUT  Executive  Program  - Differentiator 

•Market  Map  - Driven  out  of  Member  Services  for  those  prospects  looking  for 
advice  rather  than  research 

-Plan  drives  36%  growth  YOY. 


•Compensation  plan  change  to  60/ 40  will  help  to  drive  more  account  plan  activities 
as  opposed  to  purely  tactical  activities. 

•Net  Contract  Value  Increase  (NCVI)  to  help  drive  behavior. 

•Consulting  paid  as  % 

•Headcount  assumptions:  12  Enterprise  reps.-2006  up  from  10  in  2005 
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New  Products 
-Teaming 
-Market  Map 

Compensation  plan  changes  to 
-60/40 

-Net  Contract  Value  Increase 
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Notes: 


•Insure  that  true  enterprise  accounts  with  potential  for  suites  of  services  exist  within 
team  as  well  as  consulting  and  events  opportunities. 

•Currently  getting  analysis  of  up-sell  vs.  new  business  in  Enterprise  accounts. 

• Renewal  responsibility.  Increasing  the  member  support  ratio  will  help  to  drive 
productivity  and  build  stronger  relationships  with  each  team.  Need  to  improve 
retention  to  85%. 

•SLA  support  (2)  to  help  drive  more  qualified  prospects  helping  to  increase  number 
of  appointments  and  shorten  sales  cycle.  Will  also  build  pipeline  earlier  in  year. 

•New  Products 


•INPUT  Executive  Program  - Differentiator 

7 I ‘Market  Map  - Driven  out  of  Member  Services  for  those  prospects  looking  for 
, I advice  rather  than  research 

-Plan  drives  36%  growth  YOY. 

•Compensation  plan  change  to  60/40  will  help  to  drive  more  account  plan  activities 
as  opposed  to  purely  tactical  activities. 

•Net  Contract  Value  Increase  (NCVI)  to  help  drive  behavior. 

•Consulting  paid  as  % 

•Headcount  assumptions:  10  Enterprise  reps.-2006  up  from  9 in  2005 
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INPUT  ■ Small  Business  Accounts 


. i 


• Pure  new  business  territories 

• No  renewal/up-sell  responsibility 

• SLA  alignment  (3) 
^Compensation  plan  stays  at  50/50 

• Quota  is  ~$350K  per  territory 

• New  Product 
-Teaming 
-Bid  notification 
-Market  Map 
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•Too  much  time  spent  on  small  up-sell  opportunities  as 
opposed  to  pure  hunting  accounts. 

•Member  services  owning  renewals  and  up-sell  | |jllfevu7\ \J£  ? 
opportunities  will  help  to  drive  new  business  sales.  1 

•This  should  help  raise  retention  rates.  Target  should  be 
75%. 


•Provide  SLA  support  (3)  to  better  qualify  prospects,  create 
more  appointments  and  develop  pipeline. 

•Compensation  plan  to  drive  pure  new  business  behavior. 

•Market  Map  product  is  great  entry  product  for  new  to  Fed. 
Government  companies. 

•Headcount  assumptions:  14  SB  reps. 
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• 1 inside  sales  reps.,  1 outside  sales  rep.  and  1 
mgr/sales  combination 

• Consultant  (Zweig,  White)  hired  to  help 
define/understand  market  - Nov.  2005 

• Marketing  direction  upon  review  of  results 

• Member  service  support  as  accounts  are  sold 

• Compensation  50/50 


Notes: 

•One  inside  sales  rep.  to  drive  new  business  in  small  to  mid 
sized  market.  One  field  sales  rep.  and  Sales/ Manager  combo, 
to  support  the  top  400  contractors  prospect  list. 

•Leverage  consultant  to  understand  AEC  overall  market. 

•Work  with  marketing  to  support  lead  generation  and 
awareness  of  AEC  service  within  prospect  base. 

•Add  support  of  member  services  as  accounts  are  sold. 

• Consider  SLA  support  to  better  qualify  prospects,  create 
more  appointments  and  develop  pipeline. 

•Compensation  of  50/50  supports  new  business  model. 

•Headcount  assumptions:  2 reps,  and  1 mgr./rep.  in  2006. 


11/11/05 
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Member  Services/Sales 
Support  Model 


Strategic 

Enterprise 

Small 

Business 

AEC 

New 

Sales 

Sales 

Sales 

Sales 

Sales 

Renewals 

Sales 

Sales 

Member 

Services 

Member 

Services 

Up-sell 

Sales 

Sales 

Member 

Services 



Member 
Services  l 
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Notes: 


•Member  services/ sales  support  model  as  described  within 
each  tier. 

•Structured  day  for  Member  Services 

•Teaming  agreements  will  be  in  place  reinforcing  working 
relationships  and  tasks  to  drive  continuous  improvement. 
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INPUT 


ales  Lead  Analysts 


• SLA  function  moved  to  Sales 

• SLA  Support 

-5  SLA  by  1/1/06 

• Cost  of  model  for  2006  is  $332. 7K 

• Productivity  increase  for  year  is  $1 .233M 

• Productivity  contribution  for  year  is  $900K 


Proprietary  and  Confidential  - INPUT 


Notes: 


Page  83 


•SLA  function  moved  to  Sales 
•Five  SLA's  in  place  for  2006 
• Assumptions 

-Small  business  analyst  target  is  35  appointments  per  month 
-Enterprise  business  analyst  target  is  12  appointments  per  month 
-Avg.  NB  sale  is  $8k  in  small  business  and  $15k  in  enterprise 
-Avg.  sales  cycle  is  90  days 
-Appointment  to  sale  conversion  is  10% 
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• Other: 

-Multi-year  accelerator* 

-Income  Planners 

-Signed  compensation  agreements  in  place 
within  30  days 

-First  (1st ) half  incentives  to  drive  early 
performance 


0 Proprietary  and  Confidential  - INPUT  Page  84 

Notes: 

•Compensation  ratio  changes  between  base  and  OTE's  to 
drive  right  behavior  for  each  tier. 

•Focus  on  Net  Contract  Value  Increase  (NCVI) 

•Recommend  multi-year  accelerator  to  keep  reps,  whole 
when  signing  multi-year  agreements. 

-Too  much  time  spent  debating  merits  of  compensation 
-This  is  the  behavior  we  want  to  support 

•Will  work  with  CFO  and  staff  to  build  an  income  calculator 
that  reps,  will  have  at  disposal  to  under  total  compensation 
at  different  levels  of  performance.  This  type  of  tool  in  the 
past  helps  mgrs.  and  reps.  In  two  ways.  Foster  a better 
understanding  on  how  they  are  paid,  and  realize  the  metrics 
necessary  to  hit  their  income  goals. 

•Exit  interviews  in  place  today,  but  want  to  insure 
promptness  in  getting  them  signed  so  that  compensation  is 
not  debated  beyond  30  days. 

• Create  1st  half  "Fast  Start"  incentives. 
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INPUT 


ipeline  Management 


__ 


• New  Pipeline  tool  in  place  for  1/1/06 

-Make  percentages  more  relevant  to  weighted 
pipeline 

• Complete  all  activities  in  current  stage  to  move 
on  to  next  stage 

> Create  more  detailed  metrics 

'Weekly  inspection  process 

' Measure  and  inspect  close  rate 
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Notes: 


•Today's  pipeline  definition  and  metrics  does  not  help  to 
support  performance  necessary  to  meet  our  goals. 

•Metrics  of  20%  and  50%  too  vague  to  understand  closeable 
prospects  each  month.  We  need  a more  structured  sales 
pipeline  that  will  be  a more  predictable  barometer  of  the 
health  of  the  business. 

• Completed  new  pipeline  tool  for  MPS 
•Inspection  process  is  "spotty"  at  best. 

• Size  of  pipeline  and  close  ratio  to  support  performance  and 
length  of  sales  cycle  not  a key  metric  at  present. 
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• Create  stack  ranking  of  all  reps./mgrs 


• Reward  top  20% 


• Replace  bottom  20% 

^7— =* 


• Management  letter  to  include  sales  retention 
goals 

• Exit  interviews  by  SVP  for  all  turnover 

• Build  recruiting  pipeline  and  manage  to 
replacement  to  execute  for  2006  & 2007 


Notes: 

•40%  turnover  is  too  high  to  support  renewal  and  new 
business  targets  today. 

•Even  though  we  track  performance  in  monthly  newsletter, 
we  need  much  more  visibility  to  the  stack  ranking  of 
performance. 

•We  need  a better  management  process  at  the  highest 
performer  level  to  develop  their  skills  and  a career  path  and  a 
better  management  process  at  the  lowest  performer  level  to 
identify  not  only  poor  performers,  but  help  to  manage  them 
in  or  out  of  the  business  very  quickly. 

•Each  sales  manager  should  be  given  a goal  in  their 
management  expectation  letter  with  a sales  rep.  retention 
goal. 

• I understand  that  HR  performs  exit  interviews  on  all 
turnover  within  sales,  but  data  from  these  interviews  is 
lacking.  I propose  that  the  SVP,  Sales  do  their  own  interview. 

•It  is  critical  to  the  performance  plan  that  we  build  a recruit 
pipeline  to  quickly  replace  turnover  reps. 
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Training 


1 Contracted  with  ValueVision  Associates  to 
provide  training  for  all  sales,  member  services, 
marketing,  sales  leads  analysts,  marketing 
prospect  analysts 

-6-8  hours  eLearning 

-2  day  workshop  with  role-plays  and  case 
studies 

-Manager  coaching  workshop 

-Quarterly  pipeline  reviews 
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• Requirement  to  differentiate  ourselves  in  the  marketplace 
•Too  many  "no"  decisions  in  pipeline 

• Need  to  drive  more  and  better  qualified  opportunities  into 
the  pipeline 

•Used  at  Gartner  during  my  tenure  and  it  was  very 
successful. 
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• Develop  consistent  high-quality  sales 
presentation  materials 

• Maintain  marketing  prospect  analysts  function 

• Continue  lead  tracking  performance 
improvements 

• Build  awareness  of  INPUT  in  AEC  Market 

• Bolster  State  & Local  Marketing  effort 

• Potentially  integrate  marcom  with  product 
marketing 
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•Today  our  materials  are  inconsistent  and  not  always 
professional.  We  need  to  arm  the  sales  org  with  the  best 
tools  to  improve  competitive  win  capability  and  reinforce  our 
product/ organization  differentiation.  We  will  outsource  this 
initiative. 


•We  are  just  beginning  to  track  the  leads,  their  sources  , and 
the  effectiveness  of  each  lead  type  in  conjunction  with  lead 
follow-up  by  sales  reps.  Most  of  this  process  in  manual 
today  and  needs  to  be  streamlined/ automated  to  become  an 
effective  tool  for  marketing  and  sales  management. 

•We  need  to  build  market  awareness  for  INPUT  in  the  AEC 
market.  Marketing  will  be  identifying  trade  shows, 
associations  and  other  promotion  vehicles  to  enable  INPUT 
to  build  brand  identification  and  awareness  in  these  markets 


• Adding  Bid  notification  will  necessitate  new  marketing 
initiatives  and  marketing  to  companies  that  just  serve  certain 
vertical  or  regional  markets. 

•Currently  this  area  is  managed  directly  by  A.  Morgan.  We 
need  a senior  person  with  excellent  writing  skills  to  manage 
this  function  within  marketing  — freeing  Amanda  to  focus 
more  on  lead  generation,  and  product  marketing  issues 
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Notes: 


Member  Services 
Planning  2006: 

Increasing  Renewal  Rate 

Alan  Balutis 
President  & CEO, 

— Government  Strategies 


November  11,  2005 


www.input.com 
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• Renewal  Analysis 

• Q4  Planned  Actions  and  Progress 

• Current  Member  Services  Organization 

• Member  Advisor  Time  Assumptions 

• 2006  Member  Services  Plan  Recap 

• 2006  Planned  New  Positions 

• 2006  Proposed  Member  Services  Structure 

1 1/1 1/05  Proprietary  and  Confidential  - INPUT  pag 
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C?  70% 
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c 30% 
o 

* 20% 
10% 
0% 


11/11/05 


Notes: 

•Renewals  are  an  area  of  risk  in  the  2006  plan 

•Propose  to  go  from  61%  now  to  70%  in  2006  - each 
percentage  increase  is  $200k  in  additional  revenue. 

•Problems  are  not  fully  diagnosed  but  key  factors  seem  to  be 
tier,  tenure,  and  type  of  company. 

•The  MS  plan  is  designed  to  address  each,  mitigate  risk,  and 
result  in  a higher  renewal  rate. 


Jan  Feb  Mar  Apr  May  Jun  Jul  Aug  Sep  Oct  YTD 

October  Volume:  $688k 
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2005  Renewal  Rates  - YTD 
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Q4  Planned  Actions  and 
Progress 


Knowledge-Base 

-Currently  being  done  through  custom 
reports 

-System  changes  pending  to  evolve  MPS 
(November) 

> Road  Shows 

-Plan  developed  for  Q4 

-New  Jersey  and  Los  Angeles  areas 
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Notes: 


•Road  Shows 

-Mapped  November  and  December  renewals  geographically. 

-High  concentration  of  high-dollar  renewals  noted  in  the  New  York, 
New  Jersey,  Philadelphia  areas  and  the  Los  Angeles  area,  among 
others. 

-Renewals  of  these  organizations  range  from  $10K  - $70K 

-Plan  to  hold  round-table  member  conference  to  obtain  feedback  and 
discuss  ideas  and  target  10  members  at  each. 

-Events  will  be  centrally  located  in  Central  Jersey  and  LA. 

-Investigating  venues  and  dates  - aiming  at  first  week  of  December. 
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Planned  Actions  and 
Progress  (cont.) 


Early  Renewal  Incentives 
-Being  offered,  ongoing 
Increased  Executive  Involvement 
-Ongoing 
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• Incentives 
-Event  registrations 
-Head-table  seats 
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INPUT  ■ 2006  Member  Advisor  Time 
■§|-  Assumptions 


Jan-Jun 


Jul-Dec 


Reactive  Research 
-•-FOIA 
-^-Training 
Renewals 

Proactive  Research 

* 

. T 

• Planned  Daily 
Activity 

-32%  proactive 

% 

-25%  member  . 
requests 

-13%  training 

-13%  renewals/  up 
sells 

-10%  professional 
development 

-7%  admin. 
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•Begin  2006  with  ~1100  members 
•Add  about  150  new  members  overall 
•Factored  renewal  rate  at  70% 


•Proactive  research  will  increase  per  member  on  average  in 
the  second  half  of  the  year  as  the  time  spent  renewing 
presumably  decreases. 

•Plan  is  to  increase  the  amount  of  proactive  analysis  done  by 
member  advisors  to  a third  of  a day,  ideally. 

•New  MAs  (Industry  and  Government)  will  support 
proactive  analysis  on  the  back-end. 

• Market  Analysis  team  will  produce  targeted  proactive 
research  for  members. 
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2006  Improvements  and 
Initiatives 


• Customized  Member  Service  Plans 

• Establishment  of  a “Save/Capture  Team”  (i.e. 
SWAT  Team) 

• Outreach 

-Continue  and  expand  “Road  Show”  program 
-Conduct  focus  group  events  for  members 

^9  - ? reiuXCT  .? 
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Notes: 


•Q4  Improvements  and  Initiatives  (Background): 

-Use  Member  Request  Tracking  System  as  a "knowledge-base" 

-Gain  insight  on  hot  topics  and  frequent  requests 

-Produce  proactive  "packaged"  analysis  based  on  recurring  needs 

-Plan  visits  to  November  and  December  renewals;  coordinate  travel 

-Offer  incentives  for  early  renewal  (seats  at  events,  etc.) 

-Increase  and  better  coordinate  Executive  involvement 

-Begin  quarter  with  all  new  service  agreements  distributed  to 
members 

•2006  Initiatives: 

-Customized  plans  - begin  with  Strategic  and  Enterprise  - lay  out  a 
roadmap  at  the  time  of  renewal,  with  key  member  expectations, 
milestone  dates,  deliverables,  etc. 

-SWAT  Team  gets  involved  on  challenging  and  at-risk  renewals  at 
least  one  quarter  in  advance  of  renewal. 
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1006  Improvements  and 
Initiatives  (cont.) 


Systems 

-Evolve  Member  Request  Tracking  System  into 
true  knowledge-base 

-MPS  enhancements  to  report  on  “Member 
Health” 

O Usage  patterns  and  activity 
^‘‘Needs’’  profile 

-Deploy  enhancements  to  improve  lead  tracking 
and  reporting 
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• Staffing 

-Increase  the  in-house  expertise  on 
government  market  and  capture  process 

-Align  Member  Advisors  with  Sales 

• Training 

/ -IT  exchange  programs  for  Member  Advisors 

-Association  programs  and  memberships 
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• Collaboration 
-Joint  training  with  Sales 
-Regular  meetings  between  MS  and  Operations 
^Product  feedback 
^Member  perspectives  and  health 


11/11/05 
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006  Improvements  and 
Initiatives  (cont.) 


• New  Organization 

-Member  Advisor  alignment  with  Sales 
■=>1:1  - Strategic 
=>3:1  - Enterprise 

-Addition  of  an  Industry  Advisor  Team 

^Experienced  in  various  industries  (SW,  PS, 
Channels) 

=>Support  proactive  research  initiatives 
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Improvements  and 
Initiatives  (cont.) 


-Specialized  Advisors  for  first-year  members 

-Advisor  focused  on  “graduating”  Small 
Business  members 

-Coordinate  with(^ed)Start/Market  Map  initiative 

l 

e 


c 
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2006  MS  Staffing  Plan 


Team 

1/1/06  ^ 

12/31/06 

Hires 

Strategic/Ent 

erprise 

7 X' 

9 

2 

Small 

Business 

10 

10 

0 

Support 

6.5 

7.5 

1 

Mgt. 

2 

2 

0.5 

TOTAL 

25 

28.5 

3.5 

Notes: 
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•Principal  Member  Advisor  (Industry) 

-Reports  to  Brian 

-Former  industry,  BD  and  capture  experience 
-Three  Positions  (includes  Bill  Young): 

Software,  professional  services,  SI  company  experience 
Channels  experience 

-Direct  support  to  select  members  in  the  space 

-Back-end  support  to  all  members  in  the  space 

• Principal  Member  Advisor  (Government) 

-Reports  to  Alan  in  early  2006 

-Former  key  government  officials 

-Experience  in  cross-cutting  government  programs 

-Experience  in  program  planning  and  management,  budgeting,  etc. 

-Support  members  proactively  and  support  Mkt.  Analysis, 
Consulting 

-Two  positions 

Former  DoD 

Former  civilian  government 
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INPUT  1 2006  Planned  Organizational 

Change 


Market  Analysis  Group 

-Align  with  Member  Services  early  2006 

-Move  into  Member  Services  late  2006 

-Retain  Market  Analysis  function 

-Produce  proactive  research  content  for 
members 

^Scheduled  and  planned 
^ Aimed  at  specific  member  needs  _ 
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•Small  Business  Team: 

-Two  MAs  dedicated  to  work  with  Year  1 members 
Greater  training  focus 
Rotate  each  year  - MA  stays  with  member 
•Enterprise  Team 

-One  MA  dedicated  to  "graduating"  SB  members 
Tier  7 focus 

Work  closely  to  help  member  grow,  and  grow  INPUT  subs  in 
tandem. 
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Notes: 


• Members  keep  relationships  with  their  single  point  of 
contact  - Member  Advisor. 

•Industry  and  government  experts  become  the  MA  for  key 
members  within  their  area  of  expertise,  and  support  all 
members  on  the  back-end  in  matrixed  fashion.  They  are 
engaged  by  the  MA. 

• Industry  and  government  experts  are  responsible  for 
producing  proactive  analytical  content  in  their  area  of 
expertise  for  distribution  to  members. 

• Industry  and  government  experts  engage  more  deeply  in  a 
member's  planning  and  BD  functions,  and  make 
presentations  to  senior  executives  within  member 
organizations. 
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INPUT 


i 


Conclusions  and 
Recommendations 


1 Focus  on  being  proactive 

' Greater  advisor  specialization  based  on  member 
need 

1 Improved  alignment/communication  with  Sales 
and  Operations 

1 Creation  of  Industry  and  Government  Advisor 
roles  in  Member  Services 

1 More  robust  analytical  “back-end”  to  drive 
proactive  research 

Patience  for  downstream  results! 
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Notes: 


•Final  takeaway  - Renewal  rate  is  a risk  but  that  is  why 
Member  Services  was  created  in  July.  Right  organization, 
right  leadership,  right  staff,  right  plan.  Risk  is  being 
managed/ mitigated. 
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INPUT 


Corp.  Development  Activities 
for  2006 


David  Heinemann 
SVP,  Corp.  Development 


November  12,  2005 


www.input.com 
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INPUT 


Drivers  for  activity 
Schedule  of  Activities 
Specific  Opportunities 
Potential  Impact 
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• Source  of  growth 

• Increase  penetration  of  our  member  base 

• Improve  retention  of  members  j 

• Equip  members  to  be  successful/win  business 

• Hedge  against  market  saturation  and  competition 

• Low  risk  approach  to  development 


•Corporate  development  and  third  party  relationships  can 
provide  a fast,  low  risk  method  to  broaden  and  improve  our 
product  and  service  offerings  for  our  member  base  as  well  as 
get  INPUT  into  new  markets. 

•Time  to  market  and  low  risk  advantages 

• Meet  current  un-met  needs  of  our  member  base 


11/11/05 
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Notes 


€ 
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INPUT 


• Develop  INPUT  written  strategic  plan  (12/31) 
-Develop  three  year  forecast 
-Develop  three  year  product  plan 
-Develop  knowledge  base  for  key  opportunity 


areas 


1 Pursue  specific  markets/opportunities  already 
identified  (ongoing) 
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Notes: 


•Need  plan  to  make  sure  we're  all  on  the  same  page  and 
communicate  our  message  quickly  and  clearly  to  potential 
partners 

•Need  to  have  longer  product  plan  than  one  year 

•We  are  in  the  process  of  improving  our  market  intelligence. 
A Higgs  will  be  dedicated  to  market  intelligence  as  well  as 
identifying  new  business  areas  for  INPUT  to  enter. 
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' * 

' 




• Win/Capture  products/consulting 

• Market  entry  education/training 

• GSA  Schedule  consulting/preparation 

• New  verticals  — (e.g.  A&D,  OM) 

• Government  installed  base  product 

• Resume  Database 

• News  related  web-pages/sponsorship/advertising 

1 1/1 1/05  Proprietary  and  Confidential  - INPUT  Page  111 

Notes: 

•Win/ Capture  — Synchris,  SM&A 
•Education/ Training  — Shipley,  Lohfeld,  Immix 
• GSA  - Immix  and  others 
•New  Verticals  — Infobase,  CJIS 

•News  related  web  pages  would  include  blogs,  Wash  tech  or 
equivalent 

^ Lrf-*—  OyJO.  P u c ^ - T& 

• Uc.7S  . 

UJit-y  / 

|»>HO  I l Cut  iTJflOI.. 


INPUT 


pecific  Opportunities 


AcOuAcnc; 


% 
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INPUT 


all 


Potential  Growth  Impact 
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Product 

Minimum  Rev. 
($M/yr) 

Maximum  Rev. 
($M/yr) 

Win/Capture  Product 

2.0 

10.0 

Education/Training 

2.0 

5.0 

GSA  Schedule 

1.0 

4.0 

Installed  Base  Database 

1.0 

5.0 

Financial  Market  Tools 

0.2 

1.0 

Sponsorship  based  products 

0.5 

10.0 

Resume  Database 

0.5 

2.5 

Total 

7.7 

27.5 
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Notes: 

•These  are  low  and  high  estimates  of  the  potential  revenue 
impact  of  new  product/  market  initiatives. 


9 


• Estimates  done  by  DH  based  on  current  market  competitors 
and  INPUT  results  in  related  markets.  All  estimates  need 
further  refinement  for  business  planning  purposes. 
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Detail  Financial  Presentation 
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1 INPUT 

• Income 
•Balance  Sheet 
•Cash  Flow 
•Sales  Orders 
•Revenue 
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INPUT 


m 


Income  Statement 


$ in  000's 

2003  Act 

2004  Act 

2005  Fcst 

2006  Plan 

2007  Est 

Revenue 

$ 10,462 

$ 16,596 

$ 20,422 

$ 25,148 

$ 31,900 

Cost  of  Services 

2,342 

5,433 

7,007 

10,435 

12,122 

Sales  & Marketing 

5,613 

7,933 

7,662 

8,350 

9,570 

4- 

pr- — — 

Research  & Development 

952 

1,959 

2,238 

2,777 

3,031 

General  & Administrative 

1,844 

2,267 

2,194 

2,450 

2,871 

Depreciation 

222 

440 

590 

1,021 

1,276 

Other  lncome/(Expense) 

- 

224 

104 

136 

160 

Net  Income 

$ (511) 

$ (1.212) 

$ 835 

$ 251 

$ 3,190 

-4.9% 

-7.3% 

4.1% 

1.0% 

10.0% 
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Notes: 
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% of  Revenue 

2003  Act 

2004  Act 

2005  Fcst 

2006  Plan 

2007  Est 

Revenue 

100.0% 

100.0% 

100.0% 

100.0% 

100.0% 

Cost  of  Services 

22.4% 

32.7% 

34.3% 

41.5% 

38.0% 

Sales  & Marketing 

53.7% 

47.8% 

37.5% 

33.2% 

30.0% 

Research  & Development 

9.1% 

11.8% 

11.0% 

11.0% 

9.5% 

General  & Administrative 

17.6% 

13.7% 

10.7% 

9.7% 

9.0% 

Depreciation 

2.1% 

2.7% 

2.9% 

4.1% 

4.0% 

Other  lncome/(Expense) 

0.0% 

1.3% 

0.5% 

0.5% 

0.5% 

Net  Income 

-4.9% 

-7.3% 

4.1% 

1.0% 

10.0% 
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Notes: 
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NPUT 


Balance  Sheet 


$ in  000's 

2003  Act 

2004  Act 

2005  Fcst 

2006  Plan  1 2007  Est 

Current  Assets 

$ 7,003 

$ 7,846 

$ 8,562 

$ 13,682 

$ 19,770 

Fixed  / Other  Assets 

1,127 

1,351 

1,198 

1,161 

1,400 

Total  Assets 

$ 8,130 

$ 9,197 

$ 9,760 

$ 14,843 

$ 21,170 

Current  Liabilities 

$ 1,802 

$ 1 .652 

$ 1,426 

$ 2,931 

$ 3,500 

Deferred  Revenue 

8,509 

f 11,177 

(11,104 

14,432 

17,000 

Shareholder  Deficit 

(2,181) 

(3,631) 

(2,770) 

(2,520) 

670 

Total  Liabilities  & Equity 

$ 8,130 

$ 9,198 

$ 9,760 

$ 14,843 

$ 21.170 
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$ in  000's 

2003  Act 

2004  Act 

2005  Fcst 

2006  Plan 

2007  Est 

Operating  Cash  Flow 

$ 2,417 

$ 852 

$ 1 ,548 

$ 4,814 

$ 7,000 

Investing  Cash  Flow 

(662) 

(870) 

(591) 

(985) 

(1,200) 

Financing  Cash  Flow 

im 

(23) 

(26) 

- 

. 

Net  Cash  Flow 

$ 1 ,724 

1 (111, 

$ 931 

$ 3,829 

$ 5,800 

Ending  Cash 

$ 3,162 

$ 3.121 

$ 4,052 

$ /7,88V 

$ 13,681 

7 7/7 1/Ob  Proprietary  and  Confidential  - 1 NPUT 
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€ 


INPUT 


Notes: 


$ in  000 's 

2003  Act 

2004  Act 

2005  Fcst 

2006  Plan 

2007  Est 

Information  Services 

$ 12,708 

$ 17,630 

$ 19,356 

$ 24,172 

$ 30,000 

Software  Solutions 

207 

151 

125 

96 

$ 100 

Consulting  Services 

44 

641 

447 

2,625 

$ 4,000 

Events 

377 

73fT 

1,098 

1,583 

$ 2,000 

Total  Sales  Orders 

$ 13.336 

$ 19.160 

$ 21,026 

$ 28,476 

$ 36,100 
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INPUT 


ales  Orders  Growth 

!' 

immi 


2003  Act 

2004  Act 

2005  Fcst 

2006  Plan 

2007  Est 

Information  Services 

56% 

39% 

10% 

25% 

24% 

Software  Solutions 

116% 

-27% 

-17% 

-23% 

4% 

Consulting  Services 

-90% 

1357% 

-30% 

487% 

52% 

Events 

n/a 

96% 

49% 

44% 

26% 

Total  Sales  Orders 

53% 

44% 

10% 

35% 

27% 
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€ 


INPUT 


i .;fHi 

mm 


Revenue 


$ in  000' s 

2003  Act 

2004  Act 

2005  Fcst 

2006  Plan 

2007  Est 

Information  Services 

$ 9,872 

$ 15,002 

$ 18,729 

$ 21,045 

$ 26,000 

Software  Solutions 

138 

176 

166 

97 

$ 100 

Consulting  Services 

75 

733 

587 

2,423 

$ 3,800 

Events 

377 

685 

940 

1,583 

$ 2,000 

Total  Revenue 

$ 10.462 

$ 16,596 

$ 20.422 

$ 25.148 

$ 31,900 

€ 


Notes: 
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2003  Act 

2004  Act 

2005  Fcst 

2006  Plan 

2007  Est 

Information  Services 

21% 

52% 

25% 

(l  2% 

J 24% 

***= 

Software  Solutions 

44% 

28% 

-6% 

-42% 

3% 

Consulting  Services 

-83% 

877% 

-20% 

313% 

57% 

Events 

n/a 

82% 

37% 

68% 

26% 

Total  Revenue 

20% 

59% 

23% 

23% 

27% 
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INPUT 


_ 


Introduction 


•Customer  Profitability 
•Product  Profitability 
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INPUT 


n 

-1 


ustomer  Profitability 
Assumptions 


Revenue  - allocation  based  on  2005  actual 
Labor  cost  allocated: 

-Operations  - higher  allocation  to  larger  co’s 
-Member  Svcs  - teams  mapped  to  co’s 
-Sales  - teams  mapped  to  co’s 
-Marketing  - higher  allocation  to  smaller  co’s 
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Notes: 

•Revenue  allocation 
-Based  upon  2005  split 


-Applied  renewal  rate  by  tier  strategic=82%  (76%  ytd),  enterprise=70%  (60%  ytd), 
small=60%  (56%  ytd)  r ' 3 ' 


-New  sales  split  between  new-new  (70%)  and  new-up  sell  (30%) 

•Operations  Labor 

-Cost  allocated  by  tier  with  disproportionate  amount  allocated  to  larger  companies. 

-In  other  words,  very  little  incremental  cost  is  incurred  to  sell  to  small  companies 
(or  any  company  for  that  matter). 

-Allocated  based  upon  revenue  adjusted  as  follows:  Strategic  = 1.5  x multiplier, 
enterprise  = 1-1.25  x,  small  business  = 0.5  x 

• Member  Services  Labor 


-Each  department  mapped  to  the  tier  being  served. 

-Management  and  the  general  support  team  are  allocated  based  upon  revenue 
adjusted  as  follows:  Strategic  = 1.75-2.0  x multiplier,  enterprise  = 0 75- 1.5  x,  small 
business  = 0.25-0.5  x 


•Sales  Labor 

-Each  department  mapped  to  the  tier  being  served. 

-Management  allocated  based  upon  revenue  with  no  adjustment 
-Sales  Leads  team  allocated  as  follows: 

-Strategic  = 0%,  enterprise  = 30%,  small  business  = 70% 

• Marketing  Labor 

-Allocated  based  upon  revenue  adjusted  as  follows:  Strategic  = 0.5  x multiplier, 
enterprise  = 0.5-1. 0 x,  small  business  = 1.5  x 
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1 INPUT 

Information  Services 

$ in  000's 

Strategic 

Enterprise 

Small 

Business 

Total 

Revenue 

$ 5,650 

$ 8,343 

$ 7,052 

$ 21,044 

Labor  Costs 

Operations 

1,546 

1,719 

575 

3,840 

Member  Services 

612 

798 

773 

2,183 

Sales 

888 

2,084 

2,328 

5,300 

Marketing 

92 

257 

335 

685 

Direct  Contribution 

2,512 

3,485 

3,041 

9,038 

Revenue 

100% 

100% 

100% 

100% 

Labor  Costs 

Operations 

27% 

21% 

8% 

18% 

Member  Services 

11% 

10% 

11% 

10% 

Sales 

16% 

25% 

33% 

25% 

Marketing 

2% 

3% 

5% 

3% 

Direct  Contribution 

44% 

42% 

43% 

43% 
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Notes: 


•Higher  cost  of  sales  and  marketing  for  small  business  offset 
by  low  incremental  cost  of  operations 
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•.  v;| 

_ 


Fed  Technology 
Info  Products 


Federal  Technology  Information  Services  * 

Opport. 

Agency 

Profiles 

Vendor/ 

Teaming 

Labor 

Pricing 

Task  Orders 

Contact^ 

Directory 

Subtotal 

Revenue 

$ 9,444 

$ 2,752 

$ 1,835 

$ 734 

$ 972 

$ 24 

$ 15,760 

Direct  Expense 

1,434 

245 

159 

216 

268 

_ 

2,323 

Direct  Contribution 

8,010 

2,507 

1,675 

517 

704 

24 

13,437 

Allocation  Expense 

6,995 

1,757 

1,230 

659 

834' 

13 

11,487 

EBITDA 

$ 1,015 

$ 750 

$ 446 

$ (142) 

$ (130) 

$ ii 

$ 1,950 

Direct  Contribution  % 

85% 

91% 

91% 

70%" 

72% 

100% 

85.3% 

EBITDA  % 

11% 

27% 

24% 

-19%' 

-13% 

47% 

12.4% 

>vuU* 


1 i 1 
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INPUT 


AEC  Information  Services 

Opport. 

Fed  Agen^ 
Profile/ 

Fed  VendJf 
Profiles 

S8.L  Bid 

Subtotal 

Revenue 

$ 384 

$ / - 

$ 50 

$ 29 

$ 463 

Direct  Expense 

243 

/ 

- 

56 

300 

Direct  Contribution 

141 

/ 

50 

(27) 

163 

Allocation  Expense 

461 

/ 

27 

82 

570 

EBITDA 

$ (320) 

$/ 

$ 23 

$ (109) 

GO 

£ ■ 
O 
-Nl  1 

Direct  Contribution  % 

37% 

/ 0% 

100% 

-94% 

35.2% 

EBITDA  % 

-83% 

0% 

46% 

-377% 

-87.9% 
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INPUT 


State  & Local  Technolo 

□V  Information  Services 

Opport. 

if-IT  Bid 
Notification 

Government 

Profiles 

Grants 

Contact  A 
Directory 

Subtotal 

Revenue 

$ 1,642 

$ 78 

$ 475 

$ 439 

$ 24 

$ 2,658 

Oirect  Expense 

39T 

199 

174^ 

119 

_ 

886 

Direct  Contribution 

1,249 

(121) 

301 

320 

24 

1,773 

Allocation  Expense 

1,391 

308 

429 

375 

13 

2,516 

EBITDA 

$ (142) 

$ (429) 

$ (128) 

$ (55) 

$ 11 

$ (743) 

Direct  Contribution  % 

76% 

-155% 

63% 

73% 

100% 

66.7% 

EBITDA  % 

-9% 

-551% 

-27% 

-13% 

47% 

-28.0% 

Ven.r'  <~ 
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— 





Market 

Analysis  Products 


Market  Analysis  Services 

• 

Federal  Mkt 
Analysis 

Info  Sec  Ind. 
Analysis 

S&L  Mkt 
Analysis 

INPUT  Exec 
Prgm 

Subtotal 

Revenue 

$ 1,194 

$ 275 

$ 342 

$ 353 

$ 2,164 

Direct  Expense 

362 

85 

135 

96 

679 

Direct  Contribution 

832 

190 

207 

257 

1,485 

Allocation  Expense 

825 

195 

263 

259 

1,541 

EBITDA 

$ 7 

i © 

$ (57) 

$ (2) 

$ (56) 

Direct  Contribution  % 

70% 

69% 

60% 

73% 

68.6% 

EBITDA  % 

1% 

-2% 

-17%' 

-1% 

-2.6% 
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INPUT' 


m 


Summary  by  Line  of 
Business 


Line  of  Business  Summary 

Information 

Services 

Software 

Market 

Analysis 

Consulting 

Events 

v Total 
Y^ompany 

Revenue 

$ 18,881 

$ u irfT 

1 2,164 

$ 2,423 

$ 1,584 

$ \ 31,811 

Direct  Expense 

3,508 

- 

679^ 

1,839 

1,250 

\ 7,276 

Direct  Contribution 

15,373 

6,7ft* 

1,485 

584 

334 

\24,536 

Allocation  Expense 

14,572 



1,541 

318 

250 

VO  ,475 

EBITDA 

$ 801 

$ 2,96k 

$ (56) 

$ 265 

$ 83 

$ V.061 

Direct  Contribution  % 

81% 

100% 

69% 

24% 

21% 

7V 1 % 

EBITDA  % 

4% 

44% 

-3% 

11% 

5% 

1^8% 
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Market  Sizing  for  2006  Budget 
Planning  Meeting 

David  Heinemann 
SVP,  Corporate  Development 


November  11,  2005 
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Competitor 

Data  and  Info 

Analysis 

Consulting 

Events 

Total 

INPUT 

$14M 

$1M 

$1M 

$1M 

$17M 

Federal  Sources  (includes  WMG) 

$5M 

$0.5M 

$6M 

$0.5M 

$12M 

Carroll  Publishing 

$5M 

- 

- 

- 

$5M 

epipeline 

S1.2M 

- 

- 

- 

$1.2M 

Fedmarket 

$2.4M 

- 

$1.5M 

$2M 

$5.9M 

Eagle  Eye 

$1.7M 

- 

S0.3M 

$0.2M 

$2.2M 

Centurion 

S1.3M 

- 

$0.5M 

- 

$1.8M 

FedBizOpps  & FPDS  Re-sellers 

$10M 

- 

- 

- 

$10M 

Associations,  Non-profits 

$5M 

$5M 

$10M 

$20M 

$40M 

Shipley 

- 

- 

$6M 

$6M 

$12M 

SM&A 

- 

- 

$90M 

- 

$90M 

Gartner,  IDC 

$10M 

$40M 

$32M 

$7.5M 

$89.5 

Boutique  consultants 

- 

$5M 

$130M 

- 

$135M 

All  other 

S3.3M 

- 

$3.5M 

$1M 

$7.8 

TOTAL 

$59M 

$51 ,5M 

$281 M 

$38M 

$429M 

11/11/05 
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Note:  Figures  may  not  sum  properly  because  of  rounding 
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Current  Federal  IT  Products: 
Detail  of  Competitor  Buildup 
■ 1 2005 


"Competitor  Buildup"  Methodology  and  Notes 

•Research  started  with  INPUT  competitor  profiles.  The  list  of 
companies  included  in  this  reports  extends  beyond  the 
current  status  of  INPUT  competitor  profiles.  Organizations 
which  offer  INPUT-like  solutions  and  are  opportunity  cost 
decisions  other  than  internal  sources  are  included  here.  The 
list  is  not  exhaustive. 


• For  public  companies,  all  available  public  figures  were 
used.  Certain  key  assumptions  are  commented.  In  general, 
subjective  judgment  was  used  to  estimate  revenues.  Business 
model  assumptions  and  product  offerings  were  used  to 
allocated  revenue  across  business  line  and  industry. 
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INPUT 


Current  S&L  IT  Products: 
►etail  of  Competitor  Buildup 


Competitor 

Data  and 
Info 

Analysis 

Consulting 

Events 

Total 

INPUT 

S2.5M 

$0.2M 

- 

$0.1M 

$2.8M 

Onvia 

$4.1  M 

- 

- 

- 

$4.1  M 

e. Republic  (includes  CDG) 

$3M 

$0.3M 

$0.5M 

$7M 

$10. 8M 

eCivis 

$1.5M 

- 

$0.5M 

- 

$2M 

CJIS  Group 

$0.7M 

- 

$0.3M 

- 

$1 M 

Associations,  Non-profits 

$5M 

- 

$10M 

$10M 

$25M 

Gartner,  IDC 

$6M 

$15M 

$5M 

- 

$26  M 

Boutique  consultants 

- 

$5M 

$40M 

- 

$45M 

All  other 

$0.6M 

$1.8M 

- 

- 

$2.4M 

TOTAL 

$23.4M 

$22. 3M 

$56. 3M 

$17.1  M 

$1 19.1M 

Notes: 
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Appendix  B 
2006  Staffing  Plan 


Executive  Team 


November  11,  2005 
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INPUT 


• Info  Services  Operations 

• Research,  Development  & IT 

• Government  Strategies 

• Sales  & Marketing 

• Member  Services 

• Finance  & Administration 
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# Employees 

2005 

2006 

Inc  / (Dec) 

Avg 

| Yr  End 

Avg 

| Yr  End 

Avg  | Yr  End 

Federal  IT  Info  Services 

Info  Svcs  Operations  Mgmt 

1.5 

1.5 

2.0 

2.0 

0.5 

0.5 

Fed  Technology  Opportunities 

16.9 

21.0 

20.8 

23.0 

3.9 

2.0 

Fed  Agency  Profiles 

2.5 

2.7 

2.7 

2.7 

0.2 

_ 

Fed  Vendor/  Teaming 

2.5 

3.0 

2.5 

2.5 

- 

(0.5) 

Fed  Labor  Pricing 

3.2 

3.5 

3.0 

3.0 

(0.2) 

(0.5) 

Fed  Task  Orders 

2.6 

3.5 

3.5 

3.5 

0.9 

Fed  Contact  Directory 

- 

- 

- 

- 

- 

- 

29.3 

35.2 

34.5 

36.7 

5.2 

1.5 

11/11/05 
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INPUT' 


Info  Services  Operations 


# Employees 

S&L  IT  Info  Services 

S&L  Opportunities 
S&L  IT  Bid  Notification 
S&L  Grants 
S&L  Profiles 
S&L  Contact  Directory 


2005 

2006 

Inc  / (Dec) 

Avg  | Yr  tnd 

Avg  | Yr  End 

Avg  | Yr  End 

7.6 

7.8 

5.7 

5.8 

(1.9) 

(2.0) 

- 

- 

3.2 

3.2 

3.2 

3.2 

2.6 

2.2 

2.2 

2.2 

(0.4) 

- 

1.3 

1.3 

1.3 

1.3 

“ 

" 

11.5 

11.3 

12.4 

12.5 

0.9 

1.2 

Notes: 
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_ 


Info  Services  Operations 


# Employees 

2005 

2006 

Inc  / (Dec) 

Avg  | Yr  End 

Avg  | Yr  End 

Avg  | Yr  End 

AEC  Info  Services 

Fed  AEC  Opportunities 

1.8 

3.0 

3.0 

3.0 

1.3 

Fed  AEC  Vendor 

- 

- 

- 

_ 

_ 

S&L  AEC  Bid  Notification 

- 

- 

0.8 

0.8 

0.8 

0.8 

1.8 

3.0 

3.8 

3.8 

2.1 

0.8 
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INPUT' 


Research,  Dev  & 


_ 


# Employees 

Research,  Development  & IT 

Info  Svcs  - Development 
Software  Solutions  - Development 
| Corp  - Prod  bev/Mgmt 


2005 

2006 

Avg  | Yr  End 

Avg  | Yr  End 

Inc  / (Dec) 


Avg  | Yr  End 


. 'Cui[T  - Internal  Systems' Llevelopme 
Corporate  - Operations  - IT 


11.7 

0.5 

15.0 

13.0 

13.0 

1.3 

(0.5) 

(2.0) 

4.3 

4.5^ 

5.5 

5.5 

1.3 

1.0 

1.5 

1.0 

2.0 

2.0 

0.5 

1.0 

3.8 


4.0 


4.0 


4.0 


21.8  24.5  24.5 


24.5 


0.2 


2.8 
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Government  Strategies 


# Employees 

2005 

2006 

Inc  / (Dec) 

Avg 

| Yr  End 

Avg 

| Yr  End 

Avg  | 

Yr  End 

Government  Strategies 

Fed  Market  Analysis 

2.6 

3.2 

2.2 

2.2 

(0.4) 

(1.0) 

Fed  Information  Security  Analysis 

- 

- 

0.6 

0.6 

0.6 

0.6 

INPUT  Executive  Program 

- 

- 

0.9 

1.0 

0.9 

1.0 

S&L  Market  Analysis 

1.0 

1.0 

1.0 

1.0 

- 

- 

Consulting  - Sales 

0.4 

1.0 

- 

- 

(0.4) 

(1.0) 

Consulting  - Operations 

4.0 

4.2 

5.7 

6.6 

1.7 

2.4 

Events  - Sales 

0.9 

1.2 

2.1 

2.2 

1.2 

1.0 

Events  - Operations 

2.5 

2.1 

3.9 

4.1 

1.5 

2.0 

11.4 

12.7 

16.4 

17.7 

5.0 

5.0 

11/11/05 
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INPUT" 


# Employees 

2005 

2006 

Inc  / (Dec) 

Avg  | Yr  End 

£ 

CQ 

-< 

fT 

13 

Cl 

Avg  | Yr  End 

Sales  & Marketing 

Info  Svcs  Sales  Mgmt 

1.3 

1.0 

1.5 

1.5 

0.3 

0.5 

Strategic  Sales  (Gildea) 

6.4 

6.9 

4.8 

4.8 

(1.6) 

(2.1) 

Enterprise  Sales  (Peacock) 

13.1 

10.0 

12.2 

13.0 

(0.9) 

3.0 

Small  Bus  Sales  (Trumpet) 

9.4 

8.0 

8.0 

8.0 

(1.4) 

Small  Bus  Sales  (Kerrigan) 

9.3 

8.0 

8.0 

8.0 

(1.3) 

AEC  Sales 

1.4 

3.0 

3.0 

3.0 

16 

. 

Sales  Support-Lead  Generation 

3.8 

5.0 

6.0 

6.0 

2.3 

1.0 

Corporate  - Marketing 

7.4 

[ST" 

a.et 

9.8 

2.2 

1.3 

52.0 

50.4 

j 53.1 

54.1 

1.1 

3.7 
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INPUT 


Member  Services 


# Employees 

2005 

2006 

Inc  / (Dec) 

Avg  | 

Yr  End 

Avg  | 

YrEnd 

Avg  | Yr  End 

Member  Services 

Member  Services  Mgmt 

0.8 

1.5 

2.0 

2.0 

1.3 

0.5 

Member  Services  - Enterprise 

4.3 

7.0 

8.5 

9.0 

4.2 

2.0 

Member  Services  - Small 

6.0 

10.0 

8.8 

10.0 

2.8 

_ 

Member  Services  - General 

7.8 

6.5 

7.5 

7.5 

(0.3) 

1.0 

18.9 

25.0 

26.8 

28.5 

7.9 

3.5 
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INPUT 


I 


I * 

Finance  & 
Administration 


# Employees 

2005 

2006 

Inc  / (Dec) 

Avg  | Yr  End 

Avg  | Yr  End 

Avg  | Yr  End 

Finance  & Administration 

Corporate  - G&A  - Acctg 

5.8 

6.0 

7.0 

7.0 

1.3 

1.0 

Corporate  - G&A  - HR 

3.0 

3.0 

3.0 

3.0 

_ 

Corporate  - G&A  - Admin 

4.1 

5.0 

3.0 

3.0 

(1.1) 

(2.0) 

Corporate  - Business  Development 

- 

- 

2.5 

2.5 

2.5 

2.5 

Corporate  - G&A  - Corp 

2.1 

2.5 

2.0 

2.0 

(0.1) 

(0.5) 

15.0 

16.5 

17.5 

17.5 

2.5 

1.0 
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INPUT 


# Employees 

2005 

2006 

Inc  / (Dec) 

Avg 

| Yr  End 

Avg 

Yr  End 

Avg  | Yr  End 

Total 

Federal  IT  Info  Services 

29.3 

35.2 

34.5 

36.7 

5.2 

1.5 

S&L  IT  Info  Services 

11.5 

11.3 

12.4 

12.5 

0.9 

1.2 

AEC  Info  Services 

1.8 

3.0 

3.8 

3.8 

2.1 

0.8 

Research,  Development  & IT 

21.8 

24.5 

24.5 

24.5 

2.8 

_ 

Government  Strategies 

11.4 

12.7 

16.4 

17.7 

5.0 

5.0 

Sales  & Marketing 

52.0 

50.4 

53.1 

54.1 

1.1 

3.7 

Member  Services 

18.9 

25.0 

26.8 

28.5 

7.9 

3.5 

Finance  & Administration 

15.0 

16.5 

17.5 

17.5 

2.5 

1.0 

161.5 

178.5 

189.0 

195.2 

27.5 

16.7 
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The  Authority  on  Government  Business 
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Key  Considerations 


■ The  INPUT  IT  market  intelligence  platforms  have  the  ingredients  in  place  to  realize  substantial  growth  in  contract 
value  — to  $51.9  million  by  year-end  2010: 

• Current  Federal  contract  value  of  $1 7.2  million  grows  to  $41 ,9M  by  year-end  201 0 

• Current  State  & Local  contract  value  of  $2.6  million  grows  to  $10  million  by  year-end  2010 

■ Competitive  environment  suggests  a near-term  need  to  be  aggressive  with  pricing,  in  conjunction  with  a concerted 
effort  to  market  a “bundled”  - INPUT  Federal  Complete  - (and  therefore  lower-priced)  solution 

■ Price  adjustment,  plus  much  better  member  services  execution,  should  result  in  improved  renewal  rates  over  time 

■ In  Federal  products,  contract  value  will  shift  in  favor  of  enterprise  clients,  from  a current  level  of  36%  of  contract 
value  to  over  47%  of  contract  value  by  2010.  Combined  with  small  business  contract  value,  nearly  80%  of 
contract  value  will  be  away  from  strategic  accounts. 

■ In  State  & Local  products,  contract  value  will  shift  in  favor  of  small  business  clients,  from  a current  level  of  over 
20%  of  contract  value  to  nearly  30%  of  contract  value  by  2010.  Combined  with  enterprise  contract  value,  over 
65%  of  contract  value  will  be  away  from  strategic  accounts. 

■ Consulting  should  be  viewed  as  an  opportunity  to  “go  deep”  with  out  strongest  clients  within  a highly  structured 
product  framework 

■ INPUT  should  continue  to  offer  a set  of  highly  visible  events,  viewed  as  a marketing  tool,  but  make  no  attempt  to 
grow  beyond  today’s  activities 

■ Optimized  “sales  operations”  - top-of- funnel,  prospect  rating,  target  management  - are  imperative  to  the 
Company’s  success  and  will  contribute  to  meaningful  increases  in  sales  force  productivity  over  time 

■ A very  robust  member  sendees  effort  will  need  to  contribute  to  a meaningful  improvement  in  renewal  rates 
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Key  Considerations,  Continued 


a Limited  targeted  increases  in  product  creation  headcount  will  result  in  significant  gross  margin  improvement,  while 
meaningful  sales  and  member  services  headcount  growth  will  support  the  ambitious  growth  in  contract  value 

a Projection  for  2010  includes  total  recognized  revenues  of  $50.7  million,  generating  EBITDA  margins  approaching 
20%  - an  “acceptable”  margin  for  INPUT’S  subscription /recurring  revenue  businesses 

■ EBITDA  of  just  over  $10  million  will  create  substantial  equity  value  = at  least  $100  million 
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Top  Five  (5)  Issues 


m Product/ Service  Improvements 

• Customization 

• Depth 

• Thought  leadership 

■ Pricing/Bundling 

• Lower  prices 

• INPUT  Federal  Complete® 

• State  & Local  Complete® 

■ Sales  Force  Optimization 

• Sales  ops 

• Segmentation 

■ Renewals 

• Member  services 

■ Management  Team 

• Vision/culture/leadership 

• Organization  structure 

• Execution 

• Compensation/options 


Confidential 
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Next  Five  (5)  Issues 


■ Market  Analysis /IEP 

• Thought  leadership 

• External  focus 

■ Competition 

• FSI  et  aL 

• Indirect  competition  (e.g.,  Google) 

■ Consulting 

• Different  positioning 

• Bigger  aspiration 

■ Marketing 

• Usefulness  and  effectiveness 

■ New  Opportunities/Terrain 

• Search  advertising/ sponsorship 

• Capture  management 


( Confidential 
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Year-End  Contract  Value  ($M) 


Year-End  Federal  Contract  Value: 
$18M in  2006  to  $41.9M in  2010 


$45.0 

$40.0 

$35.0 

$30.0 

$25.0 

$20.0 

$15.0 

$10.0 

$5.0 


2006  2007  2008  2009  2010 


□ Federal  Strategic 

□ Federal  Enterprise 

□ Federal  Small  Business 
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Federal  IT  Databases:  INPUT  Federal  Complete ® 


■ Current  competitive  pressure  from  FST  suggests  that  a near-term  discount,  accomplished  via  two  methods,  should 
pay  off  in  terms  of  contract  value  growth: 

1.  An  across-the-board  discount  to  individual  products  of  10%  (aggressive,  but  flexible),  beginning  as  soon  as  practical 

2.  Establishment  of  an  explicit  bundled  soludon  - the  “INPUT  Federal  Complete®”  - comprising  the  five  (5)  federal  databases 
and  priced  at  a discount  to  the  current  pricing  levels: 


Sum  of  Current  . 
Average  Prices 

Discounted 

Bundle 

Strategic 

$62,000 

$50,000 

Enterprise 

$44,000 

$35,000 

Small  Business 

$21,250 

$15,000 

■ Current  contract  value  (6/1/06)  of  the  core  databases  (below)  of  $15.8  million  to  increase  to  $34.7  million 
(including  INPUT  Federal  Complete®)  by  year-end  2010: 


Y/E  2006 

Y/E  2007 

Y/E  2008 

Y/E  2009 

Y/E  2010 

IX  Pi  IT  Pederu/ Complete* 

$ 

$ 1,551,000 

$ 3,552,000 

$ 5,977,650 

$ 8,983,166 

1‘cderul  rr  f )pportumlict 

9,099,350 

8,951,270 

9,510,109 

10,390,898 

11,347,277 

Vederul  Agency  Profiles 

2,889,100 

3,107,126 

3,494,402 

4,113,437 

4,783,353 

Teaming 

2,038,145 

2,355,917 

3,062,222 

4,111,852 

5,263,643 

Pedem/Task  Orders 

1,083,500 

1,329,162 

1,548,075 

1,930,589 

2,334,337 

/ ‘ederul  lot  bur  Priting 

1,049,100 

1,228,093 

1,387,996 

1,668,082 

1,956,220 

TOTAL  FEDERAL.  DATABASES 

$ 16,159,195 

$ 18,522,568 

$ 22,554,804 

$ 28,192,506 

$ 34,667,997 

Confidential 
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Target  Market  Opportunity 


ra 


18 

a 


An  investigation  of  the  total  market  opportunity  by  INPUT’S  sales  and  new  business  development  team  suggests  the 
total  addressable  market  for  the  Company’s  federal  products  is  just  under  13,000  companies,  segmented  as  follows: 

• Strategic:  130  companies  identified,  additional  possibilities  added  from  time  to  time  by  INPUT’S  sales  team  ftp/  - l0'-{  f l* by, ; Iq. 

• Enterprise:  2,700  companies  ^ o y lo*  *-uQ 

• Small  Business:  10,000  opportunities 


A systematic  effort  to  rate  each  of  these  prospects  must  be  in  place 

Current  lack  of  a fully  realized  rating  system  leaves  us  uncertain  as  to  the  true  market  opportunity 


?°  > "JV™  X ^ 


- 10- 


ONFIDENTIAL 


re© 

An  Important  Shift  to  Enterprise  and  Small  Business  Contract 
Value  is  Necessary 


Year- End  2006 

Year- End  2007 

Year-End  2008 

Year-End  2009 

Year- End  2010 

# of  (.011  fun  ft 

Conduct  Vabtt 

U 0/  Con f nuls 

CoHtrud  1 iibie 

# of  Contracts 

Contract  I able 

# of  Contracts 

Contract  1 'a/nr 

# of  Con  ha  ds 

Contract  I abet 

* 

IX  PI  T l ethal  Combkte 

Strategic 

13 

$ 665,000 

2*> 

$ 1 .443,500 

45 

$ 2226,325 

62 

$ 3,105,009 

F.ntcrprisc 

0 

19 

647,500 

44 

1355.73(1 

79 

2276,813 

125 

4,384,450 

Small  Business 

0 

16 

238,500 

37 

552,750 

65 

974,513 

100 

1,493.708 

Total  INPUT  Federal  Complete* 

0 

. 

48 

1.551,000 

110 

3,552,000 

189 

5,977,650 

287 

8,983,166 

Federal  IT  Oithortnnihes 

Strategic 

107 

1,715200 

103 

1,487,952 

87 

1232,048 

74 

1.061,643 

61 

884,441 

Enterprise 

319 

3,830,400 

360 

3,884,825 

398 

4294240 

448 

4,841,418 

500 

5399.987 

Small  Busmens 

569 

3,533,750 

636 

3.578,493 

705 

3,963,822 

798 

4,487,837 

900 

5,062,849 

Total  Federal  IT  Opportunities 

995 

9,099.350 

1,099 

8,951,270 

1,189 

9,510.109 

1,320 

10,390,898 

1,461 

11,347,277 

Federal  . Arena  Pn/iles 

Strategic 

87 

830300 

86 

734,477 

72 

616.327 

64 

548,059 

57 

485.193 

Enterprise 

158 

1.106,000 

203 

1.278,680 

245 

1,543,928 

302 

1,904.054 

361 

2271.955 

Small  Business 

318 

952,800 

405 

1.093,970 

494 

1334.146 

615 

1,661323 

750 

2,026205 

Total  Federal  Agency  Prordes 

563 

2,889,100 

694 

3,107,126 

811 

3,494,402 

982 

4,113,437 

U68 

4,783,353 

T taming 

Strategic 

44 

484,000 

50 

491288 

48 

474.179 

55 

541.914 

63 

622.719 

Enterprise 

86 

602,000 

156 

980.942 

224 

1,411,163 

316 

1.990,777 

415 

2.614,737 

Small  Business 

■»| 

662.400 

327 

883.688 

436 

U76.88U 

585 

1.579,161 

750 

2,026,187 

Total  Teaming  (CV  includes  Vendor  Pcrf.  in  2006) 

351 

2,038,145 

533 

2,355,917 

708 

3,062,222 

956 

4,111,852 

1,228 

5,263,643 

Federal  Task  Orders 

Strategic 

31 

452,400 

33 

429,410 

353.797 

26 

345,787 

28 

365219 

Enterprise 

38 

359,100 

60 

512300 

79 

671,715 

103 

878,803 

125 

1,067.739 

Small  Business 

54 

272,000 

86 

387252 

116 

522,363 

157 

703,998 

200 

901.379 

Total  Task  Orders 

123 

L083.500 

179 

1.329,162 

222 

1,548,075 

286 

1,930,589 

353 

2,334,337 

1 fderal  Labor  Pricing 

Strategic 

36 

400,400 

38 

377,908 

31 

308348 

28 

281210 

28 

277.125 

1 nterpnse 

49 

419,900 

70 

332,474 

86 

656,739 

107 

819.544 

125 

957.498 

Small  Business 

57 

228,800 

88 

317.71 1 

117 

422,690 

158 

567,328 

200 

721397 

Total  Labor  Pricing 

143 

1,049,100 

196 

1,228,093 

234 

1387,996 

293 

1,668,082 

354 

1,956,220 

ItOTAI.  H-:dI:RAL  DATABASES  | 2,175  Is  16.159,195  I 2,74')  1$  18,522,568  1 i,275  | S 22,554,804  I 4,025  Is  28,192,506 1 4,851  js  34,667,9971 
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Renewal  Rates  Must  Improve 


m Overall  renewal  rates  in  each  “level”  must  improve  over  current  levels  for  INPUT  to  achieve  contract  value  targets 
without  exhausting  the  market  opportunity  and/or  requiring  an  unachievable  level  of  new  sales: 


Y/E  2006 

Y/E  2007 

Y/E  2008 

Y/E  2009 

Y/E  2010 

Strategic 

mV 

80.0°  o 

85.0% 

90.0% 

95.0% 

95.0% 

Enterprise 

60.0% 

65.0% 

70.0% 

75.0% 

80.0% 

Small  Business 

£ 

40.0% 

45.0% 

50.0% 

55.0% 

60.0% 

< Confidential 
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“Cumulative  Penetration”  Rates  are  Substantial 


Even  with  improving  renewal  rates,  required  new  unit  sales  and  ultimate  “cumulative  penetration”  (i.e.,  the  total 
number  of  account  “touches”  over  the  years)  are  both  significant: 


2006 

2007 

2008 

2009 

2010 

« 

Renewal 

New 

Total 

Renewal 

New 

Total 

Renewal 

New 

Total 

Renewal 

New 

Total 

Renewal 

New 

Total 

Cumulative 

Penetration 

INPUT  Federal  Complete* 

•ii 

- 

- 

48 

48 

33 

110 

81 

108 

189 

145 

142 

287 

375 

Federal  IT  Opportunities 

566 

429 

995 

520 

579 

1,099 

583 

607 

1,189 

635 

685 

1,320 

705 

757 

1,462 

C^oiTD 

Federal  Agency  Profiles 

272 

291 

563 

298 

396 

694 

368 

443 

811 

430 

552 

982 

519 

649 

1,168 

2,805 

Teaming 

126 

225 

351 

180 

352 

533 

279 

429 

708 

375 

581 

956 

509 

719 

1,228 

2,458 

Federal  Task  Orders 

67 

56 

123 

70 

109 

179 

99 

123 

222 

120 

166 

286 

154 

200 

353 

757 

Federal  Labor  Pricing 

75 

68 

143 

82 

114 

196 

109 

125 

234 

128 

165 

293 

158 

196 

354 

788 
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Federal  Analysis  Products 


a Meaningful  commitment  needs  to  be  made  to  this  product/ service  offering  where  we  will  showcase  our  thought 
leadership  and  creativity 

» Information  Security  represents  a template  for  additional  vertical  and  horizontal  products 

m Total  contract  value  in  Federal  Market  Analysis  and  Federal  Information  Security  Analysis  to  increase  from  a 
current  (6/1/06)  value  of  $1.1  million  to  a year-end  contract  value  of  $4.1  million  in  2010: 


Y/E  2006 

Y/E  2007 

Y/E  2008 

Y/E  2009 

Y/E  2010 

Federal  Market  Analysis 

S 1,192,500 

S 1,419233 

S 1,678,727 

S 2,082,731 

S 2,562,875 

Federal  Information  Security  Analysis 

292,400 

515,916 

775,832 

1,133,802 

1,545,428 

TOTAL  FEDERAL  ANALYSIS 

$ 1,484,900 

$ 1,935,149 

$ 2,454,560 

$ 3,216,533 

$ 4,108,302 

a Strategic  and  enterprise  clients  will  remain  the  predominant  consumers  of  these  high-value  insights 


Year-End  2006 

Year-End  2007 

Year- End  2008 

Year- End  2000 

Year- End  2010 

U »/  Contnut. i 

Contnut  Vuhit 

# of  Contracts 

Contruii  1 "aim 

# of  Contrmis 

Contrail  Vahtt 

# of  Conti  aits 

Contract  1 altte 

# of  Contracts 

Contrail  Vabit 

i cmrj/  Marif/  Analysts 


Strategic 

45 

S 780.500 

55 

S 858.533 

58 

S 920.729 

67 

S 1.060.543 

78 

S 1 .229391 

Enterprise 

26 

208,000 

47 

339,840 

70 

502,848 

100 

719.856 

135 

972.605 

Small  Business 

51 

204.000 

61 

220,860 

71 

255,150 

84 

3U2r333 

100 

360,680 

Total  Federal  Market  Analysts 

122 

1,192,500 

163 

1,419,233 

199 

1678,727 

251 

2,082,731 

313 

2,562,875 

i aHt.ii  l"ji>ir»!i:ion  SttHttly  .Annoys/  < 


Strategic 

10 

122,400 

19 

202,716 

*>■7 

290,444 

39 

4 P.4Q2 

52 

561,772 

Fnterprise 

8 

88.000 

-»■> 

218.790 

37 

367.983 

569,027 

81 

800,732 

Small  Business 

8 

82,000 

10 

94,430 

13 

1 17,405 

16 

147373 

20 

182.924 

Total  Federal  Information  Security  Analysis 

26 

292,400 

51 

515,916 

77 

775,832 

113 

1,133,802 

153  r 

1,545,428 

h'OTAL  FEDERAL  ANALYSIS  I 148  It  1,494,900  | 214  I V 1,935,149  | 276  1 « 2,454,560  | 364  |$  3,216,533  1 467  |$  4,108,3112  1 
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INPUT  Executive  Program  ™ 


m Tt  is  important  that  IEP™  develop  substantial  credibility  for  its  research  with  high-visibility  members;  the  program 
must  be  much  more  than  a VIP  meeting/ networking  program  series 

■ IEP™  likely  will  always  predominantly  serve  strategic  and  enterprise  clients 


2006 

2007 

2008 

2009 

2010 

Renewal 

New 

Total 

Renewal 

New 

Tola/ 

Renewal 

New 

Total 

Renewal 

New 

Total 

Renewal 

New 

Total 

Cumulative 

Penetration 

Strategic 

0 

13 

13 

ii 

14 

25 

22 

12 

35 

33 

16 

48 

46 

19 

65 

74 

Enterprise 

0 

9 

9 

6 

8 

14 

10 

9 

19 

14 

11 

25 

20 

13 

33 

SO 

Small  Business 

0 

11 

11 

5 

6 

11 

6 

5 

11 

6 

5 

11 

4 

11 

32 

Total 

0 

33 

33 

22 

28 

50 

38 

26 

64 

53 

31 

84 

72 

36 

108 

155 

■ In  total,  IEP™  contributes  $3.1  million  of  total  contract  value  of  $51.9  million  by  year-end  2010: 


Y/E  2006 

Y/E  2007 

Y/E  2008 

Y/E  2009 

Y/E  2010 

Strategic 

$ 325,000 

$ 654,938 

952,422 

$ 1,398,621 

$ 1,972,490 

Enterprise 

225,000 

363,563 

512,525 

713778 

994,193 

Small  Business 

110,000 

116,025 

119,346 

129,119 

129,965 

TOTAL 

$ 660,000 

$ 1,134,525 

$ 1,584,293 

$ 2,241,017 

$ 3,096,648 
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Investment  Bankers  To  The  Business  Information  Economy 
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State  & Local  Contract  Value  Growth 


% 

• — ' 

u 

S3 

■M 

w 

t- 

+-< 

C 

O 

u 

T3 

C 

W 

u 

05 

<u 


$12.0 


$10.0 


3.0 


$6.0 


$4.0 


$2.0 


2006  2007  2008  2009  2010 


■ S&L  Strategic 

□ S&L  Enterprise 

□ S&L  Small  Business 
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Year-End  Contract  Value  ($M) 


State  & Local  Contract  Value  Growth 


□ S&L  Strategic 

□ S&L  Enterprise 

□ S&L  Small  Business 
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The  State  & Local  Market  Appears  to  Offer  a Solid  Opportunity 


» Initial  forays  into  the  state  and  local  market  by  INPUT’S  business  development  and  sales  team  yield  a fairly 
substantial  market  opportunity: 

• Strategic:  220 

• Enterprise:  1,500 

• Small  Business:  6,500 

■ In  order  to  reach  $10  million  (or  more)  of  total  contract  value,  a concerted  “sales  ops”  effort  must  be  undertaken  to 
approach  this  market 


7 

L CovtpLe-rC 


Y/E  2006 

Y/E  2007 

Y/E  2008 

Y/E  2009 

Y/E  2010 

State  & Local  Opportunities 

S 2,040,200 

S 2,238,903 

S 2,535,778 

2,990312 

3,514,073 

State  Government  Profiles 

656300 

795,173 

978378 

1,249,760 

1360,190 

Federal  Gran ts  - S&L 

439,600 

644373 

898,854 

1355349 

1,651,631 

S&L  Bid  Notification -IT 

197,000 

314,775 

431,951 

607,570 

807,353 

S&L  Teaming  Profiles 

183,195 

379302 

642,119 

948,434 

S&L  Market  .\nalysis 

332,200 

561,663 

779,466 

1,120,989 

1305,993 

Stare  & Local  Vertical  Profiles 

4,000 

6,480 

4,779 

9,844 

9383 

TOTAL  STATE  & LOCAL  PRODUCTS 

$ 3,669,300 

$ 4,744,562 

$ 6,008,607 

$ 7,875,742 

$ 9,996,958 
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State  & Local  Contract  Value  Growth 


^ (Vv  C 1 c, 


State  itr  L/ku!  Offw'lanihu 

Year -End  2006 

Year- End  2007 

Year- End  2008 

Year- End  2009 

Year-End  2010 

# of  {.on tract) 

Con  tract  Value 

ft  of  Contract i 

Contract  1 aloe 

ft  ol  Contrast) 

Contrad  l 'a  hit 

# of  Contracts 

(.on  tract  1 'akt 

tt  of  Contract) 

Strategic 

47 

% 605,800 

59 

% 686.907 

64 

% 750.426 

74 

S 862.665 

85 

S 993,862 

Enterprise 

96 

764,800 

119 

856268 

138 

990.418 

167 

1200,013 

200 

1.440,971 

Small  Business 

223 

669,600 

258 

S 695,628 

294 

794.934 

344 

927,534 

400 

1,079240 

Toul  Sute  tit  Local  Opportunities 

365 

2,040,200 

435 

2,238,903 

4% 

2,535,778 

584 

2990.212 

685 

3,514,073 

State  OattntmtMt  I'm  fins 

Strategic 

29 

217,500 

40 

266.963 

48 

323291 

61 

413,102 

516.647 

Enterprise 

63 

221,200 

265.482 

102 

321,602 

129 

406,892 

160 

50.3,803 

Small  Business 

109 

217.600 

14<> 

262.728 

185 

333,684 

239 

429,766 

300 

539.740 

Toul  State  Government  Profiles 

201 

656.300 

270 

795,173 

335 

978, S78 

429 

1,249,760 

536 

1,560,190 

Strategic 

10 

140,400 

19 

234.981 

28 

341,488 

41 

498,159 

35 

666.4.36 

Enterprise 

22 

179,200 

38 

271,152 

54 

385.646 

75 

541,955 

100 

720.844 

Small  Business 

40 

120.000 

51 

138240 

64 

171.720 

80 

215,136 

98 

264.332 

Toul  Federal  Grants  - S&I. 

73 

439,600 

108 

644.373 

145 

898,854 

1% 

1,255,249 

253 

1.651,631 

Strategic 

17 

1 19,000 

25 

158.443 

30 

191.741 

40 

248.933 

50 

312717 

Enterprise 

8 

20,000 

27 

61.650 

45 

100,530 

70 

158,423 

too 

224,388 

Small  Business 

38 

58,000 

105 

94.680 

155 

139.680 

222 

200214 

300 

270248 

Toul  S&L  Bid  Notification-IT 

83 

197,000 

158 

314,775 

230 

431,951 

332 

607,570 

450 

807,353 

— '-t  ■ 

0 

9 

50220 

20 

108,378 

34 

181.799 

50 

271329 

Enterprise 

0 

20 

62,055 

40 

126284 

(►8 

215,043 

101 

.316,619 

Small  Business 

0 

39 

70.920 

80 

144.540 

136 

245277 

200 

.360286 

Toul  S&L  Teaming  Profiles 

0 

68 

183,195 

140 

379,202 

238 

642,H9 

351 

948,434 

St~L  Market  /Xnahat  ...... 

Strategic 

14 

197200 

23 

297,018 

28 

365,191 

38 

500.922 

50 

652051 

Enterprise 

13 

66.000 

30 

136260 

48 

215.082 

72 

325,562 

100 

449.899 

Small  Business 

23 

69.000 

48 

128,385 

74 

199,193 

109 

294,506 

150 

404,044 

Total  S&L  Market  Analysis 

50 

332,200 

101 

561,663 

150 

779,466 

220 

1,120,989 

300 

1,505,993 

Strategic 

0 

0 

0 

540 

l 

6,453 

1 

6,670 

Enterprise 

1 

3,000 

2 

4.995 

1 

3,497 

1 

2892 

1 

2,314 

Small  Business 

1 ,000 

1.485 

1 

743 

498 

0 

299 

Total  Sutc  & Local  Vertical  Profiles 

2 

4,000 

4 

6,480 

2 

4,779 

3 

9,844 

2 

9,283 

ItOTAI.  STATE  & LOCAL  PRODUCTS  I 774  I S 1.669,100  I 1.144  |$  4,744,562  | L499  It  6,008,6(17  1 Z.002  l»  7,875,742  1 2,577  |t  9,996,951)1 
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As  with  Federal  Products,  Cumulative  Penetration  is  a 
Meaningful  Figure 


2006 

2007 

2008 

2009 

2010 

Renew! 

New 

Total 

Renewal 

New 

Total 

Renewal 

New 

Total 

Renew! 

New 

Total 

Renewal 

New 

Total 

Cumulative 

Penetration 

S&L  Opportunities 

119 

246 

365 

202 

233 

435 

265 

231 

496 

326 

258 

584 

409 

275 

685 

1,488 

State  Government  Profiles 

53 

148 

201 

115 

155 

270 

168 

168 

335 

224 

205 

429 

305 

232 

536 

1,004 

Federal  Grants  - S&L 

31 

48 

79 

41 

67 

108 

69 

76 

145 

102 

94 

196 

147 

106 

253 

429 

S&L  Bid  Notification-IT 

0 

83 

83 

46 

112 

158 

94 

136 

230 

148 

185 

332 

227 

222 

450 

738 

S&L  Teaming  Profiles 

0 

0 

0 

0 

68 

68 

42 

99 

14(1 

93 

145 

238 

168 

183 

351 

495 

S&L  Market  Analysis 

20 

30 

50 

30 

70 

101 

65 

84 

150 

103 

117 

220 

160 

140 

300 

471 

S&L  Vertical  Profiles 

0 

2 

2 

1 

2 

4 

2 

0 

2 

2 

1 

3 

2 

0 

2 

6 
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Investment  Bankers  To  The  Business  Information  Economy 


Database  s Consulting  Software 


Table  of  Contents 
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V Financial  Statements  and  Valuation  Implications 

V Appendix:  Detailed  Business  Model  (Separate  File) 


Consulting 


m Increase  in  revenues  is  built  on  number  of  discrete  project  engagements,  modeled  at  $50,000  per  engagement 

■ “Productized”  consulting  will  allow  for  higher  throughput 

■ Measured  year-by-year  progression: 


2007 

2008 

2009 

2010 

Project  Count 

28 

36 

46 

60 
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Events 


ih  Events  should  continue  to  be  viewed  as  a marketing  platform  from  which  to  feed  new  clients  into  the  Company 
sales  division 

■ Events  held  at  current  level  (just  above  $1.0  million  per  year)  with  the  two  large  events  each  year,  a regular 
“breakfast”  series,  and  several  sponsored  events 
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Potential  New  Products 


■ Advertising/ search-related  revenue  stream 

■ Capture  management 
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Other  Product/Service  Lines 


■ A number  of  additional  product/service  lines  have  been  explored,  none  of  which  seems  appropriate  or  necessary 
for  meaningful  contract  value  growth  through  2010: 

• Resume  Database 

• Federal  and  S&L  Contact  Directories 

• Other  Lead  Generation  Products 

• Government  Executive  Program 

• AEC-like  offerings 

• Web  Services 
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“ Obsolescent ” Product  Lines 


itt  AEG  Product  Lines  — ' ' " ^ ^ 

iC  / ^ - 

• Fed  AEC  Opportunities  ^ c 

• S&L  Bid  Notification -AEC 

» Federal  AEC  Vendor  Profiles 

in  Federal  IT  Vendor  Performance  Profiles:  Being  successfully  replaced  by  Federal  Teaming  product 
n TED  Database 

K MyINPUT  (Now  included  with  product  subscriptions) 

a Fed  FPDC  Contract 

a Subcontract  Opportunities 

• UK  Products 


a Revenue  and  cost  “effects”  to  be  zeroed  out  by  end  of  2007 
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Investment  Bankers  To  The  Business  Information  Economy 

Databases  Consulting  Software 


Table  of  Contents 

V Key  Considerations 

V Federal  Products 

V State  & Local  Products 
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V Financial  Statements  and  Valuation  Implications 
S Appendix:  Detailed  Business  Model  (Separate  File) 


Sales  Optimization  is  the  Key  to  the  Plan 


m Only  limited  growth  is  possible  without  a highly  successful  sales,  marketing  and  member  services  program 

■ Renewal  rates  must  increase,  as  depicted  above,  to  make  the  new  sales  requirement  less  onerous 

■ A regimented  sales  “ops”  effort  is  imperative: 

• Continued  population  of  the  sales  funnel,  via  additions  to  the  SBA  databases,  federal  contractor  lists,  etc. 

• The  ratings  process  must  cover  every  entry  in  the  MPS  (up  from  the  current  level  of  10%) 

• Each  sales  representative  must  have  a clear  “call  list”  that  is  reviewed  each  week 

• The  current  marketing-driven  system  must  be  substantially  replaced  by  the  above 

■ The  plan  includes  incremental  sales  force  productivity,  expressed  as  the  average  number  of  renewal  and  new 
contracts  sold  per  sales  rep,  per  month,  based  on  average  rates  from  2006  (headcount  in  each  sales  group  is  built 
using  these  figures): 


2006 

2007 

\\ 
: 1 

i O i 
i 1 
1 i 

2009 

2010 

\vj  I.J-.its  Sold  p -rSale-p'tJon:  Strategic 

1.2 

1.5 

IP, 

2.1 

2.4 

'■i  ( l 1 J-h  - Sold  p r vale  p r!  <>  i:  E it  qiivt' 

3.4 

VS 

4.2 

4.6 

5.0 

V 1'  I • ' .J-iii  v io Id  p r Sale:  p non:  SI  * 

A vj  av>  S dtspeisc  n , /Sales  S’.H‘P  »rt  Sp*  d di  t 

5.9 

7.0 

S.0 

8.5 

8.5 

9.0 

' . i 1 ev. ; i I T;r-  Sul.l  pi  r 1 ,il  s >t rst >n:  Sti  .tegic 

5 3 

5.4 

5.6 

5. 7 

Avj  I -.a.e'.va:  1 int-  Sold  urSal-spersno:  1 nerptise 

3.7 

LS 

t () 

4.0 

i.i 

\\'j:  Renew;/  1 ruts  Sold  per  Salesperson:  SB 

2.7 

2.8_ 

3.0 

3.1_ 

■ Sales  ops  headcount  (i.e.,  sales  support  - “SS”),  is  grown  at  an  improving  rate  of  SS  staff  per  sales  rep:  as  shown 
above,  7 SS  staff  per  sales  rep  in  2006,  increasing  to  9 SS  staff  per  sales  rep  in  2010. 
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Sales  Optimization  is  the  Key  to  the  Plan 


■ Only  limited  growth  is  possible  without  a highly  successful  sales,  marketing  and  member  services  program 

■ Renewal  rates  must  increase,  as  depicted  above,  to  make  the  new  sales  requirement  less  onerous 

■ A regimented  sales  “ops”  effort  is  imperative: 

• Continued  population  of  the  sales  funnel,  via  additions  to  the  SBA  databases,  federal  contractor  lists,  etc. 

• The  ratings  process  must  cover  every  entry  in  the  MPS  (up  from  the  current  level  of  10%) 

• Each  sales  representative  must  have  a clear  “call  list”  that  is  reviewed  each  week 

• The  current  marketing-driven  system  must  be  substantially  replaced  by  the  above 

■ The  plan  includes  incremental  sales  force  productivity,  expressed  as  the  average  number  of  renewal  and  new 
contracts  sold  per  sales  rep,  per  month,  based  on  average  rates  from  2006  (headcount  in  each  sales  group  is  built 
using  these  figures): 


7 

f 

2006 

2007 

2008 

2009 

2010 

Avg  Nc\v(tinits)Solcl  per  Salesperson:  Strategic 

1.2 

1.5 

2 * '/  1.8 

17/  2.1 

//;.  2.4 

Avg  New  Units  Sold  per  Salesperson:  Enterprise 

3.4 

3.8 

4.2 

4.6 

5.0 

Avg  New  Units  Sold  per  Salesperson:  SB 

5.9 

10  7 ■ 6.5 

1 ' 7.1 

SH  7.7 

~7/  8.3 

Avg.  # Sales  Salespersons /Sales  Support  Specialist  7 

7.0 

7.5 

8.0 

8.5 

9.0 

Avg  Renewal  (jnitijlSold  per  Salesperson:  Strategic 

5.3 

5.4 

5.5 

5.6 

5.7 

Avg  Renewal  Units  Sold  per  Salesperson:  Enterprise 

3.7 

3.8 

3.9 

4.0 

4.1 

Avg  Renewal  Units  Sold  per  Salesperson:  SB 

9 7 

2.8 

2.9 

3.0 

3.1 

■ Sales  ops  headcount  (i.e.,  sales  support  — “SS”),  is  grown  at  an  improving  rate  of  SS  staff  per  sales  rep:  as  shown 
above,  7 SS  staff  per  sales  rep  in  2006,  increasing  to  9 SS  staff  per  sales  rep  in  2010. 
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A Robust  Member  Services  Effort  Will  Ensure  Renewal  Rate 
Improvement 


■ Member  Services  must  be  thought  of  as  part  of  the  product  deliverable  (and  is  accordingly  tracked  as  a cost  of 
services) 

■ Having  an  available  and  proactive  Member  Services  group  will  result  in  enhanced  client  experience  with  INPUT 
products,  availability  of  cross-selling  opportunities,  and  renewal  rate  improvement 

■ Member  services  staff  should  be  able  to  realize  limited  incremental  productivity  increases  - at  a rate  of  an  additional 
5 contracts  per  member  services  specialist  per  year: 


Y/E  2006 

Y/E  2007 

Y/E  2008 

Y/E  2009 

Y/E  2010 

Year-end  # of  Contracts  per  MS  Specialist:  Strat/Ent 

139 

144 

149 

154 

159 

Year-end  # of  Contracts  per  MS  Specialist:  SB 

218 

223 

228 

233 

■ The  implied  amount  of  time  spent  per  contract  per  member  services  staff  member  per  month  improves  slightly: 

• Strategic/Enterprise:  1.25  hours  per  contract  per  month  improves  to  1.1  hours  per  contract  per  month 

• Small  Business:  48  minutes  per  contract  per  month  improves  to  44  minutes  per  contract  per  month 
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A Robust  Member  Services  Effort  Will  Ensure  Renewal  Rate 
Improvement 


■ Member  Services  must  be  thought  of  as  part  of  the  product  deliverable  (and  is  accordingly  tracked  as  a cost  of 
services) 

■ Having  an  available  and  proactive  Member  Services  group  will  result  in  enhanced  client  experience  with  INPUT 
products,  availability  of  cross-selling  opportunities,  and  renewal  rate  improvement 

■ Member  sendees  staff  should  be  able  to  realize  limited  incremental  productivity  increases  - at  a rate  of  an  additional 
5 contracts  per  member  services  specialist  per  year: 


5 ear-end  # o' 

Contracts  pet  MS  Specialist:  Strat/Ent 

Y/E  2006 
139 

Y/E  2007 
144 

Y/E  2008 
149 

Y/E  2009 
154 

Y/r 

Year- end  # of 

< An  tract  tier  MS  Specialist:  SB 

218 

223 

228 

233 

oo 

15 


■ The  implied  amount  of  time  spent  per  contract  per  member  services  staff  member  per  month  improves  slightly: 

• Strategic/Enterprise:  1.25  hours  per  contract  per  month  improves  to  1.1  hours  per  contract  per  month 

• Small  Business:  48  minutes  per  contract  per  month  improves  to  44  minutes  per  contract  per  month 
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Investment  Bankers  To  The  Business  Information  Economy 


Databases  Consulting  Software 


Table  of  Contents 

V Key  Considerations 

V Federal  Products 

V State  & Local  Products 

V Other  Service  Lines 

V Sales,  Marketing  and  Member  Services 

V Cost  Structure/Headcount  Growth  Plan 

S Financial  Statements  and  Valuation  Implications 
S Appendix:  Detailed  Business  Model  (Separate  File) 


Constant  Product  Enhancements  Must  be  Part  of  the  Culture 


■ Information  Services 

• INPUT  databases  must  be  known  to  be  the  “deepest”  (i.e.,  more  data/insight  get  opportunity)  and  the  most  current 
information  sources 

• Analysis  products  must  be  shown  to  feature  thought  leadership  and  actionable  insights 

• The  Input  Executive  Program™  must  provide  leadership  research  into  the  issues  the  membership  chooses  as  critical  to  their 
success 

■ Consulting  services  needs  to  codify/productize  several  consulting  frameworks,  in  which  it  will  focus  its  assignments 

■ Although  not  a cornerstone  of  the  Company’s  growth  trajectory,  Events  should  continue  to  be  viewed  as  an 
excellent  marketing  platform  from  which  to  feed  new  clients  into  the  Company’s  sales  division 


■ The  headcount  additions  set  forth  on  the  following  pages,  while  allowing  for  incremental  improvement  in  margin 
over  time,  should  also  allow  for  the  necessary  product  enhancements  to  optimize  INPUT’S  product/ service 
positioning  in  the  market 
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Information  Services  Headcount 


Information  Services  Headcount 


■ Information  Services  headcount  is  grown  incrementally  in  most  positions  as  product  enhancement  opportunities 
are  identified 


Information  Services  Operations 

Avg.  Base  Salary 

2006 

2007 

2008 

2009 

2010 

Plexico  - E I P 

% 

215,001 

0.5 

0.5 

0.5 

0.5 

0.5 

C. reamer  Dir  Riu  Ufa  ( r & 

% 

127,200 

1 

1 

1 

1 

1 

Eixec.  Asst. 

$ 

48,000 

0.3 

0.3 

0.3 

0.3 

0.3 

Research  Team 

$ 

86,400 

1 

3 

3 

4 

4 

Fed  Tedinology  Opportunities 

$ 

50,400 

16 

18 

20 

21 

22 

Fed  Agency  Profiles 

% 

55,200 

2 

2 

2 

4 

4 

Fed  Vendor/  Teaming 

% 

45,600 

2 

2 

4 

5 

5 

Fed  Labor  Pridng 

$ 

52,800 

3 

3 

3 

4 

4 

Fed  Task  Orders 

% 

57,600 

4 

4 

4 

5 

5 

Fed  Market  Analysis 

$ 

91,200 

1 

2 

2 

3 

3 

Fed  Information  Security  Analysis 

$ 

98,400 

1 

1 

1 

1 

2 

INPUT  Executive  Program 

$ 

150,000 

1 

2 

4 

4 

5 

S&L  Vertical  Profiles 

$ 

60,000 

1 

3 

S’ 

1 

(D 

S&L  Opportunities 

$ 

48,000 

5 

7 

7 

8 

9 

S&L  IT  Bid  Notification 

s 

42,000 

3 

3 

3 

3. 

S&L  Grants 

% 

64,800 

2 

2, 

2 

JL 

T 

S&L  Profiles 

% 

69,600 

2 

2 

2 

2 

2 

S&L  Teaming 

% 

48,000 

- 

i 

2 

3 

3 

S&L  Market  Analysis 

$ 

98,400 

1 

i 

i 

2 

3 

TOTAL 

47 

55 

62 

77 

82 
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Research  & Development  Headcount 


■ R&D  headcount  to  remain  fixed  at  current  level,  to  support  product  enhancements 


R&D 

Ai%. 

Base  Salary 

2006 

2007 

2008 

2009 

2010 

% 

214,992 

0.5 

0.5 

0.5 

0.5 

0.5 

Duke  hart  - AU>r.  Software  Development 

% 

115,200 

1 

1 

1 

1 

l 

Info  Svcs  - Development 

% 

84,000 

11 

10 

10 

10 

10 

Daj>utis  - Director  - Prod  Mgmt  5 2 <■ — 

% 

144,000 

1 

1 

1 

1 

1 

Prod  Dev/Mgmt 

% 

98,400 

9 

4- 

3 

'y 

J 

3 

■> 

3 

Internal  Systems  Development 

% 

96,000 

1 

1 

1 

1 

i 

TOTAL 

17 

16 

16 

16 

16 
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Consulting  Headcount 


m Consulting  headcount  to  grow  to  accommodate  incremental  increase  in  project  volume 


6 


/ L to* , oc?0 


of  s 

/ 01 n)  ^^7  J 


(s&o  iyo  O 
' S' 


s 


i 

/2<v  , MXJ 
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Events  Headcount 


■ Events  headcount  to  remain  fixed  at  year-end  2006  levels 


I'Avnl:  Sal.  s 

( nit 

f>ecls  - v ’p1- n ■ 

( ) (»! :( 

1 Ol  A J 
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Sales  and  Member  Services  Staff 


a As  discussed  above,  Sales  headcount  is  calculated  based  on  average  renewal  and  new  sales  productivity  figures  at 
each  client  “level,”  and  Member  Sendees  headcount  is  calculated  based  on  total  number  of  contracts 
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Sales  and  Member  Services  Staff 


■ As  discussed  above,  Sales  headcount  is  calculated  based  on  average  renewal  and  new  sales  productivity  figures  at 
each  client  “level,”  and  Member  Services  headcount  is  calculated  based  on  total  number  of  contracts 


Sales  & Marketing 

Ann. 

Base  Salary 

2006 

2007 

2008 

2009 

2010 

Adams  - S l 7*  Saks 

S 

199,992 

0.5 

0.5 

0.5 

0.5 

0.5 

Exec.  Asst. 

S 

48,000 

0.3 

0.3 

0.3 

0.3 

0.3 

Fm'iink.'  Strategic  Mur 

s 

108,000 

1 

1 

1 

1 

1 

Field  Sales  ('Strategic') 

s 

81,600 

6 

7 

6 

6 

PmumC-  Enterprise 

s 

112,800 

1 

1 

1 

1 

1 

Field  Sales  (T’eamck-Lnterprise) 

s 

69,600 

10 

12 

14 

17 

21 

Trumpet  - SB  Mer 

s 

84,000 

1 

1 

1 

1 

1 

Inside  Sales  (Sm  Biz  Trumpet) 

s 

48,000 

8 

10 

11 

13 

16 

Kernztm  ( SB  Mir) 

s 

84,000 

1 

1 

1 

1 

1 

Inside  Sales  (Sm  Biz  Kerrigan) 

s 

45,600 

*7 

/ 

10 

11 

13 

16 

Noyes  -Mir 

s 

64,992 

1 

1 

1 

1 

1 

Sales  Support-Lead  Generation 

s 

42,240 

4 

4 

5 

6 

6 

Monan  - DirMktfc 

s 

105,600 

1 

1 

i 

1 

1 

Corporate  - Marketing 

s 

52,800 

8 

8 

8 

8 

8 

TOTAL 

52 

56 

61 

70 

81 

Member  Services 

Aii.  Base  Salary 

2006 

2007 

2008 

2009 

2010 

Haney  - Dir  MS 

S 

120,000 

1.0 

1.0 

1.0 

1.0 

1.0 

Adams  - S I-  V Saks 

s 

199,992 

0.5 

0.5 

0.5 

0.5 

0.5 

Exec.  Asst. 

s 

48,000 

0.4 

0.4 

0.4 

0.4 

0.4 

Member  Sendees  - Strategic/ F. n terp rise 

s 

67,200 

10 

12 

14 

17 

20 

Member  Services  - Small 

s 

57,600 

9 

11 

14 

17 

Member  Sendees  - General 

s 

40,800 

6 

8 

10 

12 

13 

TOTAL 

25 

31 

38 

45 

53 
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General  & Administrative  Staff 


■ No  additional  senior  managers  are  necessary  to  drive  the  strategic  plan 

■ Key  headcount  additions: 

• Internal  IT  to  support  growing  company  needs 

• Accounting  staff  to  support  increased  client  billings,  A/R,  etc. 

• Human  Resources/ Administrative  staff  to  support  recruiting,  additional  payroll,  and  benefits  for  increased  headcount 


G&A  An.  Base  Salary  2006  2007  2008  2009  2010 

Massey  - Dir  IT  Infrastructure 

$ 120,000 

1 

1 

1 

l 

1 

Corporate  - Operations  - IT 

8 72,000 

3 

4 

5 

6 

7 

Heinetnann  SVP/  Coif  Dev 

$ 199,992 

i 

1 

i 

1 

i 

« 214  992 

1 

i~ 

. | 

i- 

A irahan  -il  f / Cf+j — 1 

-4-  - -.2034)118- 

x~ 

1 

r 

-4- 

4_ 

Corporate  - G&A  - Acctg 

$ 64,800 

5 

6 

6 

7 

8 

1 ( iO-fM ) 

i 

i 

1 

L 

— 1 

Corporate  - G&A  I IR 

$ 60,000 

2 

2 

3 

4 

5 

Corporate  - G&A  - Admin 

% 45,000 

2 

3 

2 

3 

4 

TOTAL 

18 

19 

21 

25 

29 

Senior  Executives  An.  Base  Salary 

2006  2007  2008  2009  2010 

Cunningham.  Peter 

$ 300,000 

1 

1 

1 

1 

1 

Cunningham,  Patricia 

$ 50,000 

1 

1 

1 

1 

1 
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General  & Administrative  Staff 


■ No  additional  senior  managers  are  necessary  to  drive  the  strategic  plan 

■ Key  headcount  additions: 

® Internal  IT  to  support  growing  company  needs 
• Accounting  staff  to  support  increased  client  billings,  A/R,  etc. 

® Human  Resources /Administrative  staff  to  support  recruiting,  additional  payroll,  and  benefits  for  increased  headcount 
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Headcount  Growth  Assumptions 


II  Cost  of  living  adjustment  of  4%  applied  across  the  board  to  all  compensation  levels  each  year 

Bonus  pools  should  be  tied  directly  to  company  performance  and  paid  according  to  an  employee’s  specific 
performance  level  — a growth/ success  culture  needs  to  be  nurtured 

lit  Commissions  paid  to  sales  staff  (strategic  target:  67%  of  base,  enterprise  and  SB  target:  82%  of  base)  represent  just 
over  8%  of  revenues  - an  excellent  incentive  for  lower-paid  sales  representatives 

Hit  Recruitment  for  majority  of  employees  can  be  accomplished  via  a “bounty”  system  — paid  to  employees  for  referring 
friends  (4%  of  the  hired  employee’s  salary)  - in  addition  to  typical  headhunter  engagements 


Summary  Headcount  Growth  Plan 


Information  Services  Operations 

2006 

2007 

2008 

2009 

2010 

Infonnation  Services  Operations 

47 

55 

62 

77 

82 

Member  Services 

25 

31 

38 

45 

53 

R&D 

17 

16 

16 

16 

16 

Subtotal:  Cost  of  Sales 

89 

102 

117 

138 

151 

% of  Total  Headcount 

52.7% 

53.8% 

55.1% 

55.8% 

54.5% 

Sales  & Marketing 

52 

56 

61 

70 

81 

% of  Total  Headcount 

30.7% 

29.8% 

29.0% 

28.4% 

29.3% 

Consulting 

5 

6 

1 

8 

10 

Events 

3 

4 

4 

4 

4 

G&A 

18 

19 

21 

25 

29 

Senior  Executives 

9 

4i 

2 

2 

2 

2 

Subtotal:  Other 

28 

31 

34 

39 

45 

% of  Total  Headcount 

16.6% 

16.4% 

15.8% 

15.8% 

16.2% 

TOTAL  COMPANY 

169 

190 

212 

247 

277 

^ °L 

II1' 

\7s 
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Company  Organization,  2010:  Clear  Ownership  of  Key  Parts  of 
the  Organization  Must  be  Established 


Note:  Headcount  totals  may  not  match  charts  exactly  due  to  rounding  and  staff  allocations 
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Other  Cost  Assumptions 


m In  general,  non-headcount  costs  (information  purchases,  training,  travel  & entertainment,  telecom  etc.)  are  grown 
based  on  expected  2006  levels,  either  as  a percent  of  revenues,  as  a cost  per  employee,  or,  for  more  “fixed”  costs,  at 
a 4%  inflation  rate 

■ Facilities  rent  (including  utilities)  is  currently  calculated  as  $20/square  foot,  with  a requirement  of  200  square  feet 
per  employee.  To  increase  to  $30/ square  foot  beginning  in  2008. 
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Investment  Bankers  To  The  Business  Information  Economy 
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The  Path  to  Profitability:  Ingredients  of  Margin  Improvement 


m Leverage  of  subscription  product  line:  targeted,  limited  increases  in  information  services  headcount  and  non- 
compensation costs  for  product  enhancements  will  translate  into  two  (2)  percentage  points  of  gross  margin 
improvement 

■ Holding  R&D  staff  at  current  levels,  while  allowing  for  continued  innovation,  will  return  nearly  five  (5)  points 
n Incremental  productivity  increases  from  Consulting  will  add  two  (2)  additional  points 

■ Sales  productivity:  incremental  increases  in  renewal/new  sales  productivity  per  sales  rep  due  to  more  streamlined 
sales  operations  will  return  seven  (7)  percentage  points  over  time 

n Growing  G&A  staff  only  as  necessary  will  contribute  two  (2)  points  to  the  bottom  line  by  2010 


With  the  ambitious  contract  value  growth  and  appropriate  headcount  expansion,  a 2010  EBITDA  margin 
approaching  20%  is  clearly  within  reach 
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ummary  Income  Statements: 
BITDA  Margins  Approaching  20% 


2006E 

2007E 

2008E 

2009E 

201 0E 

YEAR-END  CONTRACT  VALUE,  INFORMATION  SERVICES 

$ 

21,683,650  $ 

26,336,803  $ 

32,602,263  $ 

41,525,799  $ 

51,869,905 

Annual  Additions  to  Contract  Value 

+$4, 653,153 

+$6,265,459 

+$8,923,536 

+$10344,105 

REVENUES: 

Information  Services: 

Federal  IT  Databases 

15,336,435 

16,764.421 

20,925,272 

25,623,369 

31,586,436 

Federal  Analysis 

1,235,897 

1,778.117 

2,249,723 

2,873,324 

3.689,134 

INPUT  Execute  Program 

305,833 

922.302 

1,308,270 

1,813,915 

2,504,368 

State  & Local  Information  Services 

2,710.032 

4,065,051 

5,374,207 

6,955,749 

8,952,275 

Obsolescent  Products 

861,395 

271.672 

Total:  Information  Services 

20,449,592 

23,801.563 

29,857,472 

37,266,357 

46,732,213 

% Growth 

16.4% 

25.4% 

24  8% 

25.4% 

Consulting 

896,500 

1,400,000 

1,800,000 

2,300,000 

3,000,000 

% Gro\Mh 

56  2% 

28.6% 

27.8% 

30.4% 

Events 

1,017,334 

1,017,334 

1,017,334 

1,017,334 

1,017,334 

% Growth 

0.0% 

00% 

o.o% 

0.0% 

Total  Revenues 

22,363,426 

26,218,897 

32,674,806 

40,583,691 

50,749,547 

% Growth 

17.2% 

24. 6% 

24  2% 

25.0% 

Direct  Costs: 

IS  Operations 

4,039,388 

5,042,670 

5,873.741 

7,421,649 

8.310,383 

Research  & Development 

2,141,317 

2,197.987 

2.319.631 

2,412,336 

2,508,586 

Member  Services 

2,397,009 

2,968.763 

3,741,263 

4,566,909 

5.595,616 

Total  Direct  Costs:  Information  Services 

8,577,713 

10.209,420 

11,934,635 

14,400,893 

16,414.585 

% of  IS  Revenues 

41.9% 

42  9% 

400% 

38.6% 

35.1% 

Consulting  Services  Direct  Costs 

1,023,548 

1,141,482 

1,365,631 

1,621,988 

2,112,224 

% of  CS  Revenues 

114.2% 

81.5% 

75.9% 

705% 

70.4% 

Events  Direct  Costs 

937,109 

791,061 

800,932 

811,199 

821,876 

% of  Events  Revenues 

92.1% 

77.8% 

78  7% 

79.  7% 

80.8% 

Total  Direct  Costs 

10,538,370 

12,141,963 

14,101,199 

16,834,080 

19,348,684 

% of  Revenues 

47.1% 

46  3% 

43,2% 

41.5% 

38.1% 

Gross  Profit 

11,825,056 

14,076,934 

18,573,607 

23,749,611 

31,400,863 

Gross  Margin 

52.9% 

53  7% 

56.8% 

58.5% 

61.9% 

Total  Sales  & Marketing  Costs 

7,900,000 

9,127,591 

10,217,952 

12,016,238 

14,395,565 

% of  Revenues 

35.3% 

34.8% 

31.3% 

29.6% 

28.4% 

Total  G&A  Costs 

3,678.234 

4,055,575 

4,933,529 

5,931,553 

6,934.961 

% of  Revenues 

1 6.4% 

15  5% 

15.1% 

14. 6% 

13  7% 

EBITDA 

246,822 

893,769 

3,422,126 

5,801,820 

10,070,337 

% Margin 

i.i% 

3.4% 

105% 

14.3% 

19. 8% 

f\0 
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Revenues  by  Product 


■ Accounting  convention:  the  contract  values  set  forth  above  are  rated 


1/12  per  month  forward  from  the  month  it) 


which  the  contract  is  sold 


2006E 

2007E 

2008 E 

2009 E 

2010E 

YEAR-END  CONTRACT  VALUE,  INFORMATION  SERVICES 

$ 

21,683,650  $ 

26.336,803  $ 

32.602,263  $ 

41,525,799  S 

51,869,905 

Annual  Additions  to  Contract  Value 

+$ 4 653.153 

+$ 6.265.459 

+$8. 923. 536 

+$10,344,105 

REVENUES: 

Information  Sendees 

INPUT  Federal  Complete® 

$ 

- $ 

772,750  $ 

2,560.900  $ 

4,769,025  $ 

7,482,880 

Fed  IT  Opportunities 

9,020,988 

8,655,786 

9,419,769 

10,070,121 

10,948,070 

Fed  IT  Agency  Profiles 

2,688,389 

2,906  927 

3,344,465 

3,833.294 

4.465,610 

Fed  Labor  Pricing 

1,012,830 

1.210.588 

1,356.603 

1,560,593 

1,830.357 

Fed  Task  Order  DB 

1,070,616 

1,266,311 

1,490.340 

1,774.950 

2.154,481 

1,543,613 

1.952,058 

2,753  195 

3.615.386 

4,705.038 

Subtotal  Federal  IT  Databases 

15,336,435 

16,764  421 

20,925  272 

25,623,369 

31.586  436 

% GroMh 

9.3% 

24  6 % 

22.5% 

23  3% 

Federal  Market  Analysis 

1,048,874 

1,358,361 

1,592.320 

1,905.920 

2.340.952 

Federal  Information  Security  Analysis 

187,022 

419,756 

657.404 

967  405 

1,348,182 

Subtotal  Federal  Analysis 

1,235,897 

1,778,11 7 

2,249,723 

2.873,324 

3 689,134 

% GrovVh 

43.9% 

26.5% 

27  7% 

28  4% 

INPUT  Executive  Program 

305,833 

922.302 

1,308.270 

1.813.915 

2,504  368 

% Grovtfh 

201.6% 

41  8% 

38.6% 

38  1% 

S&L  Opportunities  Database 

1,588,083 

1,935,278 

2.347,511 

2.743,492 

3,238.280 

State  Government  Profiles 

456,095 

681,484 

886,001 

1,120.509 

1 412,459 

Fed  Grants  - State  & Local 

328,242 

580,073 

780,597 

1,087.259 

1.461,007 

State  & Local  Market  Analysis 

273,854 

474,671 

682,715 

955,081 

1,317.386 

S&L  Teaming  Profiles 

- 

91,744 

281.724 

510.666 

796,190 

S&L  Bid  Notification-IT 

60,417 

295.955 

389,644 

530,613 

717,221 

State  & Local  Vertical  Profiles 

3,341 

5.845 

6,015 

8,130 

9.733 

Subtotal  State  & Local  Information  Services 

2 710,032 

4.065,051 

5,374,207 

6.955  749 

8.952  275 

% Growth 

50.0% 

32.2% 

29  4% 

28  7% 

Subtotal:  Obsolescent  Products 

861.395 

271.672 

State  Bundle 

Total:  Information  Services 

20.449.592 

23,801,563 

29,867,472 

37,266,357 

46,732,213 

% Growth 

16.4% 

25  4% 

24  8% 

25.4% 

Additions  to  Revenue 

+$3,351,971 

+$ 6.055,909 

+$7,408,885 

+$ 9.465.856 

Consulting 

896,500 

1.400.000 

1.800,000 

2,300,000 

3,000,000 

% Growth 

56.2% 

28  6% 

278% 

30  4% 

Events 

1,017,334 

1,017,334 

1,017,334 

1,017,334 

1,017,334 

% Growth 

0.0% 

0.0% 

0.0% 

0 0% 

A 
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Direct  Cost  Summary:  IS  Operations 


2006  E A 

2CQ7E 

200  3E 

;:oo9E 

201 OE 

. F'ERATIONS: 

: ( !>. -rations  Cotnpensat  on  (Salaries,  Boluses,  Taxes.  Benefits): 

information  Services  Operations  Management 

£"424, 589S  3 

688,578 

716  248 

30-4  233 

898,052 

-r-wrai  IT  Databases  Compensation 

1,320,984 

1,817,052 

2,131  922 

2,752.526 

2,934,535 

Gi  oss  ’ Headcount " Piotit:  Federal  IT  Databases 

13,715,451 

14,947,369 

18,793  349 

22,370,843 

2 8,651,901 

% Margin 

89.4 % 

BS.2% 

89.8% 

89.3% 

90.7 % 

Sera  Analysis  Compensation 

240,687 

3S2.217 

407  920 

502,746 

667,538 

G-oss  'Headcount"  Profit.  Federal  Analysis 

•395,210 

1,385,901 

1,841  803 

2,370,579 

3,021,556 

% Margin 

80.5% 

77.9% 

81.9% 

82.5% 

81.9% 

INPUT  E'-eoutivc!  Program  Compensation 

20I5. 029 

287,372 

528  071 

620.247 

732,340 

Gross  'Headcount"  Piolit:  IEP 

100,504 

634,930 

780  199 

1,193, 663 

1,772,028 

% Margin 

32.9% 

68.8% 

59.6% 

65. 8% 

76.8% 

State  & Local  Information  San/ices  Compensation 

953,903 

1 186,761 

1,329  212 

1.790,951 

2,070,697 

Gross  'Headcount"  Piolit:  S&L 

1,751,129 

2,878,289 

4,044  995 

5, 1 64, 798 

6 ,881,578 

% Margin 

84. 6% 

70.8% 

75.3% 

74.3% 

76.9% 

Obsolescent  Products  Compensation 

60,784 

42,317 

44  322 

43,095 

47,939 

l n if.  Operations:  Compensation 

3,511,276 

4,414,397 

5,157  696 

3,513,797 

7,351,101 

% of  IS  Revenues 

17  2% 

18  5% 

17.3% 

17.5% 

15. 7% 

Average  IS  OPS  Headcount 

47 

55 

62 

77 

82 

I to  !■:>  Operations  Other  Direct  Costs 

528,112 

627,373 

716,044 

904,852 

959,282 

% of  IS  Revenues 

2 6% 

2 6% 

2.4% 

2.4/0 

2. 1% 

i L i-S,  OPERATIONS 

4,039,388 

5,042,570 

5,873,741 

7,421,649 

8,310.383 

% of  IS  Revenues 

19  8% 

21  2% 

19.7% 

19.9% 

17.8% 

V*V 
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1.  Direct  Cost  Summary:  R&D/Member  Services 
2 \ Gross  Profit:  Information  Services 


RESEARCH  & DEVELOPMENT 

2006E 

2007E 

2008E 

2009E 

201 0E 

Total  RSD  COMP 

2,001,552 

2 033,161 

2,146,002 

2 231 , 762 

2,320,739 

% of  Revenues 

9 0% 

7.8% 

6. 6% 

5. 5% 

4. 6% 

Average  R&D  Headcount 

17 

16 

16 

16 

16 

Total  Other  R&D  Costs 

139,765 

164  825 

173,629 

100,574 

187,797 

% of  Revenues 

0 6% 

0.6% 

0. 5% 

0.4% 

0.4% 

TOTAL  RESEARCH  & DEVELOPMENT 

2,141,317 

2,197,987 

2,319,631 

2,412,336 

2,508,586 

% of  IS  Revenues 

10.5% 

9.2% 

7.8% 

6 5% 

5.4% 

MEMBER  SERVICES: 

Total  Member  Services  Compensation 

2,177,746 

2,681,957 

3,377,954 

4 122,226 

5,048,053 

% of  IS  Revenues 

10. 6% 

11.3% 

11.3% 

11.1% 

10.8% 

Average  IS  MS  Headcount 

25 

31 

38 

45 

53 

Total  Member  Services  Other  Direct  Costs 

219,263 

236,805 

363,309 

444,683 

547,533 

% of  IS  Revenues 

1.1% 

1.2% 

1.2% 

1.2% 

1.2% 

TOTAL  MEMBER  SERVICES 

2,397,009 

2,968,763 

3,741,263 

4 566,909 

5,595,616 

% of  IS  Revenues 

11.7% 

12.5% 

12. 5% 

12.3% 

12  0% 

Total  Direct  Costs:  Information  Services 

8,577,713 

1C,  209, 420 

1 1,934,635 

14  400.893 

1 6,414,535 

% of  IS  Revenues 

41  9% 

42.9% 

40. 0% 

38  6% 

35. 1% 

Gross  Profit:  Information  Services 

11,871,878 

13, 592, I'M 

17,922,837 

22,865.464 

30,317,629 

% M argin 

58. 1% 

5 7.1% 

60.0%, 

61.4% 

64.9°/, 
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Direct  Costs:  Consulting  & Events 


20011 E 

250  "E: 

2008f. 

30  )S£ 

201 0E; 

Consulting  Services: 

~<tr-  Consulting  Compans  ilicn 

925.800 

' 072.5 .2 

1,230,?  50 

1 583  6*  5 

' £05, 559 

% 0 CS  R > /!  •>• 

103.3% 

77a% 

7 1.7% 

Of  7:o 

65.5% 

A iefacje-  C:>rs_lTiru|  le  a ecu;  v 

3 

6 

r 

3 

10 

Tots  Cor  suiting  Se./ics;  COie  L ire  ;t  Costs 

07.741} 

.77.87 1 

75,272 

83  54  3 

I f 655 

'.e-v  ;e:  ■ ime 

: i 

1 1-1  4:2 

!, 736, 6.3' 

1 321  063 

712  2 4 

% of  CS  Revenues 

1 4.2% 

81 1% 

?.)  7% 

X 5% 

7 

: tons.  Profit'  Consulting  Serv  ers 

i 177,041!) 

278.518 

434,560 

578,01  2 

887  71  6 

• ’4.2% 

7 

7f.  ?•: 

5‘>S 

23  X 

■£  e t:  Compensation 

2,916 

2:5,410 

244,627 

254,1520 

26)4  804 

% of  EVo/rte  Rc'env* 

2C  9% 

23  >/c 

24. ; 3, 

0 % 

2.5.0% 

Aveiag?  Evens  rlt  a>  coi  v 

3 

3 

3 

3 

•ok  Evewn  Othe;  Hired  Costs 

KA/93 

555,6:1 

650,106 

563  579 

5157  071 

771  0:1 

600.237. 

3 1 H 3 

£31  8.6 

% ci  Event*  Revi  niies 

92. 1% 

77  6% 

78.  y% 

’£.7:2 

80.8% 

■ ■ ; r.  ns  Profit:  E'/nms 

256, 2!3 

;.:nv  ) 2 

205  155 

196,488 

7.3% 

2.1. . 

; /.  :n 

?<  5’ 4 

1-..X 
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Sales  & Marketing  Costs 


n 


JS', 


as  & Marketing  Costs: 

\V/ 

2C06£ 

2007E 

20Q8E 

200 9 E 

2,01  JE 

Sales  & Marketing  Compensation: 

Info  Svcs  Salts  Wgmt 

0/ 

161,127 

197,272 

203,206 

214,451 

225  012 

F eld  Sales  (Strategic) 

y 

1,024,939 

i . m,  • 7/ 

1 248.023 

1 239,564 

• 397  2 ,8 

F-eld  Sales  (Kn.-arpr.se 

1.562,14c 

1 954,326 

2 323,020 

2,908  7 1 

3.619  5,4 

Inside  Sales  -’Sm.  B.-s.  V. 

98:2.61 1 

1.143,  60 

1 331,694 

1.677,066 

2,089  3 1 

Inside  Sales  (Spi.  Bus.  2; 

64 1 , 1 92 

1 064,714 

1 269,370 

i 596,501 

2 000  330 

AEC  Sales  (Obsolescent.) 

99,446 

- 

- 

- 

Sales  Suopott-I.ead  Genera  ion 

374,583 

762,370 

444,569 

506,625 

594  238 

Marketing  Staff 

875,622 

1365,-53 

362,304 

720,511 

749  3:7 

is  Devel  p tv  ' S a 


63272' 


TTT77 


Events  Sales 


87,73-. 


mr 


Hi/,95’ 


641,749 


"4  669 


181  636 


(\Jr  Total  Sales  & M.rke  n Compt  ssticm 

3,501,- 1: 

7 467,995 

8 305, ’63 

9 679  8;7 

1 57'  0:  5 

V'“  % of  R(  v :nuer- 

59  1% 

?8  5% 

25, 4% 

25.9% 

22.7 % 

Average  SAM  Headcount 

55 

60 

65 

73 

85 

Other  Salas  & Marketing  Expense.': 
Information  Costs 

2.509 

2,600 

2,704 

2 812 

2 925 

Memberships 

15,503 

17,427 

13,623 

23,1 :4 

27  7 8 

TravelfMeals  f.  Entertainment 

185.333 

207,771 

233,953 

275.815 

330  4;o 

Training 

62. 5:33 

69,764 

73,556 

92,612 

1 tC  9.  4 

Recruiting 

18,703 

7 3,683 

5,365 

27,7:1 

32  9 1 

Advertising  7 Pr.  niotio 

627, .335 

734,000 

9'  4,734 

■:  136,144 

4120  7 8 

Bad  Debt  Expense 

>63,53:- 

190,847 

23  7 ,1)40 

295,408 

369  475 

Other  Costs  (Telecom  Supplies,  e 

324,  4. 

763,604 

403,424 

4:2  6 5 

5 ’8  3:1 

Tc-i e!  09  S :lt  ; 1n-|<  k k E •;  »n  s 

1 m : 8- 

1 -359  :.9>'3 

1 3-  2,  18  ’ 

; 2:6  3-:  1 

: 8 " 4 :0 

total  Safes  & Marketin'.?  Costs 

7 0 

9 12  7,59 

>0  2-  7.-H  l 

12  0 -6, 258 

1-1  2 -If  5 5 

% of  Rever\ifs 

5 3‘m 

!4  37 

31.3% 

25.  e% 

23. 4% 
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General  & Administrative  Costs 


General  & Administrative  Costs: 

2006E 

2007E 

2008E 

2009E 

2010E 

Total  G&A  Compensation 

1,484,021 

1,657,946 

1,767,111 

2,070,783 

2,395,892 

% of  Revenues 

6.6% 

6.3% 

5.4% 

5.1% 

4.7% 

Average  G&A  Headcount 

13 

15 

15 

18 

21 

Internal  IT: 

Internal  IT  Compensation* 

422  442 

484,613 

598,140 

768,915 

901,476 

Average  IT  Headcount 

4 

5 

6 

7 

8 

Internal  IT  Primary  Costs 

13.000 

14,420 

17.971 

22,321 

27,912 

Internal  IT  Other  Costs  (Telecom,  Supplies,  etc.) 

18.023 

28,080 

35,693 

47,244 

56,153 

Total  Internal  IT  Direct  Costs 

453,465 

527,114 

651,804 

838,481 

985,542 

% of  Revenues 

2.0% 

2.0% 

2.0% 

2.1% 

1.9% 

Total  Miscellaneous  G&A  Costs 

598.833 

648,822 

707,388 

816,584 

928,197 

Facilities,  insurance,  and  Non-Income  Tax  Costs: 

Facilities  Rent 

776,915 

789,257 

1,269,139 

1,540,089 

1,798,899 

Insurance 

110,000 

129,521 

161,414 

200,484 

250,703 

Employee  Relations  / Charity 

102,000 

120,102 

149,674 

185,903 

232,470 

Planning/Kickoff  Meetings 

65.000 

76,535 

95.381 

118,468 

148,143 

Repairs  and  Maintenance 

3,000 

7,893 

12,691 

15.401 

17,989 

Taxes  - Other 

60,000 

70,344 

87,665 

108,884 

136,159 

Taxes  - Property 

25,000 

28,040 

31,262 

36,477 

40,968 

Total  Facilities,  Insurance,  and  Non  Income  Tax  Costs 

1,141,915 

1,221,692 

1,807,226 

2.205,705 

2,625,330 

% of  Revenues 

5.1% 

4.7% 

5.5% 

5.4% 

5.2% 

Total  G&A  Costs 

3,678,234 

4,055,575 

4,933,529 

5,931,553 

6,934,961 

% of  Revenues 

16.4% 

15.5% 

15.1% 

14.6% 

13.7% 
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Base  Valuation  Case:  2010  Exit  at  $120M + 


■ High  growth  in  contract 
value  (and  therefore 
revenues) 

■ EBITDA  margin 
approaching  more  typical 
subscription  margin  of 
20%+ 

■ Multiples  of  2.5x 
Revenues  and  over  12x 
EBITDA  are  currently 
being  observed  for 
successful  subscription 
businesses  with  a strong, 
growing  market  position, 
a demonstrable  additional 
“runway”  for  growth,  and 
attractive  profit  margins 
(20-25%) 


$132.0 


Base  Case:  Strategic  Plan  ($M) 


$123.9 


$110.0 


$88.0 


$66.0 


$44.0 


$22.0 


$- 


2006E 


2007E 


2008E 


$80.5 


2009E 


2.5x  Rev./ 
12x  EBITDA 


2010E 


□ Valuation 


Revenues 


□ EBITDA 
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“Lower- Growth”  Valuation  Case:  2010  Exit  at  $63M 


Lower  growth  in  contract 
value  (and  therefore 
revenues) 

EBITDA  margin  increases  to 
14%,  a sub-par  subscription 
margin 

Acquirers  might  pay 
multiples  of  1.75x  revenues 
and  lOx  EBITDA,  in  effect 
giving  the  Company  credit 
for  profits  generated  but  not 
applying  any  growth 
premiums,  as  would  be  the 
case  in  the  higher-growth 
scenario  above 


$66.0 


$44.0 


$22.0 


2006E 


"Low-Growth"  Case  ($M) 


2007E 


2008E 


□ Valuation 


B Revenues 


t 

1.75x  Rev./ 

■ $50.2 

lOx  EBITDA 

2009E 


f 1 t 

ill  Ti  l: 

papal 

$39.8 

V, 

ill 


a 


35.6 


2010E 


□ EBITDA 
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INPUT' 


® Key  Assumption  changes  from  prior  version 
® Sales  Orders 
® Revenue 
® Income 
® Cash  Flow 
® Staffing 

® Product  Profitability 


INPUT  - The  authority  on  government  business 
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® Adj.  Sales  & Revenue  to  reflect  Nov  actual  results  (IS  actual 
sales  varied  to  prior  Model  by  approx  $400k)  --  $345k 
decrease 

® Adj.  Consulting  to  reflect  VP  termination,  plus  sales 
shortfalls  --  $96k  decrease 

© Adj.  Sales  & Member  Svcs  teams  to  reflect  cost  savings  of 
refocusing  Strategic  Team  to  Member  Svcs  orientation  (ie 
replace  commissioned  salespersons  with  lower-cost 
member  advisors),  plus  adjustments  in  comp  plans  to  reflect 
updated  assumptions  --  $249k  increase 
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Key  Assumptions  - c 
prior  version  (slide  2 


® Adj.  Marketing  to  promote  Web  Mktg.  Mgr.  to  Director,  and 
eliminate  the  Web  Mktg.  Mgr.  position  --  $91  k increase 


® Adj.  HR  to  eliminate  HR  Mgr.  & 4 mo  of  Recruiter,  and 
replace  with  additonal  outside  recruiting  costs  --  $53k 
increase 


® Adj.  Events  to  eliminate  Sr.  Analyst,  and  replace  with  3rd- 
party  outsource  assistance  for  12  mo  --  $38k  decrease 


® Adj.  Sales  Model  to  accelerate  addition  of  sales  staff,  and 
increase  new  sales  productivity  by  3-10%  by  team  --  $427k 
increase 
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Sales  Orders 

Information  Services 
Software 
Consulting 
Events 

Total  Sales  Orders 


2002 

2003 

2004 

2005 

2006 

Projected  (1) 

2007  Plan 

$ 

8,143,885 

$ 

12,708,424 

$ 

17,629,909 

$ 

19,387,810 

$ 20,514,538 

$ 

25,828,018 

96,100 

206,800 

151,140 

195,686 

123,389 

191,415 

451,468 

44,224 

641,000 

528,651 

768,173 

1,345,269 

- 

376,587 

737,997 

1,058,055 

1,058,686 

1,402,000 

$ 

8,691,453 

$ 

13,336,035 

$ 

19,160,046 

$ 

21,170,202 

$ 22,464,786 

$ 

28,766,702 

(1)  Jan  - Nov  2006  at  actual,  plus  Dec  at  current  projection 
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INPUT 


2006 

2002 

2003 

2004 

2005 

Projected  (1) 

2007  Plan 

$ Growth 
Sales  Orders 

Information  Services 
Software 
Consulting 
Events 

$ 

4,564,539 

110,700 

(407,244) 

376,587 

$ 

4,921,485 

(55,660) 

596,776 

361,410 

$ 

1,757,901 

44,546 

(112,349) 

320,058 

$ 

1,126,728 

(72,297) 

239,522 

631 

$ 

5,313,480 

68,026 

577,096 

343,314 

Total  Sales  Orders 

$ 

4,644,582 

$ 

5,824,011 

$ 

2,010,156 

$ 

1,294,584 

$ 

6,301,916 

(1)  Jan  - Nov  2006  at  actual,  plus  Dec  at  current  projection 
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Sales  Orders  Growt 


INPUT 


2006 

2002 

2003 

2004 

2005 

Projected  (1) 

2007  Plan 

% Growth 
Sales  Orders 

Information  Services 

56% 

39% 

10% 

6% 

26% 

Software 

115% 

-27% 

29% 

-37% 

55% 

Consulting 

-90% 

1349% 

-18% 

45% 

75% 

Events 

0% 

96% 

43% 

0% 

32% 

Total  Sales  Orders 

53% 

44% 

10% 

6% 

28% 

(1)  Jan  - Nov  2006  at  actual,  plus  Dec  at  current  projection 
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2006 

2002 

2003 

2004 

2005  (2) 

Projected  (1) 

2007  Plan 

Revenue 

Information  Services 

$ 

5,433,992 

$ 

9,699,369 

$ 

14,781,760 

$ 

18,775,762 

$ 19,895,172 

$ 

21,969,363 

Software 

73,555 

138,246 

176,448 

178,161 

187,025 

165,703 

Consulting 

488,583 

74,497 

733,259 

553,270 

791,973 

1,098,196 

Events 

- 

377,469 

684,920 

988,490 

972,283 

1,432,000 

Other 

48,857 

39,965 

22,617 

22,387 

52,778 

48,000 

Total  Revenue 

$ 

6,044,987 

$ 

10,329,546 

$ 

16,399,004 

$ 

20,518,070 

$ 21,899,231 

$ 

24,713,262 

(1)  Jan  - Nov  2006  at  actual,  plus  Dec  at  current  projection 

(2)  Prior  version  of  this  schedule  showed  $424k  of  additional  IS  revenue  for  barters;  that  has  been  removed  to  make  the  presentation 
consistent  with  all  other  years,  where  no  barter  is  included 
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2003 

2004 

2005 

2006 

Projected  (1) 

2007  Plan 

LRP  2007 
Projection  (2) 

Revenue 

$ 10,329,546 

$ 16,399,004 

$ 20,518,070 

$ 21,899,231 

$ 24,713,262 

$ 26,172,689 

Cost  of  Sales 

2,252,403 

5,432,398 

7,114,153 

8,897,358 

9,522,969 

9,253,122 

Sales  & Marketing 

5,518,580 

7,693,274 

7,817,644 

7,725,836 

9,156,846 

9,247,838 

Research  & Development 

952,525 

1,959,426 

2,264,612 

2,052,169 

1,668,962 

1,847,002 

General  & Administrative 

1,928,351 

2,315,207 

2,382,759 

2,361,266 

2,347,468 

3,738,657 

EBITDA 

(322,313) 

(1,001,301) 

938,901 

862,602 

2,017,017 

2,086,070 

Depreciation  & Amortization 

219,540 

440,298 

602,515 

577,750 

655,014 

654,317 

Other  Revenues (Expenses) 

37,654 

93,315 

1,111,900 

88,628 

234,996 

- 

Provision  for  Income  Taxes 

_ 

_ 

- 

- 

158,799 

- 

Net  Income  / (Loss) 

$ (504,199) 

$ (1,348,284) 

$ 1,448,286 

$ 373,480 

$ 1,438,200 

$ 1,431,753 

(1)  Jan  - Nov  2006  at  actual,  plus  Dec  at  current  projection 

(2)  LRP  2007  Projection  does  not  allocate  G&A  costs,  thus  there  are  classification  differences  among  the  expense  categories 
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INPUT 


Revenue 

100% 

100% 

100% 

100% 

100% 

100% 

Cost  of  Sales 

22% 

33% 

35% 

41% 

39% 

35%  (2) 

Sales  & Marketing 

53% 

47% 

38% 

35% 

37% 

35%  (2) 

Research  & Development 

9% 

12% 

11% 

9% 

7% 

7%  (2) 

General  & Administrative 

19% 

14% 

12% 

11% 

9% 

14%  (2) 

EBITDA 

-3% 

-6% 

5% 

4% 

8% 

8% 

Depreciation  & Amortization 

2% 

3% 

3% 

3% 

3% 

2% 

Other  Revenues  (Expenses) 

0% 

1% 

5% 

0% 

1% 

0% 

Provision  for  Income  Taxes 

0% 

0% 

0% 

0% 

1% 

0% 

Net  Income  / (Loss) 

-5% 

-8% 

7% 

2% 

6% 

5% 

(1)  Jan  - Nov  2006  at  actual,  plus  Dec  at  current  projection 

(2)  LRP  2007  Projection  does  not  allocate  G&A  costs,  thus  there  are  classification  differences  among  the  expense  categories 
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INPUT 


2006 

2002 

2003 

2004 

2005 

Projected  (1) 

2007  Plan 

Operating  Activities 

$ 

2,063,777  $ 

2,370,613  $ 

769,909  $ 

1,094,801 

$ 

850,538 

$ 

4,063,805 

Investing  Activities 

(242,035) 

(611,959) 

(758,011) 

(509,030) 

(370,604) 

(857,400) 

Financing  Activities 

(697,650) 

(31,290) 

(27,760) 

(38,697) 

(118,249) 

- 

Net  Cash  Flow 

1,124,092 

1,727,364 

(15,862) 

547,074 

361,685 

3,206,405 

Ending  Cash 

$ 

1,431,492  $ 

3,164,726  $ 

3,145,864  $ 

3,692,938 

$ 

4,054,623 

$ 

7,261,028 

(1)  Jan  - Nov  2006  at  actual,  plus  Dec  at  current  projection 
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Year  End  % 

2006  Year  End 

2006  Avg 

2007  Year  End 

2007  Avg 

Incr 

Info  Services  Ops 

49.5 

44.7 

52.5 

51.8 

6% 

Member  Services 

29.0 

25.3 

30.0 

29.0 

3% 

R&D 

12.5 

14.0 

12.5 

12.5 

0% 

Sales 

43.5 

40.2 

54.5 

52.8 

25% 

Consulting 

5.0 

5.1 

6.0 

6.0 

20% 

Events 

3.0 

3.3 

2.0 

2.0 

-33% 

G&A/Central/Marketing/IT 

26.8 

30.1 

26.0 

26.0 

-3% 

Total  Staffing 

169.3 

162.4 

183.5 

180.0 

8% 
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Line  of  Business  Summary 

Information 

Services 

Software 

Market 

Analysis 

Consulting 

Events 

Other 

Total 

Company 

($000s) 

Revenue 

$ 19,977 

$ 166 

$ 1,992 

$ 1 ,098 

$ 1,432 

CO 

to- 

$ 24,713 

Direct  Expense 

3,030 

- 

1,012 

1,004 

791 

- 

5,837 

Direct  Contribution 

16,948 

166 

980 

94 

641 

48 

18,877 

Allocation  Expense 

14,879 

98 

1,606 

167 

110 

- 

16,860 

EBITDA 

$ 2,069 

00 

CO 

to 

$ (625) 

$ (73) 

$ 530 

to 

00 

$ 2,017 

Direct  Contribution  % 

85% 

100% 

49% 

9% 

45% 

100% 

76.4% 

EBITDA  % 

10% 

41% 

-31% 

-7% 

37% 

100% 

8.2% 

Refer  to  Slide  14  for  Allocation  Expense  Methodology  Notes 
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INPUT 


Group 

Description/Notes 

Allocation  Method 

Facilities 

(included  in  Direct  Expense) 

Rent,  telecommunications,  insurance,  etc. 

Actual  Headcount 

Corp/Central 

Allocated  to  all  depts  (excluding  Corp/Central) 

Finance 

Actual  Headcount 

HR 

Actual  Headcount 

Admin 

Actual  Headcount 

Corp 

Actual  Headcount 

IT 

Actual  Headcount 

Internal  Development 

Actual  Headcount 

Corp/Central 

Marketing 

Allocated  to  LOB  then  to  products 

Monthly  Revenue 

Corp.  Business  Development 

Allocated  to  LOB  then  to  products 

Monthly  Revenue 

Sales 

Sales  Team 

Charged  Directly  (if  dedicated) 

None  required 

Otherwise  allocated  to  IS/MA/SS  products 

Revenue 

Operations 

Indirect 

Member  Services 

Allocated  to  IS/MA/SS 

Monthly  Revenue 

Mgmt 

Allocated  to  IS 

Actual  Headcount 

Software 

Development 

DS/MA 

Allocated  to  IS/MA  products 

Custom  (adjusted  monthly) 

Software 

Charged  Directly 

None  required 

Product 

Dev/Mgmt 

Allocated  to  IS/MA  products 

Custom  (adjusted  monthly) 
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Sales  Orders 

Information  Services 
Software 
Consulting 
Events 

Total  Sales  Orders 


2002 

2003 

2004 

2005 

2006 

Projected  (1) 

2007  Plan 

$ 

8,143,885 

$ 

12,708,424 

$ 

17,629,909 

$ 

19,387,810 

$ 20,824,000 

$ 

24,991,192 

96,100 

206,800 

151,140 

195,686 

157,000 

181,423 

451,468 

44,224 

641,000 

528,651 

850,000 

1,410,284 

- 

376,587 

737,997 

1,058,055 

1,149,000 

1,402,000 

$ 

8,691,453 

$ 

13,336,035 

$ 

19,160,046 

$ 

21,170,202 

$ 22,980,000 

$ 

27,984,899 

(1 ) January  - October  2006  at  actual,  plus  November  - December  at  Current  Projection 
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2002 

2003 

2004 

2005 

2006 

Projected  (1) 

2007  Plan 

Growth 

Sales  Orders 

Information  Services 

$ 4,564,539 

$ 4,921,485 

$ 1,757,901 

$ 1,436,190 

$ 4,167,192 

Software 

110,700 

(55,660) 

44,546 

(38,686) 

24,423 

Consulting 

(407,244) 

596,776 

(112,349) 

321,349 

560,284 

Events 

376,587 

361,410 

320,058 

90,945 

253,000 

Total  Sales  Orders 

$ 4,644,582 

$ 5,824,011 

$ 2,010,156 

$ 1,809,798 

$ 5,004,899 

(1)  January  - October  2006  at  actual,  plus  November  - December  at  Current  Projection 
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% Growth 
Sales  Orders 

Information  Services 
Software 
Consulting 
Events 

Total  Sales  Orders 


2002 

2003 

2004 

2005 

2006 

Projected 

2007  Plan 

56% 

39% 

10% 

7% 

20% 

115% 

-27% 

29% 

-20% 

16% 

-90% 

1349% 

-18% 

61% 

66% 

0% 

96% 

43% 

9% 

22% 

53% 

44% 

10% 

9% 

22% 

IO-Nov-06 
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2006 

2002 

2003 

2004 

2005 

Projected  (1) 

2007  Plan 

Revenue 

Information  Services 

$ 

5,433,992 

$ 

9,699,369 

$ 

14,781,760 

$ 

19,200,145 

$ 20,139,438 

$ 

21,912,461 

Software 

73,555 

138,246 

176,448 

178,161 

187,559 

163,819 

Consulting 

488,583 

74,497 

733,259 

553,270 

803,273 

1,247,456 

Events 

- 

377,469 

684,920 

988,490 

1,046,667 

1,432,000 

Other 

48,857 

39,965 

22,617 

22,387 

53,518 

48,000 

Total  Revenue 

$ 

6,044,987 

$ 

10,329,546 

$ 

16,399,004 

$ 

20,942,453 

$ 22,230,455 

$ 

24,803,736 

(1)  Revenue  and  Income  Statement  assumption:  January  - October  2006  at  actual  plus  November  - December  2006  at  Current  Plan 
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sunlit 


2006 

2002 

2003 

2004 

2005 

Projected  (1) 

2007  Plan 

Growth 

Revenue 


Information  Services 

$ 

4,265,377  $ 

5,082,391  $ 

4,418,385 

$ 

939,293 

$ 

1,773,023 

Software 

64,691 

38,202 

1,713 

9,398 

(23,740) 

Consulting 

(414,086) 

658,762 

(179,989) 

250,003 

444,183 

Events 

377,469 

307,451 

303,570 

58,177 

385,333 

Other 

(8,892) 

(17,348) 

(230) 

31,131 

(5,518) 

Total  Revenue 

$ 

4,284,559  $ 

6,069,458  $ 

4,543,449 

$ 

1,288,002 

$ 

2,573,281 

(1)  Revenue  and  Income  Statement  assumption:  January  - October  2006  at  actual  plus  November  - December  2006  at  Current  Plan 
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2006 

2002 

2003 

2004 

2005 

Projected 

2007  Plan 

% Growth 

Revenue 

Information  Services 

78% 

52% 

30% 

5% 

9% 

Software 

88% 

28% 

1% 

5% 

-13% 

Consulting 

-85% 

884% 

-25% 

45% 

55% 

Events 

0% 

81% 

44% 

6% 

37% 

Other 

-18% 

-43% 

-1% 

139% 

-10% 

Total  Revenue 

71% 

59% 

28% 

6% 

12% 

10-Nov-06 
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2006 

LRP  2007 

2003 

2004 

2005 

Projected 

2007  Plan 

Projection 

Revenue 

$ 10,329,546  $ 

16,399,004  $ 

20,942,453 

$ 22,230,455  $ 

24,803,736 

$26,172,689 

Cost  of  Sales 

2,252,403 

5,432,398 

7,114,153 

8,833,431 

9,703,257 

9,253,122  (a) 

Sales  & Marketing 

5,518,580 

7,693,274 

8,242,027 

8,109,523 

9,348,859 

9,247,838  (a) 

Research  & Development 

952,525 

1 ,959,426 

2,264,612 

2,110,229 

1,664,814 

1,847,002  (a) 

General  & Administrative 

1,928,351 

2,315,207 

2,382,759 

2,338,477 

2,410,853 

3,738,657  (a) 

EBITDA 

(322,313) 

(1,001,301) 

938,901 

838,796 

1,675,953 

2,086,070 

Depreciation  & Amortization 

219,540 

440,298 

602,515 

610,593 

655,014 

654,317 

Other  Revenues  (Expenses) 

37,654 

93,315 

1,111,900 

100,100 

234,996 

- 

Provision  for  Income  Taxes 

_ 

_ 

- 

- 

22,374 

- 

Net  Income  / (Loss)  $ 

(504,199)  $ 

(1,348,284)  $ 

1,448,286  $ 

328,303  $ 

1,233,561 

$ 1,431,753 

(a)  LRP  2007  Projection  does  not  allocate  G&A  costs,  thus  there  are  classification  differences  among  the  expense  categories 
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Common-size  Income 

Statement 




2003 

2004 

2005 

2006 

Projected 

2007  Plan 

LRP  2007  | 
Projection 

Revenue 

100% 

100% 

100% 

100% 

100% 

100% 

Cost  of  Sales 

22% 

33% 

34% 

40% 

39% 

35% 

Sales  & Marketing 

53% 

47% 

39% 

36% 

38% 

35% 

Research  & Development 

9% 

12% 

11% 

9% 

7% 

7% 

General  & Administrative 

19% 

14% 

11% 

11% 

10% 

14% 

EBITDA 

-3% 

-6% 

4% 

4% 

7% 

8% 

Depreciation  & Amortization 

2% 

3% 

3% 

3% 

3% 

2% 

Other  Revenues  (Expenses) 

0% 

1% 

5% 

0% 

1% 

0% 

Provision  for  Income  Taxes 

0% 

0% 

0% 

0% 

0% 

0% 

Net  Income  / (Loss) 

-5% 

-8% 

7% 

1% 

5% 

5% 

(a)  LRP  2007  Projection  does  not  allocate  G&A  costs,  thus  there  are  classification  differences  among  the  expense  categories 
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Operating  Activities 
Investing  Activities 
Financing  Activities 
Net  Cash  Flow 
Ending  Cash 


2002 

2003 

2004 

2005 

2006 

Projected 

2007  Plan 

$ 2,063,777 

$ 2,370,613 

$ 769,909 

$ 1,094,801 

$ 1,682,160 

$ 3,582,934 

(242,035) 

(611,959) 

(758,011) 

(509,030) 

(308,339) 

(857,400) 

(697,650) 

(31,290) 

(27,760) 

(38,697) 

(18,499) 

- 

1,124,092 

1,727,364 

(15,862) 

547,074 

1,355,322 

2,725,534 

$ 1,431,492 

$ 3,164,726 

$ 3,145,864 

$ 3,692,938 

$ 5,048,260 

$ 7,773,793 

IO-Nov-06 
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Year  End  % 

2006  Year  End 

2006  Avg 

2007  Year  End 

2007  Avg 

Incr 

Info  Services  Ops 

49.5 

44.7 

52.5 

51.8 

6% 

Member  Services 

29.0 

25.3 

32.0 

31.0 

10% 

R&D 

12.5 

14.0 

12.5 

12.5 

0% 

Sales 

43.5 

40.2 

54.5 

52.5 

25% 

Consulting 

5.0 

5.1 

6.0 

6.0 

20% 

Events 

3.0 

3.3 

3.0 

3.0 

0% 

G&A/Central/Marketing/IT 

26.8 

30.1 

27.8 

28.0 

4% 

Total  Staffing 

169.3 

162.4 

188.3 

184.8 

11% 

IO-Nov-06 
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Federal  Technology  Information  Services 

Opportunity 

Agency 

Profiles 

Vendor/ 

Teaming 

Labor 

Pricing 

Task  Orders 

Vertical 

Solution 

Subtotal 

<s> 

© 

o 

© 

Revenue 

$ 9,013 

$ 2,676 

$ 2,837 

$ 949 

$ 1,077 

$ 128 

$ 16,679 

Direct  Expense 

1,217 

153 

131 

183 

176 

- 

1,860 

Direct  Contribution 

7,796 

2,523 

2,705 

765 

901 

128 

14,819 

Allocation  Expense 

6,820 

1,751 

1,809 

734 

813 

78 

12,005 

EBITDA 

$ 976 

$ 772 

$ 896 

$ 31 

00 

CD 

$ 50 

$ 2,814 

Direct  Contribution  % 

87% 

94% 

95% 

81% 

84% 

100% 

88.8% 

EBITDA  % 

11% 

29% 

32% 

3% 

8% 

39% 

16.9% 

10-Nov-06 
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State  & Local  Technology  Information  Services 

Tracked 

Opportunity 

Opportunity 

Alerts 

Grant 

Opportunity 

Gov.  Profiles 

Vertical 

Profiles 

Sales 

Solutions 

Subtotal 

($000's) 

Revenue 

$ 1,404 

$ 106 

$ 385 

$ 275 

$ 102 

$ 698 

$ 2,970 

Direct  Expense 

866 

162 

2 

126 

- 

1,156 

Direct  Contribution 

537 

(56) 

383 

149 

102 

698 

1,813 

Allocation  Expense 

1,750 

297 

168 

352 

62 

424 

3,054 

EBITDA 

$ (1,213) 

$ (353) 

$ 214 

$ (202) 

$ 40 

$ 273 

$ (1,241) 

Direct  Contribution  % 

38% 

-53% 

99% 

54% 

100% 

100% 

61.1% 

EBITDA  % 

-86% 

-335% 

56% 

-73% 

39% 

39% 

-41.8% 

10-Nov-06 
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Executive  Program  & Market  Analysis  Services 

Federal  Mkt 
Analysis 

Info  Sec  Ind. 
Analysis 

S&LMkt 

Analysis 

INPUT  Exec 
Prgm 

Equity  Res. 
Solution 

Subtotal 

($000's) 

Revenue 

$ 1,002 

$ 301 

$ 229 

$ 600 

$ 132 

$ 2,264 

Direct  Expense 

241 

134 

236 

399 

- 

1,009 

Direct  Contribution 

761 

167 

(7) 

202 

132 

1,255 

Allocation  Expense 

722 

239 

251 

517 

80 

1,810 

EBITDA 

$ 38 

$ (72) 

$ (257) 

$ (316) 

$ 52 

$ (555) 

Direct  Contribution  % 

76% 

55% 

-3% 

34% 

100% 

55.4% 

EBITDA  % 

4% 

-24% 

-112% 

-53% 

39% 

-24.5% 

IO-Nov-06 
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Line  of  Business  Summary 

Information 

Services 

Software 

Market 

Analysis 

Consulting 

Events 

Other 

Total 

Company 

($000’s) 

Revenue 

$ 19,649 

$ 164 

$ 2,264 

$ 1,247 

$ 1,432 

$ 48 

$ 24,804 

Direct  Expense 

3,016 

- 

1,009 

1,053 

765 

- 

5,844 

Direct  Contribution 

16,632 

164 

1,255 

195 

667 

48 

18,960 

Allocation  Expense 

15,059 

100 

1,810 

180 

135 

- 

17,284 

EBITDA 

$ 1,573 

$ 64 

$ (555) 

$ 15 

$ 532 

$ 48 

$ 1,676 

Direct  Contribution  % 

85% 

100% 

55% 

16% 

47% 

100% 

76.4% 

EBITDA  % 

8% 

39% 

-25% 

1% 

37% 

100% 

6.8% 

1 0-Nov-06 
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A1 . Key  Assumptions  by  Schedule 


r 

Date  Printed:  ll/y/2006 


Key  2007  Budget  Assumptions 

Schedule  No. 

Assumptions 

A1 

Includes  incentive  comp  provisions  for  sales,  SB  member  services  and  WA 

A6  - A6b 

The  Proforma  (A6)  is  based  on  "time-based"  sales  model 

New  hire  two  month  ramp  time  not  included  in  the  Proforma's  headcount. 

Adjustments  to  monthly  sales  levels  to  reflect  historical  seasonality  of  new  orders 

Refer  to  comp  plans  and  quotas  for  quota  detail 

A6a 

Overall  renewal  rate  of  60%  matches  our  current  YTD  rate. 

Available  renewals  based  on  latest  2006  forecast 

A6c 

Computes  Company  Plan  New  Sales,  assuming  productivity  enhancement  in  new  sales 

capacity  per  rep  of  5%  for  Strategic,  1 0% 

'or  Enterprise,  and  3%  for  Small  Business 

A9 

Advertising  & Promotion  includes: 

PR 

^ 60,000 

Collateral 

78,000 

Mail  Advert. 

48,000 

Website  Enhancements 

50,000 

Advertising 

152,000 

Mkt.  Events 

132,000 

Total 

$ 520,000 

A10 

Headcount  in  R&D  includes  two  (2)  product  managers 

All 

DH  in  Accounting  and  Finance 

Corporate  is  PAC  and  PEC 
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A2.  Income  Statement 


Date  Printed:  11/9/2006 


Plan  2007 

By  Month  - 2007 

2006  (A) 

Jan 

Feb 

Mar 

Apr 

May 

Jun 

Jul 

Aug 

Sep 

Oct 

Nov 

Dec 

Year 

o 

o 

o 

s) 

Revenue 

Information  Services 

$ 20,139 

$ 1,753 

$1,753 

$1,758 

$1,766 

$1,783 

$ 1,795 

$1,811 

$1,840 

$1,867 

$1,909 

$1,923 

$1,954 

$ 21,912 

Software 

188 

13 

13 

13 

13 

14 

14 

14 

13 

14 

14 

14 

14 

164 

Consulting 

803 

75 

75 

75 

113 

113 

113 

120 

120 

99 

99 

120 

127 

1,247 

Events 

1,047 

73 

96 

231 

116 

91 

181 

38 

38 

87 

132 

256 

93 

1,432 

Other 

54 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

48 

Total  Net  Revenue 

22,230 

1,918 

1,941 

2,081 

2,012 

2,005 

2,106 

1,987 

2,015 

2,071 

2,158 

2,317 

2,192 

24,804 

Cost  of  Sales 

Operations  - Personnel 

6,995 

605 

612 

612 

639 

646 

646 

649 

656 

645 

645 

656 

660 

7,670 

Other  Cost  of  Sales 

1,839 

163 

144 

203 

159 

147 

201 

133 

134 

151 

156 

256 

186 

2,033 

Total  Cost  of  Sales 

8,833 

768 

756 

815 

798 

793 

847 

782 

790 

796 

801 

912 

845 

9,703 

Gross  Income  / (Loss) 

13,397 

1,150 

1,185 

1,266 

1,214 

1,212 

1,260 

1,204 

1,226 

1,275 

1,357 

1,405 

1,347 

15,100 

Sales  & Marketing 

Sales  and  Marketing  - Personnel 

6,435 

585 

630 

610 

599 

621 

625 

618 

645 

650 

645 

652 

659 

7,540 

Other  Sales  & Marketing  Expense 

1,674 

139 

147 

145 

142 

144 

146 

143 

147 

147 

149 

188 

172 

1,809 

Total  Sales  & Marketing 

8,110 

724 

777 

755 

741 

765 

771 

761 

792 

796 

794 

840 

831 

9,349 

Research  & Development 

Research  & Development  - Personnel 

1,873 

121 

121 

121 

121 

121 

121 

121 

121 

121 

121 

121 

121 

1,450 

Other  Research  & Development  Expense 

237 

18 

17 

17 

17 

17 

17 

17 

17 

17 

17 

23 

21 

215 

Total  Research  & Development 

2,110 

139 

138 

138 

138 

138 

138 

138 

138 

138 

138 

144 

142 

1,665 

General  & Administrative 

General  & Administrative  - Personnel 

1,564 

133 

133 

133 

125 

125 

125 

125 

125 

125 

125 

125 

125 

1,520 

Other  General  & Administrative  Expense 

774 

124 

70 

70 

68 

68 

68 

68 

68 

68 

68 

77 

74 

891 

Total  General  & Administrative 

2,338 

257 

203 

203 

193 

193 

193 

193 

193 

193 

193 

201 

198 

2,411 

EBITDA 

839 

31 

68 

171 

141 

116 

158 

113 

103 

148 

233 

219 

1761 

1,676 

Depreciation  & Amortization 

611 

46 

48 

49 

50 

51 

5V 

56 

57 

57 

58 

64 

65 

655 

Operating  Income  / (Loss) 

228 

(16) 

20 

122 

92 

65 

103 

57 

47 

91 

175 

155 

111 

1,021 

Other  Revenues  / (Expenses) 

100 

20 

20 

20 

20 

20 

20 

20 

20 

20 

20 

20 

20 

235 

Income  / (Loss)  Before  Taxes 

328 

4 

39 

141 

111 

85 

123 

76 

66 

110 

194 

175 

131 

1,256 

Provision  for  Income  Taxes 

- 

- 

- 

- 

- 

- 

- 

- 

- 

- 

- 

- 

22 

22 

Net  Income  / (Loss) 

$ 328 

$ 4 

$ 39 

$ 141 

$ 111 

$ 85 

$ 123 

$ 76 

$ 66 

$ 110 

$ 194 

$ 175 

$ 108 

$ 1,234 

1A) 

2006  = YTD  Oct  Actual  + Nov-Dec  at  Current  Plan 
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A3.  Balance  Sheet 


( 

Date  Printed:  ll/y/2006 


Plan  2007 

By  Month  - 2007 

2006  (A) 

Jan 

Feb 

Mar 

Apr 

May 

Jun 

Jul 

Aug 

Sep 

Oct 

Nov 

Dec 

($000's) 

Assets 

Current  Assets 

Cash  and  Cash  Equivalents 

$ 5,048 

$ 5,894 

$ 7,018 

$ 6,856 

$ 7,126 

$ 7,319 

$ 7,035 

$ 6,847 

$ 6,881 

$ 7,061 

$ 7,463 

$ 7,586 

$ 7,774 

Accounts  Receivable,  net 

5,607 

4,807 

3,325 

3,510 

3,054 

2,755 

2,960 

3,045 

3,411 

3,609 

3,584 

3,822 

6,187 

Other  Current  Assets 

1,203 

1,199 

1,215 

1,251 

1,298 

1,335 

1,369 

1,410 

1,445 

1,475 

1,511 

1,538 

1,560 

Total  Current  Assets 

11,858 

11,900 

11,558 

11,616 

11,478 

11,410 

11,364 

11,302 

11,737 

12,145 

12,557 

12,946 

15,520 

Fixed  Assets 

Fixed  Assets 

2,456 

2,646 

2,699 

2,738 

2,770 

2,812 

2,931 

2,994 

3,016 

3,040 

3,082 

3,289 

3,314 

Less  Depreciation  & Amort. 

(1,828) 

(1,874) 

(1,922) 

(1,971) 

(2,021) 

(2,072) 

(2,126) 

(2,182) 

(2,239) 

(2,296) 

(2,354) 

(2,418) 

(2,483) 

Net  Fixed  Assets 

628 

772 

776 

767 

749 

740 

805 

811 

777 

744 

728 

871 

831 

Other  Assets 

443 

443 

443 

443 

443 

443 

443 

443 

443 

443 

443 

443 

443 

Total  Assets 

$12,929 

$13,115 

$12,777 

$12,826 

$12,670 

$12,593 

$12,612 

$12,556 

$12,957 

$13,332 

$13,728 

$14,260 

$16,794 

Liabilities 

Accounts  Payable 

$ 225 

$ 296 

$ 252 

$ 290 

$ 258 

$ 251 

$ 288 

$ 241 

$ 244 

$ 255 

$ 260 

$ 363 

$ 302 

Other  Accrued  Liabilities 

1,856 

1,792 

1,237 

863 

894 

934 

968 

999 

1,041 

1,076 

1,108 

1,144 

1,179 

Accrued  Interest 

1 

1 

1 

1 

1 

1 

2 

2 

2 

Capital  lease,  Current 

19 

19 

19 

19 

19 

19 

19 

19 

19 

19 

19 

19 

19 

Deferred  Revenue  (Net  of  Unbiled) 

12,673 

12,848 

13,070 

13,313 

13,046 

12,851 

12,677 

12,561 

12,850 

13,069 

13,233 

13,451 

15,902 

Total  Liabilities 

14,773 

14,955 

14,578 

14,485 

14,218 

14,056 

13,952 

13,820 

14,154 

14,420 

14,621 

14,978 

17,404 

Shareholders'  Equity 

Common  Stock  (no  pa  value) 

41 

41 

41 

41 

41 

41 

41 

41 

41 

41 

41 

41 

41 

Currency  Gain  (toss) 

(238) 

(0) 

(0) 

(0) 

(0) 

_ (0) 

m 

(0> 

(0) 

(0) 

(0) 

(0) 

(0) 

Retained  Earnings  - Accumulated 

(2,212) 

(1,884) 

(1,884) 

(1,884) 

(1,884) 

(1,884) 

(1,884) 

(1,884) 

(1,884) 

(1,884) 

(1,884) 

(1,884) 

(1,884) 

Retained  Earnings  - Current  Year 

328 

4 

43 

184 

296 

380 

504 

580 

646 

756 

950 

1,125 

1,234 

Total  Shareholders’  Equity 

(1,844) 

(1,840) 

(1,801) 

(1,659) 

(1,548) 

(1,463) 

(1,340) 

(1,264) 

(1,198) 

(1,088) 

(893) 

(718) 

(610) 

Total 

Liabilities  & Shareholders'  Equity 

$12,929 

$13,115 

$12,777 

$12,826 

$12,670 

$12,593 

$12,612 

$12,556 

$12,957 

$13,332 

$13,728 

$14,260 

$16,794 

(A 

2006  = YTD  Oct  Actual  + Nov-Dec  at  Current  Plan 
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A4  Cash  Flow  Statement 


Date  Printed:  11/9/2006 


Plan  2007 

By  Month  - 2007 

2006  (A) 

Jan 

Feb 

Mar 

Apr 

May 

Jun 

Jul 

Aug 

Sep 

Oct 

Nov 

Dec 

Year 

(SC 

00's) 

Operating  Activities 

Net  Income 

$ 328 

$ 4 

$ 39 

$ 141 

$ 111 

$ 85 

$ 123 

$ 76 

$ 66 

$ 110 

$ 194 

$ 175 

$ 108 

$ 1,234 

Ad 

ustments  to  reconcile  net  income  to  cash 

Depreciation  & Amortization 

611 

46 

48 

49 

50 

51 

54 

56 

57 

57 

58 

64 

65 

655 

(Inc.)  / Dec.  in  Accounts  Receivable,  Net 

(1,357) 

800 

1,482 

(185) 

456 

299 

(205) 

(85) 

(365) 

(198) 

25 

(238) 

(2,365) 

(580) 

(Inc.)  / Dec.  in  Other  Current  Assets 

472 

3 

(16) 

(36)1 

HU 

(38) 

(34) 

(41) 

(35) 

(30) 

(35) 

(28) 

(21) 

(357) 

Inc.  / (Dec.)  in  Accounts  Payable 

(238) 

71 

(44) 

38 

(32) 

(7) 

37 

(48) 

3 

11 

5 

103 

(61) 

77 

Inc.  / (Dec.)  in  Accrued  Liabilities 

164 

(64) 

(555) 

(374) 

31 

4(T 

34 

31 

43 

35 

32 

36 

35 

(677) 

Inc.  / (Dec.)  in  Deferred  Revenue 

1,705 

175 

221 

243 

(266) 

(195) 

(175) 

(116) 

288 

219 

164 

218 

2,451 

3,229 

Net  Cash  Flow  from  Operating  Activities 

1,682 

1,036 

1,176 

(123) 

302 

235 

(165) 

(126) 

57 

204 

444 

330 

212 

3,583 

Investing  Activities 

Due  From  Related  Party 

- 

- 

- 

- 

- 

- 

- 

- 

- 

- 

- 

- 

- 

- 

Fixed  Assets 

(308) 

(190) 

(52) 

(39) 

(32) 

(42) 

(119) 

(62) 

(22) 

_ (24) 

(42) 

_ (207) 

(24) 

(857) 

Ne 

Cash  Flow  from  Investing  Activities 

(308) 

(190) 

(52) 

(39) 

(32) 

(42) 

(119) 

(62) 

(22) 

(24) 

(42) 

(207) 

(24), 

(857) 

Financing  Activities 

Note 

- 

- 

- 

- 

- 

- 

- 

- 

- 

- 

- 

- 

. 

- 

Common  Stock 

(18) 

- 

- 

- 

- 

- 

- 

- 

- 

- 

- 

- 

- 

- 

Net  Cash  Flow  from  Financing  Activities 

(18) 

- 

- 

- 

- 

- 

- 

- 

- 

_ 

_ 

_ 

_ 

_ 

Increase  (Decrease)  in  Cash  and  Cash  Equivalents 

1,355 

846 

1,124 

(162) 

270 

193 

(284) 

(188) 

34 

180 

402 

123 

188 

2,726 

~T~T 

Cash  and  Cash  Equivalents  at  Beginning  of  the  Year 

3,693 

5,048 

5,894 

7,018 

6,856 

7,126 

7,319 

7,035 

6,847 

6,881 

7,061 

7,463 

7,586 

5,048 

1 1 

Cash  and  Cash  Equivalents  at  the  End  of  the  Year 

$ 5,048 

$ 5,894 

$ 7,018 

$ 6,856 

$ 7,126 

$ 7,319 

$ 7,035 

$ 6,847 

$ 6,881 

$ 7,061 

$ 7,463 

$ 7,586 

$ 7,774 

$ 7,774 

(A 

2006  = YTD  Oct  Actual  + Nov-Dec  at  Current  Plan 
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A5  NCV  by  Product 


Date  Printi 


<9/2006 


Product 

— 

NCV  (SOOOsMas  of  1st 

Jan 

Feb 

Mar 

Apr 

May 

Jun 

Jul 

Aug 

Sep 

Oct 

Nov 

Dec 

Year 

Subscription  Products 

Federal  Products 

Federal  Tech  Opportunities 

$ 8,991 

$ 8,960 

$ 8,928 

$ 8,965 

$ 8,955 

$ 8,981 

$ 9,077 

$ 9,152 

$ 9,303 

$ 9,409 

$ 9,480 

$ 9,623 

$ 9,623 

Federal  Agency  Profiles 

2,662 

2,653 

2,660 

2,688 

2,685 

2,703 

2,729 

2,729 

2,771 

2,798 

2,828 

2,858 

2,858 

Federal  Vendor  Performance  Profiles 

343 

339 

340 

343 

347 

354 

356 

344 

345 

338 

334 

331 

331 

Federal  Teaming  Profiles 

2,323 

2,359 

2,400 

2,440 

2,480 

2,524 

2,596 

2,664 

2,740 

2,809 

2,873 

2,979 

2,979 

Labor  Pricing 

930 

928 

935 

950 

970 

968 

966 

963 

978 

992 

1,013 

1,026 

1,026 

Task  Orders 

1,016 

1,030 

1,043 

1,060 

1,069 

1,087 

1,107 

1,113 

1,113 

1,120 

1,140 

1,155 

1,155 

Federal  Market  Analysis 

931 

951 

960 

975 

998 

1,010 

1,024 

1,043 

1,074 

1,100 

1,119 

1,121 

1,121 

Federal  Info  Sec  Analysis 

291 

299 

304 

307 

307 

303 

310 

319 

333 

340 

341 

342 

342 

Federal  AEC  Opportunities 

64 

59 

49 

49 

39 

39 

36 

36 

36 

32 

24 

- 

- 

Federal  IEP 

543 

584 

627 

663 

697 

735 

777 

822 

741 

775 

810 

887 

887 

Total  Federal 

18,095 

18,162 

18,246 

18,440 

18,548 

18,704 

18,979 

19,186 

19,435 

19,713 

19,963 

20,323 

20,323 

S&L  Products 

S&L  IT  Opportunities 

1,791 

1,869 

1,918 

1,972 

2,010 

2,064 

2,089 

2,132 

2,198 

2,237 

2,273 

2,315 

2,315 

S&L  Profiles 

464 

448 

425 

418 

401 

380 

365 

344 

337 

314 

294 

260 

260 

S&L  Vertical  Profiles 

100 

134 

199 

239 

280 

327 

388 

431 

515 

563 

622 

745 

745 

S&L  Grants 

317 

304 

295 

290 

278 

265 

263 

255 

251 

212 

199 

176 

176 

S&L  Market  Analysis 

234 

236 

226 

234 

234 

234 

238 

236 

246 

247 

250 

252 

252 

Total  S&L 

2,906 

2,991 

3,063 

3,154 

3,204 

3,270 

3,343 

3,399 

3,546 

3,572 

3,638 

3,748 

3,748 

Total  Subscriptions 

21,001 

21,153 

21,310 

21,594 

21,752 

21,974 

22,321 

22,585 

22,981 

23,285 

23,601 

24,071 

24,071 

Software 

Web  Services 

39 

41 

43 

45 

46 

46 

48 

49 

49 

50 

51 

49 

49 

CMS 

118 

120 

121 

125 

127 

125 

119 

123 

128 

126 

127 

132 

132 

Total  Software 

157 

162 

164 

170 

173 

171 

166 

171 

177 

176 

178 

181 

181 

New  Products 

Equity  Research  Market  Analysis  Package 

- 

30 

60 

90 

120 

150 

180 

210 

240 

270 

300 

330 

330 

Federal  Vertical  Packaqe  - Information  Sec 

- 

- 

- 

50 

80 

110 

130 

160 

190 

220 

260 

300 

300 

Federal  Vertical  Package  - IT  Infrastructure 

- 

- 

- 

- 

- 

- 

- 

50 

80 

110 

160 

210 

210 

S&L  E-Commerce  (Opp  Alerts,  Contacts,  Local  Profiles) 

- 

- 

- 

- 

- 

- 

4 

11 

22 

36 

54 

81 

81 

Total  New  Products 

- 

30 

60 

140 

200 

260 

314 

431 

532 

636 

774 

921 

921 

Subtotal  Software  and  Subscriptions 

$ 21,158 

$ 21,345 

$ 21,534 

$ 21,904 

$ 22,125 

$ 22,405 

$ 22,801 

$ 23,187 

$ 23,689 

$ 24,096 

$ 24,553 

$ 25,173 

$ 25,173 

Non-Subscription  Products 

Consulting  Orders 

888 

921 

958 

1,036 

1,141 

1,113 

1,168 

1,150 

1,254 

1,348 

1,365 

1,410 

1,410 

Event  Orders 

1,174 

1,269 

1 ,229 

1 ,271 

1,294 

1,318 

1,370 

1,390 

1,354 

1,418 

1,439 

1,402 

1,402 

Total 

$ 23,220 

$ 23,535 

$ 23,721 

$ 24,210 

$ 24,559 

$ 24,835 

$ 25,340 

$ 25,726 

$ 26,298 

$ 26,862 

$ 27,357 

$ 27,985 

$ 27,985 

Notes: 

1 ) Net  Contract  Value  (NCV)  is  equal  to  the  annualized  contract  value  of  active  subscriptions  as  of  the  date  specified.  NCV  for  non-subscription  products  is  the  contract  value  sold  for  the  last  1 2 months. 
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INPUT  2007  Plan  11/8/06  Date  Printed:  11/9/2006 

A6.  SalesJ^'-rma 


Staffing,  Sales  & Tu  jt 

Sales  - 2007  Pla 

n 

Jan 

Feb 

Mar 

Apr 

May 

Jun 

Jul 

Aug 

Sep 

Oct 

Nov 

Dec 

total 

RENEWAL 

3ASE 

Strategic 

722,508 

437,282 

504,090 

239,541 

329,461 

345,444 

327,955 

616,788 

584,991 

436,328 

362,667 

1,653,120 

6,560,175 

Enterprise 

433,328 

299,697 

489,679 

276,249 

405,077 

327,186 

398,987 

444,687 

345,303 

444,251 

359,892 

834,331 

5,058,667 

Small  Busin( 

ass  (MS) 

686,455 

968,137 

877,770 

599,603 

609,711 

785,531 

598,432 

629,771 

584,328 

732,655 

1,072,672 

1,368,869 

9,513,934 

1,842,291 

1,705,116 

1,871,539 

1,115,393 

1,344,249 

1,458,161 

1,325,374 

1,691,246 

1,514,622 

1,613,234 

1,795,231 

3856,320 

21,132,776 

5,418,946 

3,917,803 

4,531,242 

7,264,785 

RENEWAL 

RATE 

Strategic 

73% 

73% 

73% 

73% 

73% 

73% 

73% 

73% 

73% 

73% 

73% 

73% 

73% 

73% 

Enterprise 

55% 

55% 

55V 

55% 

55% 

55% 

55% 

55% 

55% 

55% 

55% 

55% 

55% 

55% 

Small  Business  (MS) 

53% 

53% 

53% 

53% 

53% 

53% 

53% 

53% 

53% 

53% 

53% 

53% 

53% 

53% 

61% 

58% 

59% 

58% 

59% 

58% 

59% 

61% 

61% 

59% 

57% 

62% 

60% 

TARGET  RE 

ENEWAL  SALES 

Strategic 

527,431 

319,216 

367,986 

174,865 

240,507 

252,174 

239,407 

450,255 

427,043 

318,519 

264,747 

1,206,778 

4,788,928 

Enterprise 

238,330 

164,833 

269,323 

151,937 

222,792 

179,952 

219,443 

244,578 

189,917 

244,338 

197,941 

458,882 

2,782,267 

Small  Business  (MS) 

363,821 

513,113 

465,218 

317,790 

323,147 

416,331 

317,169 

333.779 

309,694 

388,307 

568,516 

725,501 

5,042,385 

1,129,582 

997,162 

1,102,527 

644,591 

786,446 

848,458 

776,019 

1,028,612 

926,654 

951,165 

1,031,204 

2,391,160 

12,613,580 

COMPANY 

3 LAN  FACTOR 

100% 

100% 

100% 

100% 

100% 

100% 

100% 

100% 

100% 

100% 

100% 

100% 

100% 

100% 

i 

COMPANY  PLAN  RENEWAL  SALES 

Strategic 

527,431 

319,216 

367,986 

174.865 

240,507 

252,174 

239,407 

450,255 

427,043 

318,519 

264,747 

1,206,778 

4,788,928 

Enterprise 

238,330 

164,833 

269,323 

151,937 

222,792 

179,952 

219,443 

244,578 

189,917 

244,338 

197,941 

458,882 

2,782.267 

Small  Businc 

iss  (MS) 

363,821 

513,113 

465,218 

317,790 

323,147 

416,331 

317,169 

333,779 

309,694 

388,307 

568,516 

725,501 

5,042,385 

1,129,582 

997,162 

1,102,527 

644,591 

786,446 

848,458 

776,019 

1,028,612 

926,654 

951,165 

1,031,204 

2,391,160 

12,613,580 

RENEWAL 

SALES  PRODUCT  IVITY  & ST  A 

11%  Increased  Productivity  in  Q1  vs  average  Q2  and  Q3 

46%  increased  productivity  in  Q4  vs  average  of  Q1  and  Q2 

Strategic 

1,267,212 

4.5 

2.7 

3.1 

1.7 

2.3 

2.4 

2.3 

4.3 

4.0 

2.1 

1.7 

7.8 

3.2 

Enterprise 

1,314,743 

2,0 

1.4 

2.2 

1.4 

2.0 

1.6 

2.0 

2.2 

1.7 

1.5 

1.2 

2.9 

1.8 

Small  Busine 

3ss  (MS) 

352,250 

11.2 

15.8 

14.3 

10.8 

11.0 

14.2 

10.8 

11.4 

10.6 

9.1 

13.3 

16.9 

12.4 

17.6 

19.8 

19.7 

13.9 

15.3 

18.2 

15.1 

17.9 

16.3 

12.6 

16.2 

27.6 

17.5 

STAFFING 

Includes  allowance 

for  growth  in  2008) 

Strategic 

6 

6.0 

6.0 

6.0 

7.0 

7.0 

7.0 

7.0 

7.0 

7.0 

7.0 

7.0 

7.0 

6.8 

Enterprise  (Includes  IEP  Overla 

13 

13.0 

13.0 

13.0 

15.0 

15.0 

15.0 

16.0 

16.0 

16.0 

17.0 

17.0 

17.0 

15.3 

Small  Business  (MS) 

8 

11.0 

11.0 

11.0 

12.0 

12.0 

12.0 

13.0 

13.0 

13.0 

14.0 

14.0 

14.0 

12.5 

30.0 

30.0 

30.0 

34.0 

34.0 

34.0 

36.0 

36.0 

36.0 

38.0 

38.0 

38.0 

34.5 

AVAILABLE 

STAFFING  AFTEF 

RENEWAL 

ALLOCATION 

Strategic 

1.5 

3.3 

2.9 

5.3 

4.7 

4.6 

4.7 

2.7 

3.0 

4.9 

5.3 

(0.8) 

3.5 

Enterprise 

11.0 

11.6 

10.8 

13.6 

13.0 

13.4 

14.0 

13.8 

14.3 

15.5 

15.8 

14.1 

13.4 

Small  Business  (MS) 

(0.2) 

(4.8) 

(3.3) 

1.2 

1.0 

(2.2) 

2.2 

1.6 

2.4 

4.9 

0.7 

(2.9) 

0.1 

12.4 

10.2 

10.3 

20.1 

18.7 

15.8 

20.9 

18.1 

19.7 

25.4 

21.8 

10.4 

17.0 

Seasonality 

7.0% 

8.5% 

9.0% 

6.5% 

6.0% 

7.0% 

7.5% 

7.5% 

8.0% 

8.0% 

9.0% 

16.0% 

100.0% 

2002  - 2004 

5.0% 

9.0% 

9.0% 

7.0% 

8.0% 

7.0% 

8.0% 

9.0% 

8.0% 

7.0% 

8.0% 

17.0% 

NEW  SALE. 

3 STAFF  AVAILABLE  (AFTER  RENEWAL  STAFFING) 

Strategic 

6 

1.5 

3.3 

2.9 

5.3 

4.7 

4.6 

4.7 

2.7 

3.0 

4.9 

5.3 

(0.8) 

3.5 

Enterprise 

13 

11.0 

11.6 

10.8 

13.6 

13.0 

13.4 

14.0 

13.8 

14.3 

15.5 

15.8 

14.1 

13.4 

Small  Busin 

ass  (Includes  S&L 

21 

21.0 

21.0 

21.0 

24.0 

24.0 

24.0 

24.0 

24.0 

24.0 

25.0 

25.0 

25.0 

23.5 

33.5 

35.9 

34.6 

43.0 

41.7 

42.0 

42.7 

40.5 

41.2 

45.4 

46.0 

38.3 

40.4 
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INPUT  2007  Plan  11/8/06 
A6.  Sales  Proforma 


Date  Printed:  11/9/2006 


Staffing,  Sales  & T urnover 

— 

Sales  - 2007  Plan 

Jan 

FeE 

Mar 

Apr 

Hay 

Jun 

Jul 

Aug 

Sep 

Set 

Nov 

Dec 

total 

NEW  SALES  CAPACITY  (AFTER  RENEWAL  STAFFING) 

REMOVED — > 

Productivity  improvements  included  of  5%  in  Strategic,  10%  in  Enterprise  and  3%  in  SB. 

Seasonality  factor  applied  from  Wayne's  seasonality  report  of  1 13.9%  to  Annualised  New  Sales  performance 

Strategic 

785,000 

82,172 

218,437 

201,858 

272,683 

222,430 

253,430 

278,650 

161,097 

185,641 

309,940 

373,308 

(103,291) 

2,456,353 

Enterprise 

410,000 

316,793 

405,762 

397,891 

362,793 

318,976 

383,361 

430,410 

423,356 

467,944 

507,529 

581,667 

927.128 

5,523,611 

Small  Busin 

sss  (MS) 

288,000 

423,360 

514,080 

544,320 

449,280 

414,720 

483,840 

518,400 

518,400 

552,960 

576,000 

648,000 

1,152,000 

6,795,360 

822,325 

1,138,279 

1,144,069 

1,084,755 

956,126 

1,120,631 

1,227,460 

1,102,853 

1,206,545 

1,393,469 

1,602,974 

1,975,837 

14,775,324 

ATTRITION  FACTOR 

85% 

85% 

85% 

85% 

85% 

85% 

85% 

85% 

85% 

85% 

85% 

85% 

85% 

85% 

Assumes  20%  loss  of  staff  and  that  loss  occurs  half  way  through  the  year  on  average.  Replacement  then  takes  3 months  to  get  to  full  performance 

i i 

COMPANY  PLAN  NEW  SALES 

Strategic 

69,846 

185,671 

171,579 

231,780 

189,065 

215,415 

236,852 

136,933 

157,795 

263,449 

317,311 

(87,797) 

2,087,900 

Enterprise 

269,274 

344,898 

338,207 

308,374 

271,130 

325,857 

365,849 

359,853 

397,752 

431,400 

494,417 

788,059 

4,695,069 

Small  Busin* 

SSS 

359,856 

436,968 

462,672 

381,888 

352,512 

411,264 

440,640 

440,640 

470,016 

489,600 

550,800 

979,200 

5,776,056 

698,976 

967,537 

972,459 

922,042 

812,707 

952,536 

1,043,341 

937,425 

1,025,563 

1,184,448 

1,362,528 

1,679,461 

12,559,025 

COMPANY  PLAN  TOTAL  SALES 

Strategic 

597,277 

504,887 

539,565 

406,645 

429,572 

467,590 

476,260 

587,188 

584,838 

581,968 

582,058 

1,118,980 

6,876,828 

Enterprise 

507,605 

509,731 

607,531 

460,311 

493,922 

505,809 

585,292 

604,430 

587,669 

675,738 

692,357 

1,246,941 

7,477,336 

Small  Business  (MS)  (Renewal) 

363,821 

513,113 

465,218 

317,790 

323,147 

416,331 

317,169 

333,779 

309,694 

388,307 

568,516 

725,501 

5,042,385 

Small  Busine 

sss  (New) 

359,856 

436,968 

462,672 

381,888 

352,512 

411,264 

440,640 

440,640 

470,016 

489,600 

550,800 

979,200 

5,776,056 

1,828,559 

1,964,699 

2,074,986 

1,566,633 

1,599,153 

1,800,994 

1,819,360 

1,966,037 

1,952,217 

2,135,613 

2,393,732 

4,070,621 

25,172,605 

5,868,244 

4,966,780 

5,737,614 

8,599,966 

2006  JULY  PLAN 

1,705,458 

1,617,079 

1,949,564 

1,381,862 

1,425,492 

1.636,691 

1,565,151 

1,756,510 

1,597,272 

1,966,209 

1,975,503 

4,164,762 

22,741,553 

5,272,101 

4,444,045 

4,918,933 

8,106,474 

2007  VS.  2006  July  Plan  GROWTH  RATE 

11.3% 

11.8% 

16.6% 

6.1% 

10.7% 

2007  VS.  2006  Forecast  GROWTH  RATE 

8.3% 

26.8% 

26.6% 

18.4% 

19.1% 
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INPUT  2007"  „_<n  11/8/06 
A6a.  IS  Renewal  Sales 


Date  Printed:  11,^2006 


Plan  2007  - Orders 

By  Month  - 2007 

Jan 

Feb 

Mar 

Apr 

May 

Jun 

Jul 

Aug 

Sep 

Oct 

Nov 

Dec 

Year 

($000' 

s) 

Available  Renewals 

Strategic 

$ 723 

$ 437 

$ 504 

$ 240 

$ 329 

$ 345 

$ 328 

$ 617 

$ 585 

$ 436 

$ 363 

$ 1 ,653 

$ 6,560 

Enterprise 

433 

300 

490 

276 

405 

327 

399 

445 

345 

444 

360 

834 

5,059 

SB 

Member  Services 

686 

968 

878 

600 

610 

786 

598 

630 

584 

733 

1,073 

1,369 

9,514 

Total 

$1,842 

$1,705 

$1,872 

$1,115 

$1,344 

$1,458 

$1,325 

$1,691 

$1,515 

$1,613 

$1,795 

$3,856 

$21,133 

Projected  Renewal  Rates 

Strategic 

73% 

73% 

73% 

73% 

73% 

73% 

73% 

73% 

73% 

73% 

73% 

73% 

73% 

Enterprise 

55% 

55% 

55% 

55% 

55% 

55% 

55% 

55% 

55% 

55% 

55% 

55% 

55% 

SB  Member  Services 

53% 

53% 

53% 

53% 

53% 

53% 

53% 

53% 

53% 

53% 

53% 

53% 

53% 

Total 

61% 

58% 

59% 

58% 

59% 

58% 

59% 

61% 

61% 

59% 

57% 

62% 

60% 

Company  Plan  Renewals 

Strategic 

$ 527 

$ 319 

$ 368 

$ 175 

$ 241 

$ 252 

$ 239 

$ 450 

$ 427 

$ 319 

$ 265 

$1,207 

$ 4,789 

Enterprise 

238 

165 

269 

152 

223 

180 

219 

245 

190 

244 

198 

459 

2,782 

SB  Member  Services 

364 

513 

465 

318 

323 

416 

317 

334 

310 

388 

569 

726 

5,042 

Total 

$1,130 

$ 997 

$1,103 

$ 645 

$ 786 

$ 848 

$ 776 

$1,029 

$ 927 

$ 951 

$1,031 

$2,391 

$12,614 

For  Comparison:  Rolling  12-mo.  renewal  rate  through  Sept.  2006  per  product  level  detail  reports: 

60.49% 
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INPUT  2007  Plan  11/8/06 
A6b.  IS  New  Sales+Staffing 


Date  Printed:  1 1/9/2006 


Plan  2007  - Orders 

By  Month  - 2007 

Jan 

Feb 

Mar 

Apr 

May 

Jun 

Jul 

Aug 

Sep 

Oct 

Nov 

Dec 

Year 

($000's) 

Sales  Reps  (headcount  - New  & Renewal 

Strategic 

6.0 

6.0 

6.0 

7.0 

7.0 

7.0 

7.0 

7.0 

7.0 

7.0 

7.0 

7.0 

6.8 

Enterprise 

13.0 

13.0 

13.0 

15.0 

15.0 

15.0 

16.0 

16.0 

16.0 

17.0 

17.0 

17.0 

15.3 

Small  Business 

21.0 

21.0 

21.0 

24.0 

24.0 

24.0 

24.0 

24.0 

24.0 

25.0 

25.0 

25.0 

23.5 

SB  Member  Services 

11.0 

11.0 

11.0 

12.0 

12.0 

12.0 

13.0 

13.0 

13.0 

14.0 

14.0 

14.0 

12.5 

Total  Headcount  - Reps 

51.0 

51.0 

51.0 

58.0 

58.0 

58.0 

60,0 

60.0 

60.0 

63.0 

63.0 

63.0 

58.0 

Sales  Reps  (headcount  available  for  new  sales  after  renewals  assigned) 

Strategic 

1.5 

3.3 

2.9 

5.3 

4.7 

4.6 

4.7 

2.7 

3.0 

4.9 

5.3 

-0.8 

3.5 

Enterprise 

11.0 

11.6 

10.8 

13.6 

13.0 

13.4 

14.0 

13.8 

14.3 

15.5 

15.8 

14.1 

13.4 

Small  Business 

21.0 

21.0 

21.0 

24.0 

24.0 

24.0 

24.0 

24.0 

24.0 

25.0 

25.0 

25.0 

23.5 

SB  Member  Services 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

Total  Headcount  - New  Reps 

33.5 

35.9 

34.6 

43.0 

41.7 

42.0 

42.7 

40.5 

41.2 

45.4 

46.0 

38.3 

40.4 

New  Sales 

Strategic 

$ 146 

$ 177 

$ 188 

$ 136 

$ 125 

$ 146 

$ 157 

$ 157 

$ 167 

$ 167 

$ 188 

$ 334 

$ 2,088 

Enterprise 

187 

226 

250 

330 

307 

339 

356 

458 

461 

440 

512 

827 

4,695 

Small  Business 

404 

491 

520 

375 

347 

404 

433 

433 

462 

462 

520 

924 

5,776 

Total  Sales 

$ 738 

$ 895 

$ 958 

$ 841 

$ 779 

$ 890 

$ 946 

$1,048 

$1,091 

$1,069 

$1,220 

$ 2,085 

$ 12,559 

2007  Plai 
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INPUT  2007  Plan  1 1/8/06  Date  Printed:  11/9/2006 

A6c.  New  Sales^ir  '•  jctivity  Inc  g 


Staffing,  Sales  & T ur  j\ 

Sales  - 2007  Plan 

Jan 

Feb 

Mar 

Apr 

Hay 

Jun 

Jul 

Aug 

Sep 

Oct 

Nov 

Dec 

ToJal 

NEW  SALES  CAPACITY  (AFTER  RENEWAL  STAFFING) 

INCLUDED — > 

Productivity  improvements  included  of  5%  in  Strategic,  10%  in  Enterprise  and  3%  in  SB. 

Seasonality  factor  applied  from  Wayne's  seasonality  report  of  1 13.9%  to  Annualised  New  Sales  performance 

Strategic 

824,250 

86,280 

229,358 

211.951 

286,317 

233,551 

266,101 

292,582 

169,152 

194,923 

325,437 

391,973 

(108,455) 

2,579,171 

Enterprise 

451,000 

348,472 

446,339 

437,680 

399,072 

350,874 

421,697 

473,452 

465,692 

514,738 

558,282 

639,833 

1,019,840 

6,075,972 

Small  Business  (MS) 

296,640 

436,061 

529,502 

560,650 

462,758 

427,162 

498,355 

533,952 

533,952 

569,549 

593,280 

667,440 

1,186,560 

6,999,221 

870,814 

1,205,199 

1.210,281 

1,148,147 

1,011,587 

1,186,154 

1,299,986 

1,168,796 

1,279,210 

1,476,999 

1,699,246 

2,097,945 

15,654,363 

ATTRITION  FACTOR 

85% 

85% 

85% 

85% 

85% 

85% 

85% 

85% 

85% 

85% 

85% 

85% 

85% 

85% 

Assumes  20%  loss  of  staff  and  that  loss  occurs  half  wav  through  the  year  on  average.  Replacement  then  takes  3 months  to  get  to  full  performance 

1 1 

COMPANY  PLAN  NEW  SALES 

Strategic 

73,338 

194,955 

180,158 

243,369 

198,518 

226,186 

248,695 

143,779 

165,685 

276,621 

333,177 

(92,187) 

2,192,295 

Enterprise 

296,202 

379,388 

372,028 

339,211 

298,243 

358,443 

402,434 

395,838 

437,528 

474,540 

543,858 

866,864 

5,164,576 

Small  Business 

370,652 

450,077 

476,552 

393,345 

363,087 

423,602 

453.859 

453,859 

484,116 

504,288 

567,324 

1,008,576 

5,949,338 

740,192 

1,024,420 

1,028,739 

975,925 

859,849 

1,008,231 

1,104,988 

993,476 

1,087,329 

1,255,449 

1,444,359 

1,783,253 

13,306,209 

COMPANY  PLAN  TOTAL  SALES 

Strategic 

600,769 

514,171 

548,144 

418,234 

439,025 

478,360 

488,102 

594,035 

592,728 

595,141 

597,924 

1,114,590 

6,981,223 

Enterprise 

534,532 

544,221 

641,352 

491,148 

521,035 

538,395 

621,877 

640,416 

627,444 

718,878 

741,799 

1,325,746 

7,946,843 

Small  Business  (MS)  (Renewal) 

363,821 

513,113 

465,218 

317,790 

323,147 

416,331 

317,169 

333,779 

309,694 

388,307 

568,516 

725,501 

5,042,385 

Small  Business  (New) 

370,652 

450,077 

476,552 

393,345 

363,087 

423,602 

453,859 

453,859 

484,116 

504,288 

567,324 

1,008,576 

5,949,338 

1,869,774 

2,021,581 

2,131,266 

1,620,516 

1,646,294 

1,856,689 

1,881,007 

2,022,088 

2,013,982 

2,206,614 

2,475,563 

4,174,413 

25,919,788 

6,022,621 

5,123,499 

5,917,078 

8,856,590 

2006  JULY  PLAN 

1,705,458 

1,617,079 

1,949,564 

1,381.862 

1,425,492 

1,636,691 

1,565,151 

1,756,510 

1,597,272 

1,966,209 

1,975,503 

4,164,762 

22.741,553 

5,272,101 

4,444,045 

4,918,933 

8,106,474 

2007  VS.  2006  July  Plan  GROWTH  RATE 

14.2% 

15.3% 

20.3% 

9.3% 

14.0% 

l t 

2007  VS.  2006  Forecast  GROWTH  RATE 

11.1% 

30.8% 

30.6% 

21.9% 

22.7% 

2007  Plan  Pres  110706  DH  (2).xls 
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INPUT  2007  Plan  11/8/06 
A7.  Company  Sales  & Revenue 


Date  Printed:  11/9/2006 


Plan  2007 

By  Month  - 2007 

2006  (A) 

Jan 

Feb 

Mar 

Apr 

May 

Jun 

Jul 

Aug 

Sep 

Oct 

Nov 

Dec 

Year 

($000's) 

Sa 

es  Orders 

IS  Renewal 

12,710 

$1,130 

$ 997 

$1,103 

$ 645 

$ 786 

$ 848 

$ 776 

$1,029 

$ 927 

$ 951 

$1,031 

$2,391 

$ 12,614 

IS  New 

8,271 

738 

895 

958 

841 

779 

890 

946 

1,048 

1,091 

1,069 

1,220 

2,085 

12,559 

Consulting 

850 

113 

113 

113 

120 

120 

99 

99 

120 

127 

134 

134 

120 

1,410 

Events 

1,149 

109 

154 

147 

136 

121 

91 

46 

103 

142 

164 

146 

43 

1,402 

Total  Sales  Orders 

22,980 

$2,089 

$2,158 

$2,321 

$1,741 

$1,806 

$1,928 

$1,867 

$2,300 

$2,286 

$2,318 

$2,531 

$4,639 

$ 27,985 

Revenue 

IS  (includes  Software) 

20,327 

$1,766 

$1,766 

$1,771 

$1,779 

$1,797 

$1,809 

$1,825 

$1,853 

$ 1 ,881 

$1,924 

$ 1 ,937 

$1,968 

$ 22,076 

Consulting 

803 

75 

75 

75 

113 

113 

113 

120 

120 

99 

99 

120 

127 

1,247 

Events 

1,047 

73 

96 

231 

116 

91 

181 

38 

38 

87 

132 

256 

93 

1,432 

Other 

54 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

48 

Total  Revenue 

22,230 

$1,918 

$1,941 

$2,081 

$2,012 

$2,005 

$2,106 

$ 1 ,987 

$2,015 

$2,071 

$2,158 

$2,317 

$2,192 

$ 24,804 

(A 

2006  Orders  = YTD  Oct  Actual  + Nov-Dec  at  Current  Projection 

2006  Revenue  = YTD  Oct  Actual  + Nov-Dec  at  Current  Plan 

2007  Plan  Pres  110706  DH  (2).xls 
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INPUT  20071  .111/8/06 

A8.  Cost  of  Sales 


Date  Printed:  1 


2006 


|Plan  2007 

By  Month  - 2007 

2006  (A) 

Jan 

Feb 

Mar 

Apr 

May 

Jun 

Jul 

Aug 

Sep 

Oct 

Nov 

Dec 

Year 

($000's) 

Staffing  - headcount 

IS  Operations 

49.5 

49.5 

49.5 

49.5 

52.5 

52.5 

52.5 

52.5 

52.5 

52.5 

52.5 

52.5 

52.5 

51.8 

Info  Tech  Ops 

4.0 

4.0 

4.0 

4.0 

4.0 

4.0 

4.0 

4.0 

4.0 

4.0 

4.0 

4.0 

4.0 

4.0 

Member  Services 

29.0 

29.0 

30.0 

30.0 

30.0 

31.0 

31.0 

31.0 

32.0 

32.0 

32.0 

32.0 

32.0 

31.0 

Consulting  Ops 

5.0 

5.0 

5.0 

5.0 

5.0 

5.0 

5.0 

5.0 

5.0 

5.0 

5.0 

5.0 

5.0 

5.0 

Events  Ops 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

Total  Staffing  - headcount 

89.5 

89.5 

90.5 

90.5 

93.5 

94.5 

94.5 

94.5 

95.5 

95.5 

95.5 

95.5 

95.5 

93.8 

Staffing  ($) 

IS  Operations 

$ 312 

$ 312 

$ 312 

$ 329 

$ 329 

$ 329 

$ 329 

$ 329 

$ 329 

$ 329 

$ 329 

$ 329 

$ 3,899 

Info  Tech  Ops 

34 

34 

34 

34 

34 

34 

34 

34 

34 

34 

34 

34 

405 

Member  Services 

192 

199 

199 

199 

206 

206 

206 

212 

212 

212 

2121 

212 

2,468 

Consulting  Ops 

55 

55 

55 

66 

66 

66 

69 

69 

59 

59 

69 

73 

759 

Events  Ops 

12 

12 

12 

12 

12 

12 

12 

12 

12 

12 

12 

12 

139 

Total  Staffing  ($) 

$ 6,995 

$ 605 

$ 612 

$ 612 

$ 639 

$ 646 

$ 646 

$ 649 

$ 656 

$ 645 

$ 645 

$ 656 

$ 660 

$ 7,670 

Other  Cost  of  Sales 

Information  Costs 

$ 11 

$ 11 

$ 11 

$ 11 

$ 11 

$ 11 

$ 11 

$ 11 

$ 11 

$ 11 

$ 11 

$ 11 

$ 134 

Memberships 

3 

3 

3 

3 

3 

3 

3 

3 

3 

3 

3 

3 

30 

Travel/Meals  & Entertainment 

8 

8 

8 

8 

8 

8 

8 

8 

8 

8 

8 

8 

98 

T raining 

8 

8 

8 

8 

8 

8 

8 

8 

8 

8 

8 

8 

96 

Recruiting 

10 

1 

3 

1 

1 

16 

Events  - Direct  Cost 

$ 470 

31 

24 

84 

34 

24 

79 

11 

11 

29 

34 

84 

31 

476 

Facilities  Allocation 

93 

90 

90 

92 

92 

92 

92 

92 

92 

92 

142 

125 

1,183 

Total  Other  Cost  of  Sales 

$ 1,839 

$ 163 

$ 144 

$ 203 

$ 159 

$ 147 

$ 201 

$ 133 

$ 134 

$ 151 

$ 156 

$ 256 

$ 186 

$ 2,033 

(A 

2006  Headcount  = Projected  for  12/31/06 

2006  Expenses  = YTD  Oct  Actual  + Nov-Dec  at  Current  Plan 

2006  includes  bonus  accrual  for  non-sales  staff,  2007  does  not  include  bonuses  for  non-sales  staff 

2007  Plan  Pres  110706  DH  (2).xls 
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INPUT  2007  Plan  11/8/06 
A9.  Sales  & Marketing 


Date  Printed:  11/9/2006 


Plan  2007 

By  Month  - 2007 

2006  (A) 

Jan 

Feb 

Mar 

Apr 

May 

Jun 

Jul 

Aug 

Sep 

Oct 

Nov 

Dec 

Year 

($000's) 

11 

Staffing  - headcount 

Sales  - IS 

43.5 

455 

51.5 

51.5 

51.5 

52.5 

52.5 

52.5 

54.5 

54.5 

54.5 

54.5 

54.5 

52.5 

Sales  - Events 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

Business  Dev  - Consulting 

0.0 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

Marketing 

7.8 

7.8 

7.8 

7.8 

7.8 

7.8 

7.8 

7.8 

7.8 

7.8 

7.8 

7.8 

7.8 

7.8 

Total  Staffing  - headcount 

52.3 

55.3 

61.3 

61.3 

61.3 

62.3 

62.3 

62.3 

64.3 

64.3 

64.3 

64.3 

64.3 

62.3 

Staffing  ($) 

Sales 

$ 535 

$ 580 

$ 560 

$ 549 

$ 571 

$ 575 

$ 568 

$ 595 

$ 600 

$ 595 

$ 602 

$ 609 

$ 6,938 

Marketing 

50 

50 

50 

50 

50 

50 

50 

50 

50 

50 

50 

50 

602 

Total  Staffing  ($) 

$ 6,435 

$ 585 

$ 630 

$ 610 

$ 599 

$ 621 

$ 625 

$ 618 

$ 645 

$ 650 

$ 645 

$ 652 

$ 659 

$ 7,540 

Other  Sales  & Marketing  Expense 

Travel/Meals  & Entertainment 

$ 18 

$ 19 

$ 19 

$ 19 

$ 20 

$ 20 

$ 20 

$ 21 

$ 21 

$ 21 

$ 21 

$ 21 

$ 242 

Memberships 

1 

1 

1 

1 

1 

1 

1 

1 

1 

1 

1 

1 

14 

Training 

5 

5 

5 

5 

5 

5 

5 

5 

5 

5 

5 

5 

62 

Recruiting 

5 

6 

1 

2 

14 

Advertising  & Promotion 

$ 525 

40 

41 

44 

42 

42 

44 

42 

42 

43 

45 

49 

46 

520 

Bad  Debt  Expense 

$ 180 

13 

13 

14 

14 

14 

14 

14 

14 

14 

15 

16 

15 

170 

Facilities  Allocation 

57 

61 

61 

60 

61 

61 

61 

62 

62 

62 

96 

84 

786 

Total  Other  Sales  & Mktg  Exp 

$ 1 ,674 

$ 139 

$ 147 

$ 145 

$ 142 

$ 144 

$ 146 

$ 143 

$ 147 

$ 147 

$ 149 

$ 188 

$ 172 

$ 1,809 

(A 

2006  Headcount  = Projected  for  12/31/06 

2006  Expenses  = YTD  Oct  Actual  + Nov-Dec  at  Current  Plan 

2006  includes  bonus  accrual  for  non-sales  staff,  2007  does  not  include  bonuses  for  non-sales  staff 
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A10.  Research  & Development 


Date  Printed: 


L 


d/2006 


Plan  2007 

By  Month  - 2007 

2006  (A) 

Jan 

Feb 

Mar 

Apr 

May 

Jun 

Jul 

Aug 

Sep 

Oct 

Nov 

Dec 

Year 

($000's) 

Staffing  - headcount 

R&D 

12.5 

12,5 

12.5 

12.5 

12.5 

12.5 

12.5 

12.5 

12.5 

12.5 

12.5 

12.5 

12.5 

12.5 

Staffing  ($) 

R&D 

$ 1,873 

$ 121 

$ 121 

$ 121 

$ 121 

$ 121 

$ 121 

$ 121 

$ 121 

$ 121 

$ 121 

$ 121 

$ 121 

$ 1,450 

Other  R&D  Expense 

Information  Costs 

$ 2 

$ 2 

$ 2 

$ 2 

$ 2 

$ 2 

$ 2 

$ 2 

$ 2 

$ 2 

$ 2 

$ 2 

$ 27 

Memberships 

5 

Travel/Meals  & Entertainment 

1 

1 

1 

1 

1 

1 

1 

1 

1 

1 

1 

1 

6 

Training 

2 

2 

2 

2 

2 

2 

2 

2 

2 

2 

2 

2 

19 

Recruiting 

Facilities  Allocation 

13 

12 

12 

12 

12 

12 

12 

12 

12 

12 

19 

16 

158 

Total  Other  R&D  Exp 

$ 237 

$ 18 

$ 17 

$ 17 

$ 17 

$ 17 

$ 17 

$ 17 

$ 17 

$ 17 

$ 17 

$ 23 

$ 21 

$ 215 

(A) 

2006  Headcount  = Projected  for  12/31/06 

2006  Expenses  = YTD  Oct  Actual  + Nov-Dec  at  Current  Plan 

2006  includes  bonus  accrual  for  non-sales  staff,  2007  does  not  include  bonuses  for  non-sales  staff 
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INPUT  2007  Plan  11/8/06 
All.  G&A 


Date  Printed:  11/9/2006 


Plan  2007 

By  Month  - 2007 

2006  (A) 

Jan 

Feb 

Mar 

Apr 

May 

Jun 

Jul  | Aug 

Sep 

Oct 

Nov 

Dec 

Year 

($000' 

s) 

Staffing  • headcount 

G&A  - Acctg  & Finance 

8.0 

8.0 

8.0 

8.0 

8.0 

8.0 

8.0 

8.0 

8.0 

8.0 

8.0 

8.0 

8.0 

8.0 

G&A -HR 

2.0 

3.0 

3.0 

3.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.3 

G&A  - Admin 

3.0 

4.0 

4.0 

4.0 

4.0 

4.0 

4.0 

4.0 

4.0 

4.0 

4.0 

4.0 

4.0 

4.0 

G&A  - Corporate 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

Total  Staffing  - headcount 

15.0 

17.0 

17.0 

17.0 

16.0 

16.0 

16.0 

16.0 

16.0 

16.0 

16.0 

16.0 

16.0 

16.3 

Staffing  ($) 

G&A  - Acctg  & Finance 

$ 62 

$ 62 

$ 62 

$ 62 

$ 62 

$ 62 

$ 62 

$ 62 

$ 62 

$ 62 

$ 62 

$ 62 

$ 739 

G&A - HR 

22 

22 

22 

14 

14 

14 

14 

14 

14 

14 

14 

14 

188 

G&A  - Admin 

14 

14 

14 

14 

14 

14 

14 

14 

14 

14 

14 

14 

172 

G&A  - Corporate 

35 

35 

35 

35 

35 

35 

35 

35 

35 

35 

35 

35 

420 

Total  Staffing  ($) 

$ 1 ,564 

$ 133 

$ 133 

$ 133 

$ 125 

$ 125 

$ 125 

$ 125 

$ 125 

$ 125 

$ 125 

$ 125 

$ 125 

$ 1,520 

Other  G&A  Expense 

Accounting 

$ 238 

$ 20 

$ 20 

$ 20 

$ 20 

$ 20 

$ 20 

$ 20 

$ 20 

$ 20 

$ 20 

$ 20 

$ 20 

$ 240 

Legal 

133 

7 

7 

7 

7 

7 

7 

7 

7 

7 

7 

7 

7 

80 

Prof.  Services  & Board 

144 

18 

18 

18 

18 

18 

18 

18 

18 

18 

18 

18 

18 

210 

Information  Costs  & Memberships 

1 

1 

1 

1 

1 

1 

1 

1 

1 

1 

1 

1 

13 

Travel/Meals  & Entertainment 

6 

6 

6 

6 

6 

6 

6 

6 

6 

6 

6 

6 

76 

Training 

1 

1 

1 

1 

1 

1 

1 

1 

1 

1 

1 

1 

14 

Recruiting 

53 

53 

Facilities  Allocation 

18 

17 

17 

16 

16 

16 

16 

15 

15 

15 

24 

21 

205 

Total  Other  G&A  Expense 

$ 774 

$ 124 

$ 70 

$ 70 

$ 68 

$ 68 

$ 68 

$ 68 

$ 68 

$ 68 

$ 68 

$ 77 

$ 74 

$ 891 

(A 

2006  Headcount  = Projected  for  12/31/06 

2006  Expenses  = YTD  Oct  Actual  + Nov-Dec  at  Current  Plan 

2006  includes  bonus  accrual  for  non-sales  staff,  2007  does  not  include  bonuses  for  non-sales  staff 
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A12.  Consulting  P&L 


Date  Printed: 


( 


2006 


Plan  2007 

By  Month  - 2007 

Jan 

Feb 

Mar 

Apr 

May 

Jun 

Jul 

Aug 

Sep 

Oct 

Nov 

Dec 

Year 

O 

O 

o 

wT 

Staffing  - headcount 

Consulting  Ops 

5.0 

5.0 

5.0 

5.0 

5.0 

5.0 

5.0 

5.0 

5.0 

5.0 

5.0 

5.0 

5.0 

Business  Dev  - Consulting 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

Total  Staffing  - headcount 

6.0 

6.0 

6.0 

6.0 

6.0 

6.0 

6.0 

6.0 

6.0 

6.0 

6.0 

6.0 

6.0 

Profit  & Loss  Statement: 

Revenue 

$ 75 

$ 75 

$ 75 

$ 113 

$ 113 

$ 113 

$ 120 

$ 120 

$ 99 

$ 99 

$ 120 

$ 127 

$ 1,247 

Ex 

penses: 

Direct  Expenses: 

Staffing  - perm 

70 

70 

70 

70 

70 

70 

70 

70 

70 

70 

70 

70 

843 

Contract  Labor 

11 

11 

11 

14 

14 

4 

4 

14 

18 

99 

Misc  Expense  (incl  Travel) 

3 

2 

2 

2 

2 

2 

2 

2 

2 

2 

2 

2 

26 

Facilities  Allocation 

6 

6 

6 

6 

6 

6 

6 

6 

6 

6 

9 

8 

76 

Bad  Debt 

1 

1 

1 

1 

1 

1 

1 

1 

1 

8 

Total  Direct  Expenses 

80 

79 

79 

90 

90 

90 

93 

93 

82 

82 

96 

99 

1,053 

Corporate  Alloc.  Exp. 

17 

14 

14 

15 

15 

15 

16 

15 

14 

14 

16 

16 

180 

Net  Profit  (Loss) 

$ (22) 

$ (18) 

$ (18) 

$ 8 

$ 8 

$ 8 

$ 11 

$ 11 

$ 2 

$ 2 

$ 8 

$ 12 

$ 15 

Assumptions: 

1 

Contract  Labor  is  a calculation  that  considers  the  capacity  of  the  perm  staff  to  complete  deliverables  without  outside  help,  given  assumptions  about  the  time 

soent  on  sales  efforts.  The  Plan  currentlv  assumes  the  following  time  spent  selling  as  a percent  of  200  productive  days:  Sr.  VP  @ 47%,  1 Sr.  Consultant  @ 10%; 

1 Sr.  Consultant  @ 5%;  and  1 Business  Dev  Staff  @ 100%. 

2 

The  Plan  assumes  the  following  per  dav  sales  capability:  Sr.  VP  (j3)  $5k;  1 Sr.  Consultant  (3)  $2. 5k;  1 Sr.  Consultant  @ $2. 0k;  Bus.  Dev.  Staff  @ $5k 
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INPUT  2007  Plan  11/8/06 
A13.  Changes  from  Prior  Version 


Date  Printed:  11/9/2006 


Key  Plan  Changes  from  October  Version 

Change 

Order  Impact 

Revenue  Impact 

EBITDA  Impact 

Use  "Time  Based"  Sales  Plan 

$ (2,392,515) 

$ (1,546,548) 

$ (1,546,020) 

Adjust  Non-committed  Bonus  to  Zero 

$ 1,204,275 

Remove  CFO  Position 

$ 363,057 

Reduce  Operations  staff  headcount 

$ 326,51 1 

Add  sales  reps 

$ (364,623) 

Adjust  Commissions 

$ (140,621) 

Allow  for  Terminations  /turnover 

$ 129,901 

Adjust  Misc.  Expenses 

$ (100,000) 

Staffing  Changes  through  10/29 

$ (134,385) 

Adjust  Enterprise  sales  and  Member  Advisor  Headcount 

$ 57,683 

Other  Misc. 

$ (4,834) 

Total 

$ (2,392,515) 

$ (1,546,548) 

$ (209,056) 

7 
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Total  Contract  Value  Lost  ($) 


r 


r 


r 


Printed:  November  9,  20U6 


Renewal  Losses  by  Reason,  January-July  2006 


$1,400,000 


$1,200,000 


$1,000,000 


$800,000 


$600,000 


$400,000 


$200,000 


$- 


$1,269,538 


Price  Product  Quality  Business/Strategy  Merger/Acquisition  Loss  on  Renewal  CancelledA/Vritten- 

Change  Off 


R-Loss  Reasons  2006  1 10806  BMH.doc 
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# 

Job 

Pay 

Mlv 

Performance  Measure 

Weight 

Mechanic 

Estimated 

Quota 

Perform. 

Period 

Payout 

Frea. 

Calculation  Methodology 

1 

Sales  Rep.,  Small 

55/45 

1.  New  Business  Contract  Value 

100% 

ICR 

$300,000 

Annual 

Monthly 

Qrtly  YTD  Accel 

II.  Consulting  Leads 

0% 

Flat  Bonus 

- 

Monthly 

Event 

When  Consulting  Project  >=$25k  Is  Sold 

Sales  Rep.  S&L,  Small 

55/45 

1.  New  Business  Contract  Value 

100% 

ICR 

$250,000 

Annual 

Monthly 

Qrtly  YTD  Accel 

II.  Consulting  Leads 

0% 

Flat  Bonus 

- 

Monthly 

Monthly 

When  Consulting  Project  >=$25k  Is  Sold 

2 

Sales  Executive, 
Enterprise  - Hybrid 

55/45 

1.  Net  Contract  Value  Increase 

80% 

ICR 

$918,760 

Annual 

Monthly 

Qrtly  YTD  Accel 

II.  New  Business  Bonus 

20% 

Bonus  Formula 

90% 

Annual 

Annual 

Vs.  Annual  Goal 

III.  Consulting  Leads 

0% 

Flat  Bonus 

- 

Monthly 

Monthly 

When  Consulting  Project  >=$25k  Is  Sold 

Sales  Executive 
Enterprise  S&L 

New  Business  Contract  Value 

80% 

ICR 

$390,000 

Annual 

Monthly 

Qrtly  YTD  Accel 

II.  New  Business  Bonus 

20% 

Bonus  Formula 

90% 

Annual 

Annual 

Vs.  Annual  Goal 

3 

Sales  Executive 

Competitive/Hunter 

Ent/Strategic 

55/45 

1.  New  Business  Contract  Value 

100% 

ICR 

$430,000 

Annual 

Monthly 

Qrtly  YTD  Accel 

II.  Consulting  Leads 

0% 

Flat  Bonus 

- 

Monthly 

Monthly 

When  Consulting  Project  >=$25k  Is  Sold 

4 

Strategic  Account 
Manager 

60/40 

1.  Net  Contract  Value  Increase 

80% 

ICR 

$1,132,563 

Annual 

Monthly 

Vs.  Annual  Goal 

II.  New  Business  Bonus 

20% 

Bonus  Formula 

90% 

Annual 

Annual 

Vs.  Annual  Goal 

III.  Consulting  Leads 

0% 

Flat  Bonus 

- 

Monthly 

Monthly 

When  Consulting  Project  >=$25k  Is  Sold 

7 

Sales  Exec,  Events 

55/45 

1.  Orders 

100% 

ICR 

Annual 

Monthly 

Vs.  Annual  Goal 

10 

Sales  Manager,  Small 
Business 

55/45 

1.  Team  New  Business  Contract  Value 

100% 

ICR 

$300,000  per 
rep. 

Annual 

Monthly 

Qrtly  YTD  Accel 

II.  Balanced  Territory  Performance 

0% 

Step  Bonus 

60%-70% 

Annual 

6 Month 

6 Month  TYD  Goal 

III.  Team  Consulting  Leads 

0% 

Flat  Bonus 

- 

Monthly 

Monthly 

When  Consulting  Project  >=$25k  Is  Sold 

11 

Sales  Manager, 
Enterprise 

60/40 

1.  Team  Net  Contract  Value  Increase 

80% 

ICR 

$7,824,652 

Annual 

Monthly 

Qrtly  YTD  Accel 

II.  Team  New  Business  target 

20% 

Bonus  Formula 

65% 

Annual 

Annual 

Vs.  Annual  Goal 

III.  Balanced  Territory  Performance 

0% 

Step  Bonus 

60%-70% 

Annual 

6 Month 

6 month  YTD  goal 

IV.  Team  Consulting  Leads 

0% 

Flat  Bonus 

- 

Monthly 

Monthly 

When  Consulting  Project  >=$25k  Is  Sold 

12 

Sales  Manager, 
Strategic 

65/35 

1.  Team  Net  Contract  Value  Increase 

80% 

ICR 

$7,425,281 

Annual 

Monthly 

Vs.  Annual  Goal 

II.  Team  New  Business  target 

20% 

Bonus  Formula 

90% 

Annual 

Annual 

Vs.  Annual  Goal 

III.  Balanced  Terriroty  Performance 

0% 

Step  Bonus 

60%-70% 

Annual 

Annual 

Vs.  Annual  Goal 

IV.  Team  Consulting  Leads 

0% 

Flat  Bonus 

- 

Monthly 

Monthly 

When  Consulting  Project  >=$25k  Is  Sold 

13 

Sales  Manager,  S&L 

55/45 

New  Business  Contract  Value 

50% 

ICR 

#REF! 

Annual 

Monthly 

Qrtly  YTD  Accel 

II.  New  Business  Contract  Value 

50% 

ICR 

#REF! 

Annual 

Monthly 

Qrtly  YTD  Accel 
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Sales  Survey  Satisfaction  Scores 


Training  you  received 
Way  we  transmit  Knowledge  of  our  products 
Way  we  transmit  the  company's  objectives  and  direction 
Support  from  corporate  management 
Support  from  data  base  operations 
Morale  among  the  sales  people 
Support  from  administration 
Support  from  software  development 
Support  from  other  sales  people 
Work  effort  sales  people  put  out 
Quality  of  sales  people 
Quality  of  sales  management 
Support  from  sales  management 
General  staff  behavior 
Support  from  Member  Services 
Support  from  IT  people 


Average  Score 
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Printed:  November  9,  2006 


Sales  Survey  - Qualitative  Responses  (Summary) 


What  can  we  do  to 
make  the  team 
more  successful? 

How  would  you 
characterize  the 
INPUT  Sales  team? 

Where  are  we 
strong? 

Where  are  we 
weaker  than  you 
would  like  to  see? 

What  have  you  seen 
work  elsewhere  that 
we  should  look  at? 

What  type  of 
training  programs 
would  you  like  to 
see  us  implement? 

Training  enhancement 

Competitive 

Our  people 

Employee  retention 

Monthly  trainings 

1 -2  week  job 
knowledge  courses 

Communications 

improvements 

Driven/Motivated 

Teamwork 

Morale 

Setting  goals  and 
objectives  and  measuring 
business  results  quarterly 
versus  monthly 

Increased  level  of 
product  training  - and 
using  the  product 
managers  as 
instructors 

New  incentives 

Independent/Strong 

Market  knowledge 
and  knowledge  of 
competition, 
specifically  Federal 

Accuracy  of  our  data 

Lead  generation  activities 

Negotiating  tactics  and 
objection  handling 

Pressured 

Flexibility 

Collateral 

Weekly  sales  contests 

Value  selling 

Handicapped 

Sales  skills,  closing 
deals 

Lead  generation 

Flexibility  in  pricing  and 
packaging  for  sales  reps. 

Training  on  how 
companies  in  the 
marketplace  team 

r T 
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Sales  Survey  - Qualitative  Responses  (Summary) 


Printed:  November 


What  can  we  do  to 
make  the  team 
more  successful? 

How  would  you 
characterize  the 
INPUT  Sales  team? 

Where  are  we 
strong? 

Where  are  we 
weaker  than  you 
would  like  to  see? 

What  have  you  seen 
work  elsewhere  that 
we  should  look  at? 

What  type  of 
training  programs 
would  you  like  to 
see  us  implement? 

Siloed/lndividualized 

Reputation 

Industry  knowledge 
and  general  training 

Promoting  from  within 

Assessing  the 
competition 

Young/Inexperienced 

Sales  management 

Communications 

Using  Member  Advisors  as 
the  only  point  of  interface 
to  members  (and  allowing 
them  to  coordinate  the 
back-end,  including  Sales) 

Market-specific 
training  (i.e.  how  the 
Federal  market  works) 

Member  Advisor 
position  and  its 
market  visibility 

Compensation  and 
incentive 

Pricing 

State  and  Local 
market 

R-Sales  Survey  Results  1 10706  BMH.doc 
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Building,  Operating,  And  Securing  The  Enterprise 


KNOWLEDGE 

'consulting  group 


I mm  consulting  group 

KCG 


INPUT 


INPUT  Strategic  Planning  Meeting 

November  9,  2007 


www.KnowledgeCG.com 


I 

I 

a 

i 

1 


Agenda 


► Methodology 

► INPUT 

■ The  Company 

■ The  Products 

► Competition 

► The  Federal  Market 

- Market  Drivers  and  impact  to 
IT  community/customers 


► Environmental  Scan 

" Customers 

• Their  Environment 

• Their  Perspectives 

• Workflow  of  Government 
Business:  What  They  Want, 
Need  and  Use 

• What's  Missing 

■ SWOT 

■ Growth  Areas  for 
Consideration 

► Conclusions/Summary 


www.knowledaeca.conn 
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Methodology 

► Primary  research  entails: 

- Discussion  with  knowledgeable  industry  points  of  contact  regarding 
industry  service  offerings  and  perspectives  of  those  offerings 

► Secondary  research  sources  include: 

■ INPUT  & competitor's  websites  and  service  offerings 

- Newspapers,  trade  publications 

" Company  news  releases,  financial  filings,  web  sites,  briefings 

► KCG  Peer  analysis  and  interpretation  of  findings 


www.knowledQecq.com 
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CONSULTING  & RESEARCH 


INPUT:  "Authority  on  Government  Business" 


► $22M  company  aspiring  to  accelerate  growth 

- Subscription/Information  products 

- Events 

■ Consulting  ? 

■ SW  ?? 


► Currently  INPUT  has  approximately  1400  customers 

- Strategic  Named  ~90 

- Enterprise  >$100M  ~200 

- Mid  Market  $20-$100M  ~400 


WWW 


- Small  Business  <$20M  ~700  @ $6k  each  or  less 

Successful  in  capturing  market  share  in  Strategic,  Enterprise  and  Mid  | 
Market— growth  of  more  of  the  same  will  need  to  come  from  small  ! 

businesses 


knowledqecq.com 
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INPUT:  The  Products 


Packaged  Consulting 

• Federal 

• Federal  Comparative  Rate  Analyses 

l • Federal  Organization  Charts 

— 4«1»trrt  xecu  tlv  e_Mroy  ram ' 

• Federal  and  S&L 

• INPUT/Outputs 

• Annual  Industry  Forecast 

• MarketViews 

Packaged  Consulting 
• Federal  Information  Security 
Solution  (PFIIS^ 

• Segment  ife^Account  Profiles 

• Government  Contacts 

• Annual  Industry  Forecast 

• Issue  Analysis  Reports 
Z' INPUT/OutputS, 

Customized  Consulting 

■ TCO  Studies 

■ Web  Surveys 

■ Affiliate  Program  Projects 

■ Advisory  Services  Projects 

• Federal  BD  Acceleration 

• S&L  BD  Acceleration 

X 

MyINPUT 

Events 

• Federal  Breakfasts 

• State  Breakfasts 

• State  & Local  MarketView 

■ FedFocus  & User  Conference 

■ Seminars 

Database  Federal 

• Federal  Opportunities  Database 

■ INPUT  Federal  Contacts  Database 

• FPDS  Contracts  Database 

■ Federal  Agency  Profiles 

• Teaming  & Company  Profiles 

■ FPDS  Vendor  Profiles 

• Small  Business  Directory 

■ Federal  Task  Orders 

• Federal  Labor  Pricing 

Database  S&L 

■ S&L  Tracked  Opportunities 

• S&L  Opportunity  Alerts 

• INPUT  S&L  Contacts  Database 

■ S&L  Government  Profiles 

• S&L  Teaming  & Company  Profiles 

• S&L  Vertical  Profiles 

• S&L  Grants 

Database  is  the  foundation  of  INPUT  and  the  cornerstone  of 
advancing  the  evolution  of  the  company 
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Competition:  FSI 


Company  Size: 

60  employees 

Estimate 

Revenue: 

$9M 

$7M  database 
$2MConsulting 

Pricing: 

Starting  at  $950  per  seat,  enterprise 
license  estimates  unknown 

Estimated  # of 
Customers: 

~500  companies 

Highlights: 


► Database  is  the  cornerstone  of  the  company 

► Identified  market  differentiator  as  their  Client  Development  Executive  (CDE)  and  Advanced  Client  Research 
environment  (ACReS) 

• Goal  is  to  understand  the  clients  business  and  proactively  push  information  relevant  to  the  clients  business 

• The  approach  is  a great  sales  technique  but  execution  falls  way  short 

• Data  provided  is  a re-hash  of  publicly  available  information  that  may  be  mixed  with  FSI  database  content 

► Reliance  on  FBO  as  a primary  source  for  new  opportunities  and  opportunity  updates 

■ Limited  primary  contact  with  government  procurement  personnel 

► Consulting  services  perceived  in  the  market  as  a data  driven  not  knowledge  driven  model 

• Described  as  meeting  the  "thud  factor"  but  providing  limited  business  value  added  knowledge 

■ Very  cautious  as  to  what  assignment  to  take,  use  of  all  secondary  research  sources 

• Typical  engagements  in  the  areas  of  market  sizing,  opportunity  identification  and  account  planning.. ..moving  away  from  competitive  analysis 

► WMG  acquisition  has  begun  to  positively  influence  market  perception,  but  service  quality  still  remains  weak 

► Consideration  s being  given  to  merging  WMG  and  FSI  into  one  entity 

► FSI  has  not  brought  a significant  new  product  offerings  to  market  in  years 

• Focus  has  been  on  self  preservation  and  protection  of  eroding  market  share 

► Bill  Gormley,  Joe  Caggiano,  Ray  Bjorklund  are  know  entities,  very  accessible  to  customers 
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Competition:  E-Pipeline 


Company  Size: 


65  - 70  employees 


Estimate 

Revenue: 


Less  than  $2M 


Pricing: 


Enterprise  license:  $10K  per  yr  and  up 
Small  business  seat:  $750  per  seat  per  yr, 
up  to  6 seats 


Estimated  # of 
Customers: 


400  companies 


Highlights: 


► Attempting  to  grow  the  business  to  address  international  markets 

• Have  shed  old  guard  ownership  and  have  new  equity  blood 

• Acquired  by  Mediagrif,  acquisition  closed  9/10/2007 

► Aggressively  looking  to  grow  business  horizontally,  addition  of  new  services  in  existing  markets 

► Acquired  S&L  capability  through  B2Gsource  purchase  in  mid  2005 

► Pricing  is  loosely  structured  - willing  to  deal  to  any  extent  to  steal  the  competition's  customers 

► Provides  consulting  services  via  strategic  relationships 

• Pricing  is  based  upon  project  need 

• Partner  relationship  with  Advantage  Consulting 

• Access  to  other  organizations  on  an  as  needed  basis 

► Working  now  to  add  task  order  database  and  tracking  product  to  solution  offering 

• Will  be  available  in  2-3  months,  other  new  features  are  in  process 

► Positioned  as  the  "low  cost,  good  enough"  provider  in  marketplace,  little  value  add  beyond  data 

► Has  not  evolved  the  product  line. ...significant  investment  with  little  market  traction 
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Competition:  Centurion  Research 


Company  Size: 


25  employees 


Estimate 

Revenue: 


Less  than  $3M 


Pricing: 


Subscription  services  range  from  $12k 
per  year  to  $50k  per  year,  depending 
upon  company  size  and  feature  set 


Estimated  # of 
Customers: 


100-200 


Highlights: 


► Merged  with  iFour  (Gary  Lloyd) 

• Brought  market  consulting  capability  together  with  Centurion's  database  product  and  price  to  win  consulting  capabilities 

► Significantly  smaller  than  FSI  and  INPUT  from  a revenue,  size  and  customer  base  perspective 

► Centurion  was  founded  in  3/2003,  legacy  is  from  Joe  Cooper  and  the  Federal  Capture  Group 

► Joe  Cooper  has  somewhat  stepped  out  of  the  merged  Centurion/iFour  business 

• Joe  is  still  active  in  iFour  consulting  side  of  business. ..not  day  to  day  but  in  an  advisory  capacity 

► iFour  is  significantly  ramping  their  consulting  business 

• Movement  from  customized  research  and  standard  competitive  analysis  work  into  customized  price-to-win,  strategic  planning,  black  hats  and 
capture  support 

► iFour  is  gaining  traction  in  the  customized  consulting  domain cites  significant  legacy  customer  as  Accenture 

■ Supported  Accenture  for  competitive  analysis  activities  on  US  VISIT,  GFEBS,  DEEMS  & 

► Has  approximately  25  people  supporting  the  research  and  caring  of  the  Centurion  Compass  database  ■ 
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Market  Drivers:  DoD 

► War  on  Terrorism  is  not  just  Iraq 

► Driving  trends  towards  enterprise  consolidation 

► Increased  pressure  to  identify  how  programs  fit  into  EA 
and  meet  security  requirements 

► DoD  budgets  to  go  down  after  Iraq  as  supplemental 
appropriates  decline. ..supplements  will  not  become  part 
of  the  baseline  with  possible  exception  of  select  line 
items 

► BRAC  driving  growth  in  local  and  regional  "hot  spots"  of 
procurement  activity  (relocation  and  consolidation) 

► IT  and  Communications  will  be  flat  over  the  foreseeable 
future 
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Market  Drivers:  Civilian 

► Anticipate  a relatively  flat 
forecast 

- Agencies  wrapping  up 
existing  programs  before 
launching  new  initiatives 

■ Minimal  impact  of  military 
engagement  spending  on 
civil  agency  budgets 

► Focus  is  shifting  from 
technology  to  citizen  service 
(access  to  grants,  benefits, 
healthcare,  jobs) 

- Access  and  self  service 


► Efficiencies  realized  through 
IT  do  not  necessarily  mean  a 
decrease  in  spend;  rather  a 
re-allocation  of  funds  within 
IT 

► Cyber  security  and  privacy 
are  mainstays 

► Medicare  and  other 

• 

entitlement  programs  to  be 
significant  drivers 
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Market  Drivers:  DHS 

► Continued  reorganization  and  high  turn  over  of  staff 

► Infrastructure  is  a priority 

► Challenges:  Data  Integration,  Speed  of  Manipulation, 
Intrusion  Detection,  Analysis  and  Threat  Containment 

► Immature  business  processes 

► Significant  Congressional  Oversight 

► Struggling  with  Acquisition  Management 

► Lead  Systems  Integrator  (LSI)  Environment  under 
pressure  due  to  problems  associated  with  Deepwater,  US 
VISIT  and  SBInet  programs 
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Market  Drivers:  Legislative 

W4Mr  UJCF  WiouT  It  "7 

► Change  in  administration 

- Reduce  overseas  wartime  spending 

■ Deficit  environment  need  to  bring  budget  back  in 
balance. ..How  fast?  Where? 

- Reprioritization  of  programs  and  spending. ...What?  Where? 

■ New  political  platforms  new  policies  and  programs 

- New  Task  Forces. ..How  to  participate? 

- Political  Awareness.. ..How  to  be  knowledgeable  in  new  party 
initiatives,  priorities  and  spending 

■ Where  will  the  old  guard  within  government  go?  What  1 7 

companies?  What  positions?  J 
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Market  Drivers:  Procurement 

► Dwindling  competent  government  procurement 
professionals 

► Micro  procurement  environment 

• Loss  of  public  domain  visibility  (BPAs,  IDIQ/GWAC  task 
order  contracting) 

► Faster  procurement  cycle  driving  information 
urgency/accuracy 

► Always  technology/compliance  issues  that  need  to  be 
monitored  and  tracked  that  impact  procurement 
directions 

■ Y2K  type  issues.  Service  Orientated  Architecture,  Enterprise 
Architecture,  Performance  Based  Contracting,  FISMA 
compliance.  Homeland  Security  Presidential  Directives  16 
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Market  Drivers:  Procurement 

► Small  business  and  SB  size  standards  and  their  influence 
on  major  programs 

- More  unique  large  set-asides  (e.g,  MOITA)  and  sub 
segmentation  of  large  programs  into  F&O  and  set-aside 
awards  (e.g.,  NETCENTS) 

■ Creating  a need  in  the  small  business  and  mid  business 
community  for  changing  roles 

• Small  businesses  are  now  priming  on  nppnrtunities.  mid 

business  and  large  businesses  are  now  subbing  to  them  more 

+ Contract  examples  include  Commerce  COMMITS  NEXGEN,  FAA  BITS  II, 
GSA  Alliant,  GSA  STARS,  USAF  NETCENTS  II,  DHS  FirstSource 

+ Company  examples  include  RSIS,  GTSI,  STG,  INDUS 
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Market  Drivers:  The  INPUT  Need 


► $71.4B  Market  (IT)  FY  08 

- Fragmented,  segmented, 
protected  and  changing 

► Flat  Budgets 

- DM&E  spending  percent  has 
been  decreasing 

► Upcoming  administration: 
drive  refocus  on  priorities 
and  initiatives 


► The  next  evolution: 
enterprise  business 
processes  consolidation 

- Within  and  across  agencies, 
where  it  makes  sense? 

- Who  will  own  the  business 
process?  What  does  it  mean? 

► Small  Business  pressures 

- Change  in  size  standard 


- Need  to  be  on  the  forefront 
/ and  forge  new  government 
relationships  quickly  to 
capture  market  opportunity 

y ■ Where  will  money  be  spent? 
What  will  be  the  priorities? 

www.knowledaecQ.com 


Yearly  size  certifications  and 
required  certification  after 
transaction 

Private  companies  no  longer 
private— DCAA  audits; 
disclosure  of  top  3 executives 
pay  in  FPDS  is 
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Environmental  Scan 
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Customers:  Their  Environment 


► Continued  pressure  to  grow  at 
8%  - 30% 

► Continued  reduction  in  program 
opportunities  with  task  order 
opportunities  increasing 

■ Harder  to  determine  key  issues 

■ Harder  to  figure  out  key  decision 
makers 

■ Confusion,  lack  of  knowledge  and 
insight 

- Discriminators  hard  to  portray 
with  page  limitation 

► B&P  dollars  have  and  will  remain 
constant 


www.knowledqecq.com  [p]  703 


► Marketing  dollars  decreasing 

► Mechanical  proposal  shops 

- Strategic  customers  submitting 
1,000s  per  year 

- Enterprise  customers  submitting 
100s  per  year 

- Mid  market  & small  businesses 
doubling  the  number  of  bid 
submissions  each  year 

► Operational  units/delivery 
involved  more  in  identification 
and  pursuit 
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Customers:  Their  Perspectives 


► Representing  voice  of  25  companies  and  38  contacts 


Large  Businesses 

Small  Businesses 

► EDS 

► General  Dynamics 

► S4 

► Unisys 

► SAGEM  Morpho 

► QSSI 

► BAE 

► Oracle 

► Vion 

► CSC 

► Siebel 

► Centech 

► Nortel 

► Grant  Thornton 

► Caelum  Research 

► SRA 

► Cap  Gemini 

► McCallie  Associates 

► GTSI 

► Performance  Assessment 
Network 

► Abacus  Technology 

Note:  red  text  identifies  FSI  subscriber  companies 
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Customers:  Their  Perspectives 


Large  Businesses 

Small  Businesses 

► INPUT  is  our  preferred  data  source 

► We  use  FSI  because  we  use  WMG 

► INPUT  database  is  adequate,  nothing  stellar, 
it's  a point  of  reference 

► Information  is  not  as  deep  as  it  used  to  be.  I 
think  its  all  secondary  sources  of  information. 

At  least  it's  all  in  one  place.  , 

► We  have  INPUT  but  none  of  us  really  use  it 
daily  or  weekly— maybe  monthly  or  bi-monthly 

y Great  for  opportunity  identification/ pipeline  of 
expiring  programs— bad  for  tracking  progress 
of  opportunities 

y They  don't  do  any  primary  research 

y Validation  of  what  we  know 

► We  find  INPUT  to  be  very  user  friendly 
compared  to  FSI 

► The  information  is  not  deep— it  appears  to  be 
more  of  a collection  of  articles  and  legislative 
information  ratner  tnan  content  based  on 
direct  contact  with  the  program  office 

y INPUT  is  one  of  several  sources  we  have 

y We  use  INPUT  database  and  use  many  others 
for  specific  consulting  assignments 
k ► INPUT  is  never  quoted  in  the  trade  rags;  you 
1 occasionally  see  Ray  Bjorklund 

y Unable  to  generate  a simple  chart  from  the  TO 
database  showina  which  vendors  received 
which  amount  of  money  (or  from  which 
customers)  for  a given  multiple  award  vehicle, 
e.g.,  TIPSS-2 

y INPUT  makes  too  many  assumptions  with 
bidders. ..for  example,  they'll  list  a bidder  that 
does  IV&V/Auditing  for  the  agency  and  it's 
able  to  bid  on  the  program 

► I should  be  able  to  ask  INPUT  who  are  the  1 0 
CIOs  leaving  government  or  changing 

, agencies  this  year  but  can't  call  anyone 
(V^  there. ...I  can  call  Olga  at  ITAA,  she  knows 
They  don't  know  the  government  customer  or 
government  officials 

y We  have  both. ..feel  that  FSI  has  more  sr. 
analysts  versus  Input's  jr.  analysts 

y We  saw  INPUT  and  FSI  as  Hertz  and  Avis  of 
the  Federal  IT  market  intelligence  world  and 
we  ended  up  going  with  FSI 

► INPUT  had  a great  white  paper  on 
Outsourcing  a while  back  and  we  found  it 
really  helpful 

v Federal  Labor  Pricing  database  provides  a 
good  consolidated  view  of  labor  rates,  but 
does  not  provide  value  to  a user  in  predicting 
competitor  behavior 

► FSI  has  great  account  reps  and  I have  access 
to  Joe  Caggiano  or  Ray  Bjorklund  if  I need 
more  insiqht,  they'll  meet  for  breakfast  the 
next  morning  toilTscuss—tiiii  Gormely—v 
impossible  to  get  to 

y If  you  want  to  find  RFPs  with  Performance 
based  contracting  language  in  them. ...you 
can't  search  INPUTS  database  and  find  this 

y Good  reference  tool 

y FedFocus  event  very  good. ..some  presenters  | 

too  iunior  to  deliver  material 

y They  don't  track  every  single  procurement.. .we 
think  they  use  mostly  FBO  and  don't  mine 
agency  specific  sites  like  the  ones  the  Army  has 

► Tool  is  helpful  but  only  about  80%  accurate 

► They  have  duplicate  procurements  or 
procurements  where  we  call  and  the  govt  POC  1 
has  never  heard  of  the  program 

► I need  help  getting  into  the  government 
customer  and  they  don't  have  this  ability 

y A lot  of  calls  when  posting  as  an  interested 
vendor 

► We  use  the  product  but  it  doesn't  help  us  figure 
out  who  to  team  with 

► Everyone  we  know  has  INPUT  so  we  have  the 
same  information  as  others 

► FSI  has  senior  experienced  consultants  and 
INPUT  doesn't  have  any  consulting  capability 

► We  do  not  see  them  sponsoring  events  or 
otherwise  having  'ties'  to  our  local  business 
community  (Colorado  Springs) 

y We  need  GSA  schedule  services  and  are 
skeptical  about  FSI's/WMG's  quality,  but  INPUT 
does  not  offer  it 

► Unable  to  search  any  of  the  information  within 
bidders  lists  or  even  locate  the  bidders  lists 
within  tne  opportunities  database 7 All  of  it  is 
embedded  in  attachments 
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Customers:  Their  Perspectives  - Their  Voice 

What's  Good? 

► Service  interface. ...easy  to  use/navigate  in  comparison  to  competitors 

► Secondary  data  source 

•Unique  data  to  INPUT  such  as  opportunities  that  do  not  exist  in  other  databases,  custom  reports 
■Cross  validation  of  other  data  from  other  sources  such  as  FSI,  ePipeline,  FedBizOpps 

► Customer  service 

► Perception  of  INPUT  in  the  marketplace 


What's  weak? 


► There  isn't  a "face"  to  INPUT.. .for  customers  or  government  officials 

► Continuum  of  service  that  INPUT  does  not  offer  that  is  important  to  them  (e.g,  GSA  schedule  support,  consulting, 
proposal  support) 

► Database  related  issues:  timeliness/freshness,  accuracy,  value  of  content,  ability  to  "mine" 


► Knowledge  and  access  consulting  is  missing 
| ► Eroding  perceived  value  in  opportunity  database  component  | 

►^/alue  added  expertise  in  looking  at  the  market  from  the  customer's  unique  perspective 


^ Resonating  Messages 
INPUT  database  is  adequate  (with  inherent  database  issues)  but  value  is 
diminishing 

No  "face"  to  INPUTTorcustomers  or  government 
INPUT  is  "a  source"  of  information,  not  "The  source" 

INPUT  provides  data  not  knowledge 
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Workflow  of  Government  Business:  What  They 
Want,  Need  and  Use 


> Consulting 

Business  Operational  Needs 

Database  | Knowledge  | Relationship 

Back  Office 


Strategic  Planning 

Market  Overview/Assessments 
Go-  To-Market  Plans 


NT  = new  entrant 
SM  = small  business 
LG  = large  business 
PR  = product  supplier 
Nl  = niche  provider 
NT  = non  IT  provider 


Database  = database  product  offering 

Consulting  Knowledge  = knowledge  products  that  are  one  to  many  or 


ii 

V'Ci 


i ales  Support 

Contacts/Buyers 


Quote  Capability 


White  Paper  Development 
Task  Order  Identification 
Capture  Support 
.Teaming  (who  to  team  with  and 
why) 


Business  Operational  Needs 


Database 


Consulting 

Knowledge  I Relationship 


Back  Office 


Story  Board  Support 


Star  Chart 


Competitive  Analysis 


Programmatic  Issues 


Evaluation  Criteria  Analysis 
/Loopholes/  Areas  to  Game 
Price  to  Win 


Black  Hat  Support 


Red  Team  Support 


Bid/No  Bid  Support 


Proposal  Support 


Capture  Managers 


Volume  Managers 


Proposal  Writers 


Graphics 

Orals  Development/Coaching 


Execution/Delivery 


Program  Management 


Performance  Metrics 


Service  Level  Agreement 


Customer  Satisfaction  Surveys 
Key  Relationships 


NE,  SM,  NT  | 

NE,  LG, 

SM, 

NT 

NE,  LG, 

SM, 

NT 

NE,  LG, 

SM, 

NT 

NE,  LG 

SM, 

NT 

Consulting  Relationship  = access/relationship  consultants,  door  openers 
customized  Back  office  = proposal  support,  sales  support  and  PM  augmentation  labor  or  services 
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Workflow  of  Government  Business:  What  They 
Want,  Need  and  Use 


1 0./' 


Business  Operational  Needs 

Database 

Consulting 

Back  Office  I 

Knowledge  | Relationship 

Strategic  Planning 

G. 


10 


Market  Overview/Assessments 
Go-  To-Market  Plans 


Agency  Plans 


Technology  Application  Plans 


Call  Plans 


Legislative  Impact/Positioning 


Key  Initiatives/Impact  on 
Community 


Market  Refresh/Outlook 


Relationship/Access 


Market  Size 


Market  M&A  Support  

Procurement  Insight/Changes 


GSA  Schedule 


Establishing  for  the  first  time 


Managing,  Admin  and  Mods 
Sales  (holding  and  selling) 


Pipeline  Development 


Opportunity  Identification 


Account  Plans  (Agency) 


Org  Charts  (Agency/Program) 


Call  Plans  (Agency/Program) 


Relationship 
development/Access 


Legislative  Issues 


Association  Involvement 


TIF  = new  entrant 
SM  = small  business 
LG  = large  business 
PR  = product  supplier 
Nl  = niche  provider 
NT  = non  IT  provider 


10 


3u 


Icf 


business:  W 

Business  Operational  Needs 

■ ■ 

EBSHi 

Sales  Support 

Contacts/Buyers 

Quote  Capability 

White  Paper  Development 

Task  Order  Identification 

1 «! 1 

| Capture  Support 

Teaming  (who  to  team  with  and 
why) 

All  | 

Story  Board  Support 

Star  Chart 

Competitive  Analysis 

1 All 1 

Programmatic  Issues 

Evaluation  Criteria  Analysis 
/Loopholes/  Areas  to  Game 

Price  to  Win 

1 All 1 

Black  Hat  Support 

Red  Team  Support 

Bid/No  Bid  Support 

| Proposal  Support 

Capture  Managers 

Volume  Managers 

Proposal  Writers 

Graphics 

Ora  s Development/Coaching 

| Execution/Delivery 

Program  Management 

Performance  Metrics 

Service  Level  Agreement 

Customer  Satisfaction  Surveys 

Key  Relationships 

Knowledge 


Consulting 


ilationship  Back  Office 


Green  means  Input  provides  this  capability  and  solution  provides  sufficient  input  for  a client  to  execute  from  available  information 

Yellow  means  Input  provides  this  capability  but  solution  addresses  only  components  of  things  needed  for  a client  to  execute  from  available  information 

Red  means  that  Input  does  not  provide  a solution  in  this  area 
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KNOWLEDGE 

h c u ii&ul  Li  mu  tlioup 

KCG 


What's  Missing? 
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What's  Missing? 

► Access/insight  from  government  officials  - stronger  relationships  with  leveragability 

► Deeper  relationships  with  government  visionaries  and  power  leaders 

► Consultative  opinion,  strategy  and  planning  capability  customized  to  each  customers  market  and 
unique  perspective. ..raise  the  value  proposition  of  INPUT  as  a business  and  gets  INPUT  closer  to 
the  customer 

► Deeper  knowledge,  content  and  analysis  into  programs  (programmatic  issues,  procurement, 

evaluation). ...knowledge  vs.  data . ^ 

► Accurate  estimates  on  the  value  and  other  estimation  metrics  relating  to  opportunities  and  source 
information 

► More  opportunities  (numbers  game,  fill  the  pipeline) 

► Program  level  contacts  (background,  hot  buttons,  pain  points,  budget,  what's  the  pressure) 

► More  volume  and  deeper  task  order  opportunities  and  information 

► GWAC/BPA  biases  throughout  government  (what's  true  and  why) 

► Knowledge  of  HW/SW  buys.. ..leads  to  services.. .leads  to  other  HW/SW  buys 

► Accurate  estimates  of  who's  bidding  for  teaming  and  how  to  connect  with  them 

27 
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SWOT  Analysis 

Strengths 

> Strong  customer  perception  and  overall  satisfaction 

Weaknesses 

► INPUT  image/branding....no  face  to  INPUT 

► Strong  market  presence 

► Continued  meaningful  new  product  development  that  is  not 
just  adding  chrome  and  new  colors 

► Best  of  breed  database  products 

► Executive  program  (^<^r  i 

► Losing  differentiation  in  marketplace 

■ Lot's  of  "me  too's"  emerging  that  are  good  enough 

* Not  recognized  as  experts  or  consultants  - perceived  as  a data 
driven  company 

• Difficulty  in  breaking  the  code  in  customized  consulting 

► Right  now  loosely  defined  Government  IT.. ..but  not  "Government"  as 

tag  line  implies  j 

► Limited  government  customers. .highly  focused  on  the  contracting  j 

community 

(Tdb  technology  datedpjGoogle,  Wiki,  Web  2.0,  RSS  feeds,  etc.  winning 

/ 

Opportunities 

► Need  to  do  more  to  become  the  authority... .is  it  go  deeper, 
or  go  broader  or  combination  of  both? 

► Move  from  a market  position  of  "an  authority"  to  "the 
authority"  and  rise  up  the  food  chain 

► FCW  relationship 

► Expansion  into  other  Government  segments  (foreign)  and 
other  Non-IT  US  segments/verticals 

► Create  products/services  that  drill  deeper  and  wider  into 
the  government  market. ...pick  up  where  the  Gartner's  and 
IDC's  stop 

► Expansion  into  customized  consulting  services....  offers  the 

opportunity  to  double  or  triple  strategic  account  revenue 
plus  what  ever  else  can  be  captured  \ 

Threats 

> Eroding  value  perceptions  of  core  database  product  in  customer  base 

> Database  market  is  aging,  driving  towards  EOL  as  primary  value 
offering  and  evolving  to  a price  driven  value  differentiation  only 

> Hanging  shingle  consultants,  new  "low  cost"  database  entrants, 
FedBizOps,  and  internet  accessibility  are  fragmenting  and  devaluing 
market 

> The  Associations— (ITAA  &GEIA  merger) 

> FSI  and  the  old  iFour  have  deeper  customized  consulting  experience 
and  are  personified  as  SMEs  with  greater  knowledge  of  what  is  going 
on  in  procurements  because  they  are  perceived  experts  or  have 
senior  ex-govies  on  the  staff 
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Growth  Areas  for 
Consideration 
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Growth  Areas  for  Consideration  - INPUT 

1 ► Deep  dive  Gartner  like  market  reports  on  federal  emerging  areas  that  can  be  sold  to  both  industry 

and  government,  helps  solidify  "experts"  in  government 

► Develop  a playbook  report  that  dives  deep  into  the  top  5 areas  of  interest  in  the  upcoming 
year. ...build  once,  sell  too  many— could  be  both  for  industry  and  government 

■Opportunity  to  spin  the  report  into  customized  consulting  opportunities,  leveraging  other  INPUT  services  and 
subject  matter  expertise  to  explore  specific  to  customer  market  position  and  needs  of  focus 

► Expand  value  of  the  database  service  and  sell  up  as  an  augmentation  with  Top  20  upcoming 
programs  in  government 

■Include  primary  research  to  capture  and  track  street  talk  without  attribution 

■INPUT  analyst  to  create  relationships  with  government  for  greater  access  to  program  strategy  and  value  added 

insight  into  database  with  face  to  face  visits 

■Research  absolute  POC  for  BD  or  Sales  with  name  and  number 

•Attach  Bidders  List/Industry  Day  to  record;  if  no  numbers  or  names  call  and  add  them 
y'  ► Prioritize  Opportunities  and  provide  more  information  on  set  number  of  programs;  assign  senior 
analysts  with  fewer  larger  programs  to  become  the  expert 
; ► Enhance  task  order  offering— capture  every  announcement  and  document  customer,  type  of  work, 
value,  date  from  websites,  newspapers,  fed  rags  etc. ..build  from  there 
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Growth  Areas  for  Consideration  - INPUT 


► Develop  an  "Intellipedia"  like  offering  within  domain  of  INPUT 

■ Implemented  as  a community  collaboration  tool  used  to  resolve  industry  questions  about  the  market,  answered  by 
INPUT  researchers/consultants  and/or  community  members.  Environment  could  be  offered  as  a subscription 
service 

■ Implement  a wiki  environment  that  customer  capture/BD  staff  uses  to  edit  and  change  specific  opportunity  or  client 
information,  organize  notes  and  other  information  relating  to  the  bid  across  the  customer's  enterprise 

• Protected  and  Isolated  by  company  to  protect  sensitive/proprietary  information 

• Potential  to  expand  the  environment  to  allow  customers  to  provide  teammate  collaboration  relating  to  an  opportunity 

+ Drive  small  business  contractors  to  become  part  of  the  INPUT  customer  base 

■ INPUT  could  consider  provide  a link  to  the  govitwiki  information  (assuming  a reciprocal  partnership  would  allow 
this)  and  vice-versa 

• Add  value  to  govitwiki  through  link  integration  into  INPUT,  For  example,  if  an  INPUT  customer  is  reading  the  INPUT  DoT 
Agency  profile,  one  click  to  the  govitwiki  DoT  area 

• And  if  user  is  on  govitwiki  page,  a link  could  be  provided  to  click  through  to  INPUT  and  either  get  logged  in  and  connected  to 
relevant  INPUT  content  areas  (if  INPUT  customer)  or  teaser  page  for  lead  generation 

► Determine  INPUTS  position/play  with  Web  2.0  ^ 
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Growth  Areas  for  Consideration  - INPUT 

► Target  high  dollar  areas  such  as:  Colorado  Springs,  San  Diego,  San  Antonio,  Omaha 

■ Increase  opportunities  and  content  within  major  regional  areas 

■ Develop  specific  regional  org  charts  and  POCs 

■ Contractor  community  has  its  unique  set  of  contractors  and  BD  network 

■ Host  event  for  branding/recognition  and  leadership  in  government  (could  even  partner  with  AFCEA  chapters  or 
other  for  draw) 

► Create  access  consulting/relationships  j 

■ Either  build  or  partner 

► Partner  with  proposal  support  shop  for  sell  through  revenue 

► Follow  BRAC  and  what  impact  it  will  have  on  contractors  and  workforce 

■ Example:  Huntsville,  AL  will  be  the  home  to  NASA,  Missile  Defense  Agency,  Army  Space  and  Missile  Defense,  Army 
Aviation  Command  and  Army  Material  Command— creating  new  contracting  opportunities  and  relocating  major 
defense  functions 

► Add  government  workforce  component  into  database 

■ Contracting  community  wants  and  uses  this  information— readily  available  but  not  easily  searchable  via  OPM 
FedScope  website 

■ Employee  numbers  over  time  indicate  attrition,  de-emphasis  on  certain  occupations,  increased  outsourcing,  and 
provide  metric  data  -OPM  captures  this  data  by  occupation  and  by  agency;  DoD  Statistical  Information  Analysis 
Division 
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Growth  Areas  for  Consideration  - INPUT 

► Become  definitive  source  on  technology  trends  in  government  including  deep  understanding  of 
where  the  money  is  being  spent  on  what  type  of  technology— develop  who  are  the  leaders  by 
market  share 

• High  value  to  federal  and  state  CIOs  and  technology  vendors 

■ Requires  investment  in  technology  specialists;  technology  specialist  could  do  this  and  develop  whitepapers  for 
clients  on  a paid  basis  (Aberdeen  Group) 

► Expand  beyond  IT  Opportunities: 

- O&M 

■ Weapons  Systems  I 

■ Construction 
» Aircraft 

■ Space 

■ Missiles 

■ Ships 

■ Vehicles 

■ International  Government 
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INPUT  is  recognized  and  known , but  is  it  how  you 

want  to  be  known? 

► Become  the  Experts  in  Government  ^ 

■ Move  from  "a  source  to  "The  Source"  ^ 

• Deeper  content,  knowledge/insight  on  every  issue  important  in  Federal  Market 


■ Create  a "face"  to  INPUT  for  customer  base 

• Get  outside  the  office,  get  quoted,^have  your  customers  know  and  value  key  executives 

opinion,  aavice  ^ 

• Know  your  customers  -Federal  Execs,  Legislative  Affairs,  Operational  Divisions,  BD, 
Sales,  Marketing 

. create  a "face"  of  INPUT  to  government  officials— access  to  develop  formal 
and  informal  communities  of  interest 

• Get  to  know  the  government  officials  first  hand  and  build  deep  relationships 

■ Move  from  being  known  as  having  data  to  being  known  for  knowledge/insight 


Every  senior  government  official  end  contractor/  vendor  should  ask... 
What  does  INPUT  think  about  this?  How  can  INPUT  help? 
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C^»,l^vn  erKi 

Key  Assumptions 
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- 1*6 
- ■ 


Z1Z. 


1)  Annual  sales  productivity  for  New  sales:  2008=$314k/experienced  rep,  $1 56k  for  1st  12  mo 
for  a new  hire.  5%  compounded  productivity  improvements  are  applied  in  Jan  '09  and  Jan  '10. 

Changes  generating  sales  productivity  improvement: 

Weeding  out  non-performers 
Improved  training  program 

Ate-attrition-related  gaps  u*  tr  c^v-c.  4Tr»*U« 

Systems  improvements 

. Improved  lead  generation  leveraging  analysis 

Leverage  increased  event  attendance 

— — PS*-***  pCe>4.Uy».  >—v-  ptvcfy***—.  

2)  This  budget  does  not  allocate  G&A  costs  — * sLS&Dtr&Zi  Z*xr~? 


6)  Org  Charts,  Leads  and  Contacts  products 

Sold  by  outsourced  sales  organization 

Fed  Org  Charts  released  Oct  2007  and  Jan  2008 

S&L  Leads  released  April  2008 

S&L  Org  Charts  released  July  2008 


7)  Changes  generating  consulting  order  improvement 

Closer  interaction  with  member  services 
Regular  marketing  and  promotions  scheduled 
Addition  of  marketing  services  offering 

8)  Health  IT  assumptions 

Health  IT  Phase  1 released  November  2007 
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INPUT  - STATEMENT  OF  INCOME 
Income  Stmt  - Plan 


Printed  10/15/07 


2006  Actual  (A) 

2007  Aug  Plan 
(A),  (B) 

2008  Plan 

2009  Plan 

2010  Plan 

($000’s) 

Orders 

Renewal  Base 

19,277 

19,884 

22,552 

27,605 

34,912 

Subscriptions  - Renewal 

12,336 

14,052 

16,880 

20,483 

25,522 

Subscriptions  - New 

7,813 

8,500 

10,725 

14,428 

18,922 

Consulting 

814 

800 

1,740 

1,920 

1,920 

Events 

1,034 

820 

891 

1,070 

1,284 

Other 

48 

- 

350 

500 

600 

Total  Orders 

22,045 

24,173 

30,587 

38,401 

48,248 

% Growth 

10% 

27% 

26% 

26% 

Orders  from  New  Products ' jS 

atocat*  ty  _ 

1,831 

5,217 

10,939 

Revenue 

Subscriptions 

20,035 

20,488 

24,622 

30,634 

38,843 

Consulting 

826 

802 

1,670 

1,920 

1,920 

Events 

977 

836 

893 

1,071 

1,286 

Other 

54 

75 

450 

600 

700 

Total  Net  Revenue 

21,892 

22,201 

27,635 

34,226 

42,748 

% Growth 

24% 

24% 

25% 

Revenue  from  New  Products 

876 

3,208 

7,627 

Cost  of  Services 

Personnel 

6,917 

8,265 

9,744 

12,699 

14,584 

Other  Expense 

934 

1,281 

1,266 

1,365 

1,512 

Total  Cost  of  Services 

7,851 

9,546 

11,010 

14,063 

16,096 

% of  Revenue 

36% 

43% 

40% 

41% 

38% 

Gross  Income  / (Loss) 

14,041 

12,654 

16,625 

20,163 

26,652 

Gross  Profit  % 

64% 

57% 

60% 

59% 

62% 

Sales  & Marketing 

Personnel 

5,885 

5,897 

6,923 

8,338 

10,524 

Other  Expense 

1,104 

945 

1,285 

1,351 

1,424 

Total  Sales  & Marketing 

6,988 

6,842 

8,208 

9,689 

11,948 

| % of  Revenue 

32% 

31% 

30% 

28% 

28% 

Research  & Development 

Personnel 

1,777 

1,613 

1,848 

1,731 

2,003 

Other  Expense 

43 

37 

47 

49 

54 

Total  Research  & Development 

1,820 

1,650 

1,895 

1,780 

2,057 

% of  Revenue 

8% 

7% 

7% 

5 % 

5% 

General  & Administrative 

G&A  - Personnel 

1,522 

1,465 

1,688 

1,908 

1,978 

Other  G&A  Expense 

2,608 

2,618 

3,487 

3,476 

3,541 

Total  General  & Administrative 

4,130 

4,083 

5,175 

5,383 

5,519 

% of  Revenue 

19% 

18% 

19% 

16% 

13% 

Total  Expenses 

20,790 

22,122 

26,289 

30,916 

35,620 

EBITDA 

1,102 

78 

1,347 

3,310 

7,128 

% of  Revenue 

5% 

0% 

5% 

10% 

17% 

r 

EBITDA  from  new  products 

(1,495) 

(1,033) 

944 

Depreciation  & Amortization 

580 

467 

487 

501 

516 

Operating  Income  / (Loss) 

522 

(389) 

860 

2,808 

6,612 

Other  Revenues  / (Expenses) 

91 

234 

240 

C 240 

240 

lnc/(Loss)  Bef.  Tax  & Bonus 

613 

(155) 

1,100 

3,049 

6,852 

Provision  for  General  Bonuses 

Note  (C) 

CTC 

814 

945 

1,055 

Provision  for  Income  Taxes 

040) 

- 

- 

841 

2,319 

Net  Income  / (Loss) 

753 

(155) 

286 

1,262 

3,478 

% of  Revenue 

3% 

-1% 

1% 

4% 

8% 

NOTES: 

(A)  2006  Actual  & 2007  Aug  Plan  numbers  for  "Other  Expense"  for  Cost  of  Sales,  Sales  & Mktg,  and  R&D  do  NOT  include  an  allocation 
of  G&A,  as  G&A  was  not  allocated  in  the  2008-2010  Plan. 

:(B)  2007  August  Plan  numbers  reflect  July  plan,  less  adjustment  in  New  Sales  from  S9.382M  to  S8.5M  (adj’d  orders  only,  not  P&L) 

(C)  2006  includes  General  Bonuses  with  dept  totals;  2007  assumes  zero  bonus;  2008-2010  bonus  assumption  is  presented  as  an 
adjustment  to  Pretax  Income ) I 


-1% 


P.'lVltfte  fhQocrf1  — GVMo.’-S  J 'T 
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TOTAL  COMPANY  MODEL 


2007  Curre# 

2008 

2009 

2010 

($000s) 

Sales  - New  IS  Business 

Average  Performance  $ 237 

(B)  % growth  in  avg  performance/productivity 

Avg  # of  Sales  Reps 

Strategic  (t***  *•<:<**>{*»*«**  2.0 

Enterprise  & IEP 
Small  Business 

Account  Mgrs  31 .5 

$ 

243 

2% 

3.2 

33.5 

9 R 

$ 

276 

13% 

4.0 

35.6 
c rr 

$ 

277 

1% 

4.2 

39.6 
era 

Total 

33  R 

39  5 

--44  6 

53  2 

Total  w/o  Leads 

36.7 

39.6 

43.7 

New  Sales  = Avg  Perf.  x Avg  Non-Lead  Reps: 

$ 

8,913 

$ 

10,899 

$ 

12,114 

Member  Services  Upsell: 

$ 

672 

$ 

814 

$ 

943 

Total  New  Sales  (Not  Incl.  Org  Charts  & Leads) 

$ 

8,300 

$ 

9,586 

$ 

11,713 

$ 

13,057 

Org  Charts  & Leads  Sales 

$ 

200 

$ 

1,140 

$ 

2,715 

$ 

5,865 

Total  New  Sales 

$ 

8,500 

$ 

10,725 

$ 

14,428 

$ 

18,922 

% growth  in  new  sales 

27% 

39% 

38% 

Renewal  IS  Sales: 

Renewal  Rate 

74.8% 

74.2% 

73.1% 

Sales  = Rate  X base 

$ 

14,052 

$ 

16,880 

$ 

20,483 

$ 

25,522 

PLAN  IS  SALES 

$ 

22,552 

$ 

27,605 

$ 

34,912 

$ 

44,444 

% growth  in  total  IS  sales 

22% 

26% 

27% 

NOTE  (A):  2007  Current  reflects  actual  new  business  thru  Aug  2007,  plus  adjustment  to  Sept-Dec  July  Plan 
$300k  of  New  Business  is  included  in  New  Products,  for  a total  Current  projection  of  $8.5M 
Sales  Headcount  is  Projected. 

NOTE  (B):  Productivity  growth  reflects  the  mix  of  new  & experienced  salespeople  in  addition  to  the  5% 
compound  growth  in  each  individual's  performance.  Also,  the  calculation  does  not  include  Org  Charts/Leads 
sales,  as  these  are  planned  to  be  generated  by  a 3rd-party  sales  force. 


X - IlH 
Y - . 
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INPUT  FINANCIAL  REPORT 
Orders  Plan 


Orders  by  Year, 

* 

V&l  \ 

2008 

2009 

2010 

Year 

Year 

Year 

SUBSCRIPTIONS,  Existing  Products 

Available  Renewals 

22,252 

25,775 

29,694 

Renewal  Subscription  Orders 

16,689 

19,331 

22,271 

New  Subscription  Orders 

9,086 

10,363 

11,235 

Other 

- 

- 

- 

Total  Sales  Orders 

25,775 

29,694 

33,506 

Renewal  Rate 

75.0% 

75.0% 

75.0% 

SUBSCRIPTIONS,  New  Products 

Available  Renewals 

300 

1,831 

5,217 

Renewal  Subscription  Orders 

191 

1,152 

3,251 

New  Subscription  Orders 

1,640 

4,065 

7,688 

Other 

- 

- 

- 

Total  Sales  Orders 

1,831 

5,217 

10,939 

Renewal  Rate 

64% 

63% 

62% 

" 

Tonv- 

SUBSCRIPTIONS,  Existing  + New  Products 

Available  Renewals 

22.552 

27,605 

34.912 

Renewal  Subscription  Orders 

16,880 

20,483 

25,522 

New  Subscription  Orders 

10,725 

14,428 

18,922 

Other 

- 

_ 

. 

Total  Sales  Orders 

27,605 

34,912 

44,444 

Renewal  Rate 

75% 

74% 

73% 

% growth 

26% 

27% 

CONSULTING  SERVICES 



Custom  Research 

1,740 

1,920 

1,920 

Total  Sales  Orders 

1,740 

1,920 

1,920 

E- 

COMMERCE 

Document  Sales  i&o  « 

».  350 

500 

600 

Total  Sales  Orders 

350 

500 

600 

' 

EVENTS 

Attendance  76<s> 

752 

902 

1,083 

Sponsorships  / c»  o 

140 

168 

201 

Total  Sales  Orders 

891 

1,070 

1,284 

n 

Total  Orders 

30,587 

38,401 

48,248 

% growth 

26% 

26% 
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New  Product  Orders 
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2007 

2008 

2009 

2010 

Renewal  rate  - Org  Charts  & Lead 

s 

(D 

63% 

63% 

62% 

61% 

Renewal  rate  - Health 

IT 

65% 

65% 

65% 

65% 

New  Orders 

Fed  + S&L  Org  Charts/Contacts,  S&L  Leads 

$ 200,000 

$ 1,139,500 

$ 2,715,390 

$ 5,865,000 

Health  IT 

100,000 

500,000 

1,350,000 

1,822,500 

Total  New  Orders 

300,000 

1 ,639,500 

4,065,390 

7,687,500 

Renewal  Orders 

Fed  + S&L  Org  Charts/Contacts, 

3&L  Leads 

0 

126,000 

784,610 

2,135,000 

Health  IT 

0 

65,000 

367,250 

1,116,213 

Total  Renewal  Orders 

0 

191,000 

1,151,860 

3,251,213 

Total  Orders 

Fed  Org  Charts/Contacts 

200,000 

1,265,500 

3,500,000 

8,000,000 

Health  IT 

100,000 

565,000 

1,717,250 

2,938,713 

Grand  Total  Orders 

$ 300,000 

$ 1,830,500 

$ 5,217,250 

$ 10,938,713 

NOTES:  (1)  Decreasing  renewal  rate  reflects  greater  %age  of  sales  of  S&L  Leads  product,  expected  to  renew  at  50% 
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INPUT  CONSOLIDATED  MONTHLY  REPORTS 

Existing+New  Product  StaffGount-  Otr.  , 


jgT 


EXISTII 


Products 


SALES 


Exec  Mgmt  Sales 

1 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0  1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

Sales  Operations 

- 

4.0 

7° 

4.0 

4.0 

4.0 

4.0 

4.0 

4.0 

4.0 

4.0 

3- o 

4.0 

ffo 

T7»7 
1 / 

IT  Sales 

Strategic 

6 

9.0 

10.0 

10.0 

10.0 

10.0 

10.0 

10.0 

10.0 

10.0 

10.0 

10.0 

11.0 

11.0 

Account  Mgr 

36 

31.0 

37.0 

37.0 

34.0 

38.0 

39.0 

35.0 

38.0 

38.0 

35.0 

35.0 

36.0 

36.0 

Leads 

0.0 

3.0 

3.0 

3.0 

3.0 

3.0 

3.0 

3.0 

3.0 

3.0 

3.0 

3.0 

IEP 

- 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

NUMBER  OF  STAFF 


01/01/07 


Actual  as  of 
Oct  1 2007 


2008 

2008 

2008 

2008 

2008 

2008 

2008 

2008 

2008 

2008 

2008 

2008 

Jan 

Feb 

Mar 

Apr 

May 

Jun 

Jut 

Aug 

Sep 

Oct 

Nov 

Dec 

Subtotal 

42 

41.0 

48.0 

51.0 

48.0 

52.0 

53.0 

49.0 

52.0 

52.0 

49.0 

49.0 

51.0 

51.0 

A HfAM  «M.i  c 

Advisors 

22 

22.5 

23.5 

23.5 

23.5 

23.5 

23.5 

23.5 

23.5 

23.5 

23.5 

25.5 

25.5 

25.5 

• Support  (frflflr  ) 

7 

2.5 

*5.5 

5.5 

5.5 

5.5 

5.5 

55~ 

5.5 

65 

5.5 

5.5 

5.5 

5.5 

Subtotal 

29 

25.0 

29.0 

29.0 

29.0 

29.0 

29.0 

29.0 

29.0 

29.0 

29.0 

31.0 

31.0 

31.0 

Marketing 

7 

4.0 

7.0 

7.0 

7.0 

7.0 

7.0 

7.0 

7.0 

7.0 

7.0 

7.0 

7.0 

7.0 

Events 

2 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

Subtotal 

9 

6.0 

9.0 

9.0 

9.0 

9.0 

9.0 

CD 

O 

9.0 

9.0 

9.0 

9.0 

9.0 

9.0 

Total  Sales 

80 

77.0 

91.0 

94.0 

91.0 

95.0 

96.0 

92.0 

95.0 

95.0 

92.0 

94.0 

96.0 

96.0 

OPERATIONS 

Exec  Mgmt  Operations 

1 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

| 

2. 

«J 

X 

X 

-XJ  -x 

t-  -T 

Subscriptions 

- 

Federal  IT 

23 

26.5 

30.5 

31.5 

32.5 

32.5 

32.5 

32.5 

32.5 

32.5 

32.5 

32.5 

32.5 

32.5 

S&L  IT 

15 

17.5 

18.5 

18.5 

19.5 

19.5 

19.5 

195 

19.5 

19.5 

19.5 

19.5 

19.5 

19.5 

Mkt  Analysis  & Exec  Pgrm 

8 

7.0 

9.0 

9.0 

10.0 

10.0 

10.0 

10.0 

10.0 

10.0 

10.0 

10.0 

10.0 

10.0 

Subtotal 

45 

51.0 

58.0 

59.0 

62.0 

62.0 

62.0 

62.0 

62.0 

62.0 

62.0 

62.0 

62.0 

62.0 

Research  8>  Development 

Software  Development 

12 

10.0 

13.0 

13.0 

13.0 

13.0 

13.0 

13.0 

13.0 

13.0 

13.0 

13.0 

13.0 

13.0 

Subtotal 

12 

10.0 

13.0 

13.0 

13.0 

13.0 

13.0 

13.0 

13.0 

13.0 

13.0 

13.0 

13.0 

13.0 

Consulting 

4 

4.0 

5.0 

5.0 

5.0 

5.0 

5.0 

5.0 

5.0 

5.0 

5.0 

5.0 

5.0 

5.0 

Total  Operations 

62 

66.0 

77.0 

78.0 

81.0 

81.0 

81.0 

81.0 

81.0 

81.0 

81.0 

81.0 

81.0 

81.0 

r 

CORPORATE/CENTRAL 



Exec  Mgmt  Corp 

3 

3.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

Finance,  HR,  & Admin 

8 

11.0 

13.0 

1&0 

13.0. 

13.0 

43:0- 

13.0 

13.0 

13.0 

13.0 

13.0 

-434) 

IT/Internal  Development 

5 

5.0 

f • 5-01 

5.0 

5.0 

5.0 

5.0 

5.0 

5.0 

5.0 

5.0 

5.0 

5.0 

5.0 

16 

19.0 

20.0 

200 

20.0 

20.0 

20.0 

20.0 

20.0 

20.0 

20.0 

20.0 

20.0 

20.0 

TOTAL 

158 

162.0 

188.0 

192.0 

192.0 

196.0 

197.0 

193.0 

196.0 

196.0 

193.0 

195.0 

197.0 

197.0 
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Confidential/Proprietary  - INPUT 


OTvhJvt 


INPUT  CONSOLIDATED  MONTHLY  REPORTS 
Existing+New  Product  StaffCount 


Date  Printed:  10/15/07 


* 

XIS 

: 

TING  + NEW  Products 

\ 1 

NUMBER  OF  STAFF 

2009 

2009 

2009 

2009 

2009 

2009 

2009 

2009 

2009 

2009 

2009 

2009 

01/01/07 

Actual  as  of 
Oct  1 2007 

Jan 

Feb 

Mar 

Apr 

May 

Jun 

Jul 

Aug 

Sep 

Oct 

Nov 

Dec 

SALES 

1 

Exec  Mgmt  Sales 

1 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

Sales  Operations 

\ - 

4.0 

4.0 

j4.0 

40 

40 

4.0 

4.0 

fO 

4.0 

40 

4.0 

4.0 

4.0 

Sales 

y 

Strategic 

6 

9.0 

11.0 

11.0 

11.0 

11.0 

11.0 

11.0 

11.0 

11.0 

11.0 

11.0 

11.0 

11.0 

Account  Mgr 

36 

31.0 

39.0 

39.0 

36.0 

41.0 

41.0 

37.0 

40.0 

40.0 

37.0 

38.0 

38.0 

37.0 

Leads 

4.0 

4.0 

4.0 

4.0 

4.0 

4.0 

4.0 

5.0 

6.0 

6.0 

7.0 

8.0 

IEP 

v 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

Subtotal 

42 

41.0 

55.0 

55.0 

52.0 

57.0 

57.0 

53.0 

56.0 

57.0 

55.0 

56.0 

57.0 

57.0 

~ 1 

Advisors 

22 

22.5 

27.5 

27.5 

27.5 

27.5 

27.5 

28.5 

28.5 

28.5 

29.5 

29.5 

29.5 

29.5 

Support 

7 

2.5 

A A 

5 5 

5 

R R 

5 5 

R R 5 R 

t>.t> 

Subtotal 

29 

25.0 

33.0 

33.0 

33.0 

33.0 

33.0 

34.0 

34.0 

34.0 

35.0 

35.0 

35.0  35.0 

Marketing 

7 

4.0 

8.0 

8.0 

8.0 

9.0 

9.0 

9.0 

9.0 

9.0 

9.0 

9.0 

9.0 

9.0 

Events 

2 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

Subtotal 

9 

6.0 

10.0 

10.0 

10.0 

11.0 

11.0 

11.0 

11.0 

11.0 

11.0 

11.0 

11.0 

11.0 

Total  Sales 

80 

77.0 

103.0 

103.0 

100.0 

106.0 

106.0 

103.0 

106.0 

107.0 

106.0 

107.0 

108.0 

108.0 

OPERATIONS 

— 

Exec  Mgmt  Operations 

1 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

i 

Subscriptions 

■*< 

_ H 

s 



'75. 

7 

5" 

Sr 

—sA 

" 1 

"7 

Federal  IT 

23 

26.5 

40.5 

40.5 

41.5 

41.5 

44.5 

44,5 

46.5 

47.5 

47.5 

48.5 

50.5 

S&L  IT 

15 

17.5 

2t5 

21.5 

22.5 

22.5 

22.5 

. 23.5.  23.5 

24.5 

24.5 

24.5 

24.5 

24.5 

Mkt  Analysis  & Exec  Pgrm 

8 

7.0 

11.0 

12.0 

12.0 

12.0 

12.0  15.0 

15.0 

16.0 

16.0 

16.0 

16.0 

16.0 

Subtotal 

45 

51.0 

72.0 

74.0 

75.0 

76.0 

76.0 

83.0 

83.0 

87.0 

88  0 

88.0 

89.0 

91.0 

Research  & Development 

Software  Development 

Subtotal 

12 

10.0 

14.0 

14.0 

14.0 

14.0 

14.0 

14.0 

14.0 

14.0 

14.0 

14.0 

14.0 

15.0 

12 

10.0 

14.0 

14.0 

14.0 

14.0 

14.0 

14.0 

14.0 

14.0 

14.0 

14.0 

14.0 

15.0 

Consulting 

4 

4.0 

5.0 

5.0 

5.0 

5.0 

5.0 

5.0 

5.0 

5.0 

5.0 

5.0 

5.0 

5.0 

Total  Operations 

62 

66.0 

92.0 

94.0 

95.0 

96.0 

96.0 

103.0 

103.0 

107.0 

108.0 

108.0 

109.0 

112.0 

— 

— 

CORPORATE/CENTRAL 

Exec  Mgmt  Corp 

3 

3.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

Finance,  HR,  & Admin 

8 

11.0 

15.0 

150 

15JJ 

15.0 

15.0 

15.0 

15.0 

15.0 

15.0 

15.0 

15.0 

—,15.0 

IT/Internal  Development 

5 

5.0 

6.0 

6.0 

6.0 

6.0 

6.0 

6.0 

6.0 

6.0 

6.0 

6.0 

6.0 

6.0 

16 

19.0 

23.0 

23.0 

23.0 

23.0 

23.0 

23.0 

23.0 

23.0 

23.0 

23.0 

23.0 

23.0 

TOTAL 

158 

162.0 

218.0 

220.0 

2180  225.0  225.0  229.0 

232.0 

237.0  237.0  238.0 

240.0  243.0 

V So?. 
£o  v. 
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ConMential/Proprietary  ■ INPUT 


INPUT  CONSOLIDATED  MONTHLY  REPORTS 
Existing+New  Product  StaffCount 


Date  Printed:  10/15/07 


EXISTING  + NEW  Products 

l J 

NUMBER  OF  STAFF 

2010 

2010 

2010 

2010 

2010 

2010 

2010 

2010 

2010 

2010 

2010 

2010 

01/01/07 

Actual  as  of 
Oct  1 2007 

Jan 

Feb 

Mar 

Apr 

May 

Jun 

Jul 

Aug 

Sep 

Oct 

Nov 

Dec 

SALES 

\ 

Exec  Mgmt  Sales 

1 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

15 

1.0 

1.0 

Sales  Operations 

- - V—  - 

4.0 

4.0 

4.0 

4.0 

_ 16° 

{/>■  0 

;4.0 

_J»0 

,;"4.0 

,A.O 

ft-o 

r 4.0 

7 

1 

r 

Sales 

\ 

' 

Strategic 

6 

9.0 

11.0 

11.0 

11.0 

11.0 

11.0 

11.0 

11.0 

11.0 

115] 

11.0 

12.0 

12.0 

Account  Mgr 

36 

31.0 

40.0 

40.0 

37.0 

42.0 

42.0 

40.0 

43.0 

45.0 

45.0 

46.0 

46.0 

45.0 

Leads 

8.0 

8.0 

9.0 

9.0 

10.0 

10.0 

10.0 

10.0 

10.0 

10.0 

10.0 

10.0 

' 

IEP 

\ — r 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

Subtotal 

42 

41.0 

60.0 

60.0 

58.0 

63.0 

64.0 

62.0 

65.0 

67.0 

67.0 

68.0 

69.0 

68.0 

Advisors  ! 

22 

22.5 

30.5  30.5 

30.5 

31.5 

31.5 

31.5 

32.5 

33.5 

33  5 

33.5 

33.5 

33.5 

Support 

7 

2.5 

S 5.5  5.5 

0.5 

5.5 

5.5 

5.5 

5.5 

5.5 

5.5  5.5 

5.5 

5.5 

Subtotal 

29 

25.0 

36.0  36.0 

36.0 

37.0 

37.0 

37.0 

38.0 

39.0 

39.0 

39.0 

39.0 

39.0 

Marketing 

3 

4.0 

11.0  11.0 

11.0 

11.0 

11.0 

11.0 

11.0 

11.0  11.0 

11.0 

11.0 

11.0 

Events 

2 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0  2.0 

2.0 

2.0 

2.0 

Subtotal 

9 

6.0 

13.0 

13.0 

13.0 

13.0 

13.0 

13.0 

13.0 

13.0  13.0 

13.0 

13.0 

13.0 

Total  Sales 

80 

77.0 

114.0 

114.0 

112.0 

118.0 

119.0 

117.0  121.0 

124.0  124.0 

125.0 

126.0 

125.0 

OPERATIONS 

Exec  Mgmt  Operations 

1 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0  1.0 

1.0 

1.0 

1.0 

a r 

. 

Subscriptions 

Federal  IT 

23 

26.5 

51.5 

51.5 

51.5 

51.5 

51.5 

52.5 

52.5 

52.5  525 

52.5 

52.5 

52.5 

S&L  IT 

15 

17.5 

26.5 

26.5 

26.5 

26.5 

26.5 

26.5 

26.5 

26.5 

26.5 

26  5 

26.5 

26.5 

Mkt  Analysis  & Exec  Pgrm 

8 

7.0 

18.0 

18.0 

18.0 

18.0 

18.0 

18.0 

18.0 

18.0 

18.0 

18.0 

18.0 

18.0 

j 

Subtotal 

45 

51.0 

96.0 

96.0 

96.0 

96.0 

96.0 

97.0 

97.0 

97.0 

97.0 

97.0 

97.0 

97.0 

Research  & Development 

Software  Development 

12 

10.0 

16.0 

16.0 

16.0 

16.0 

16.0 

16.0 

16.0 

16.0 

16.0 

16.0 

16.0 

16.0 

Subtotal 

12 

10.0 

16.0 

16.0 

16.0 

16.0 

16.0 

16.0 

16.0 

16.0 

16.0 

16.0 

16.0 

16.0 

Consulting 

4 

4.0 

5.0 

5.0 

5.0 

5.0 

5.0 

5.0 

5.0 

5.0 

5.0 

5.0 

5.0 

5.0 

Total  Operations 

62 

66.0 

118.0 

118.0 

118.0 

118.0 

118.0 

119.0 

119.0 

119.0 

119.0 

119.0 

119.0 

119.0 

CORPORATE/CENTRAL 

Exec  Mgmt  Corp 

3 

3.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

Finance,  HR,  & Admin 

8 

11.0 

15.0 

IJfcO 

15.0  15.0 

1.5.0 

15.0 

15.0 

15.0 

455 

455 

155 

V_  15.0 

IT/Internal  Development 

5 

5.0 

*6.0 

6.0 

6.0 

6.0 

6.0 

6.0 

6.0 

6.0 

6.0 

6.0 

6.0 

6.0 

~ I 

16 

19.0 

23.0 

23.0 

23.0 

23.0 

23.0 

23.0 

23.0 

23.0 

23.0 

23.0 

23.0 

23  0 

TOTAL 

158 

162.0 

255.0 

■ 

255.0 

253.0  259.0 

260.0 

259.0 

263.0  266.0 

266.0 

267.0 

268.0 

267.0 
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Confidential/Proprietary  - INPUT 


INPUT  CONSOLIDATED  MONTHLY  REPORTS 
New  Products  Staff  Count 


Date  Printed:  10/15/07 


NEW  Products 

NUMBER  OF  STAFF 

2008 

2008 

2008 

2008 

2008 

2008 

2008 

2008 

2008 

2008 

2008 

2008 

SA 

01/01/07 

Actual  as 
of  Oct  1 
2007 

Jan 

Feb 

Mar 

Apr 

May 

Jun 

Jul 

Aug 

Sep 

Oct 

Nov 

Dec 

LES 

Exec  Mgmt  Sales 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

Sales  Operations 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

Sales 

Strategic 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

Account  Mgr 

3.0 

3.0 

3.0 

3.0 

4.0 

4.0 

4.0 

4.0 

4.0 

4.0 

5.0 

5.0 

Leads 

0.0 

3.0 

3.0 

3.0 

3.0 

3.0 

3.0 

3.0 

3.0 

3.0 

3.0 

3.0 

IEP 

Subtotal 

- 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

- 

- 

3.0 

6.0 

6.0 

6.0 

7.0 

7.0 

7.0 

7.0 

7.0 

7.0 

8.0 

8.0 

Advisors 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

> 

Support 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

Subtotal 

- 

- 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

Marketing 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

— 

Events 

Subtotal 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

- 

- 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

A — 

Total  Sales 

- 

- 

4.0 

7.0 

7.0 

7.0 

8.0 

8.0 

8.0 

8.0 

8.0 

8.0 

9.0 

9.0 

OPERATIONS 

Exec  Mgmt  Operations 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

IV]  ll 

\ \ 

l v 

1 •? 

1 

r “7. 

- 1 -L 

tl_ 

Subscriptions 

1 ' — 

Federal  IT  dlA  Cy, fKT? 

1.0 

3.0 

4.0 

4.0 

4.0 

4.0 

4.0 

4.0 

4.0 

4.0 

4.0 

4.0 

4.0 

S&L  IT 

1.0 

1.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

Mkt  Analysis  & Exec  Pgrm 
Subtotal 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

- 

1.0 

4.0 

5.0 

6.0 

6.0 

6.0 

6.0 

6.0 

6.0 

6.0 

6.0 

6.0 

6.0 

Research  & Development 

- 

Software  Development 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

Subtotal 

- 

- 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

- 

Consulting 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

O 

o 

0.0 

0.0 

0.0 

Total  Operations 

- 

1.0 

6.0 

7.0 

8.0 

8.0 

8.0 

8.0 

8.0 

8.0 

8.0 

8.0 

8.0 

8.0 

CORPORATE/CENTRAL 

Exec  Mgmt  Corp 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

Finance,  HR,  & Admin 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0  0.0 

0.0 

0.0 

0.0 

TO 

IT/Internal  Development 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

— 

- 

- 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

_l 

< 

1- 

- 

1.0 

10.0 

14.0 

15.0 

15.0 

16.0 

16.0 

16.0 

16.0 

16.0  16.0 

17.0 

17.0 

1 

NOTES:  Company  Actuals  at  10/1/07  include  1 Federal  IT  employee  assigned  to  New  Products 

7 /?iftxAP» 

t 
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% 


4 


INPUT  CONSOLIDATED  MONTHLY  REPORTS 
New  Products  Staff  Count 


Date  Printed:  10/15/07 


NEW  Products 

NUMBER  OF  STAFF 

2009 

2009 

2009 

2009 

2009 

2009 

2009 

2009 

2009 

2009 

2009 

2009 

01/01/07 

Actual  as 
of  Oct  1 
2007 

Jan 

Feb 

Mar 

Apr 

May 

Jun 

Jul 

Aug 

Sep 

Oct 

Nov 

Dec 

SALES 

Exec  Mgmt  Sales 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0  0.0 

Sales  Operations 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0  0.0 

Sales 

Strategic 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

Account  Mgr 

5.0 

5.0 

5.0 

6.0 

6.0 

6.0 

6.0 

6.0 

6.0 

6.0 

6.0 

6.0 

Leads 

4.0 

4.0 

4.0 

4.0 

4.0 

4.0 

4.0 

5.0 

6.0 

6.0 

7.0 

8.0 

IEP 

. 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

Subtotal 

_ 

- 

9.0 

9.0 

9.0 

10.0 

10.0 

10.0 

10.0 

11.0 

12.0 

12.0 

13.0 

14.0 

Advisors 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

2.0 

2.0 

2.0 

2.0 

Support 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

Subtotal 

- 

- 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

2.0 

2.0 

2.0 

2.0 

' 

Marketing 

1.0 

1.0 

1.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

Events 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

Subtotal 

- 

- 

1.0 

1.0 

1.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

Total  Sales 

- 

- 

11.0 

11.0 

11.0 

13.0 

13.0 

13.0 

13.0 

14.0 

16.0 

16.0 

17.0 

18.0 

r — 

OPERATIONS 

- - 

Exec  Mqmt  Operations 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

Subscriptions 

Federal  IT 

1.0 

7.0 

7.0 

7.0 

8.0 

8.0 

10.0 

10.0 

12.0 

12.0 

12.0 

13.0 

15.0 

S&L  IT' 

3.0 

3.0 

3.0 

3.0 

3.0 

4.0 

4.0 

4.0 

4.0 

4.0 

4.0 

4.0 

Mkt  Analysis  & Exec  Pgrm 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

Subtotal 

- 

1.0 

10.0 

10.0 

10.0 

11.0 

11.0 

14.0 

14.0 

16.0 

16.0 

16.0 

17.0 

19.0 

Research  & Development 

Software  Development 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

3.0 

Subtotal 

_ 

- 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

3.0 



Consulting 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

Total  Operations 

- 

1.0 

12.0 

12.0 

12.0 

13.0 

13.0 

16.0 

16.0 

18.0 

18.0 

18.0 

19.0 

22.0 

CORPORATE/CENTRAL 

Exec  Mgmt  Corp 

0.0 

0.0 

0.0 

0.0 

0.0  0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

Finance,  HR,  & Admin 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

IT/Internal  Development 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

- 

- 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

TOTAL 

- 

1.0 

25.0 

25.0 

25.0 

28.0 

28.0  31.0 

31.0 

34.0 

36.0 

36.0 

38.0 

42.0 

J 
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INPUT  CONSOLIDATED  MONTHLY  REPORTS 
New  Products  Staff  Count 


Date  Printed:  10/15/07 


NEW  Products 

"1  r 

NUMBER  OF  STAFF 

2010 

2010 

2010 

2010 

2010 

2010 

2010 

2010 

2010 

2010 

2010 

2010 

01/01/07 

Actual  as 
of  Oct  1 
2007 

Jan 

Feb 

Mar 

Apr 

May 

Jun 

Jul 

Aug 

Sep 

Oct 

Nov 

Dec 

SALES 

1 

— 

Exec  Mgmt  Sales 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

Sales  Operations 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

OO 

Sales 

Strategic 

0.0 

0.0 

0.0 

0.0 

0.0  0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

Account  Mgr 

6.0 

6.0 

6.0 

7.0 

7.0  7.0 

7.0 

7.0 

7.0 

7.0 

7.0 

7.0 

' 

Leads 

8.0 

8.0 

9.0 

9.0 

10.0  10.0 

10.0 

10.0 

10.0 

10.0 

10.0 

10.0 

IEP 

_ 

0.0 

0.0 

0.0 

0.0 

0.0  0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

Subtotal 

_ 

- 

14.0 

14.0 

15.0 

16.0 

17.0  17.0 

17.0 

17.0 

17.0 

17.0 

17.0 

17.0 

— 

Advisors 

2.0 

2.0 

2.0 

2.0 

2.0  2.0 

3.0 

3.0 

3.0 

3.0 

3.0 

3.0 

Support 

0.0 

0.0 

0.0 

0.0 

0.0  0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

Subtotal 

- 

- 

2.0 

2.0 

2.0 

2.0 

2.0  2.0 

3.0 

3.0 

3.0 

3.0 

3.0 

3.0 

Marketing^ 

3.0 

3.0 

3.0 

3.0 

3.0 

3.0 

3.0 

3.0 

3.0 

3.0 

3.0 

3.0 

' 

Events 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

Subtotal 

- 

- 

3.0 

3.0 

3.0 

3.0 

3.0 

3.0 

3.0 

3.0 

3.0 

3.0 

3.0 

3.0 

Total  Sales 

- 

- 

19.0 

19.0 

20.0 

21.0 

22.0 

22.0 

23.0 

23.0 

23.0 

23.0 

23.0 

23.0 

OPERATIONS 

Exec  Mqmt  Operations 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 



-■!— 

Subscriptions 

FideraH? 

1.0 

15.0 

15.0 

15.0 

15.0 

15.0 

16.0 

16.0 

16.0 

16.0 

16.0 

16.0 

16.0 

| 

-S&L-ff  CWx. 

■5.0 

5.0 

5.0 

5.0 

5.0 

5.0 

5.0 

5.0 

5.0 

5.0 

5.0 

5.0 

Mkt  Analysis  & Exec  Pgrm 

6.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

Subtotal 

. 

1.0 

20.0 

20.0 

20.0 

20.0 

20  0 

21.0 

21.0 

21.0 

21.0 

21.0 

21.0 

21.0 

Research  & Development 

Software  Development 

3.0 

3.0 

3.0 

3.0 

3.0 

3.0 

3.0 

3.0 

3.0 

3.0 

3.0 

3.0 

Subtotal 

_ 

- 

3.0 

3.0 

3.0 

3.0 

3.0 

3.0 

3.0 

3.0 

3.0 

3.0 

3.0 

3.0 

Consulting 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

Total  Operations 

- 

1.0 

23.0 

23.0 

23.0 

23.0 

23.0 

24.0 

24,0 

24.0 

24.0 

24.0 

24.0 

24.0 



CORPORATE/CENTRAL 

Exec  Mgmt  Corp 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

Finance,  HR,  & Admin 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

IT/Internal  Development 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.6 

! 

- 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

1 

TOTAL 

, 

1.0 

44.0 

44.0 

45.0 

46.0 

47.0 

48.0 

49.0 

49.0 

49.0 

49.0 

49.0 

49.0 

1 

— 

1 
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INPUT 

Bal  Sheet  - Plan 


Date  Printed:  10/15/07 


Balance  Sheet 

2008 

2008 

2008 

2008 

2008 

2008 

2008 

2008 

2008 

2008 

2008 

2008 

2009 

2010 

I] 

Jan 

Feb 

Mar 

_ APr 1 

May 

Jun 

Jul 

Aug 

Sep 

L 

Nov 

Dec 

Dec 

Dec 

Assets 

— 

Current  Assets 

r 

Cash  and  Cash  Equivalents 

$ 3,893,628 

$ 4,770,615 

$ 5,079,260 

$ 5,465,387 

$ 5,753,585 

$ 5,772,024 

$ 5,721,383 

$ 5,664,829 

$ 5,661,609 

$ 5,792,328 

$ 6,150,726 

$ 6,468,065 

$10,340,523 

$17,366,145 

Accounts  Receivable,  net 

4,234,273 

3,706,735 

4,005,897 

3,417,265 

3,125,439 

3,249,572 

3,053,766 

3,360,482 

3,574,462 

3,900,002 

3,968,704 

6,043,802 

7,300,069 

8,982,801 

Deferred  Commission  Expense 

964,445 

970,828 

982,592 

969,020 

947,408 

937,299 

942,813 

951,496 

948,077 

945,161 

957,207 

1,108,311 

1,362,570 

1,568,981 

Other  Current  Assets 

251,864 

251,864 

251,864 

251,864 

251,864 

251,864 

251,864 

251,864 

251,864 

251,864 

251,864 

251,864 

251,864 

251,864 

Total  Current  Assets 

9,344,211 

9,700,042 

10,319,613 

10,103,536 

10,078,296 

10,210,758 

9,969,826 

10,228,672 

10,436,012 

10,889,356 

11,328,500 

13,872,043 

19,255,026 

28,169,791 

Fixed  Assets 

Fixed  Assets 

3,012,336 

3,122,536 

3,246,736 

3,403,936 

3,486,136 

3,540,336 

3,592,536 

3,619,736 

3,693,936 

3,716,136 

3,738,336 

3,782,536 

4,635,936 

5,489,336 

Less  Depreciation  & Amort. 

(2,245,260) 

(2,285,815) 

(2,326,371) 

(2,366,926) 

(2,407,482) 

(2,448,037) 

(2,488,593) 

(2,529,148) 

(2,569,704) 

(2,610,260) 

(2,650,815) 

(2,691,371) 

(3,192,637) 

(3,708,942) 

Net  Fixed  Assets 

767,076 

836,721 

920,365 

1,037,010 

1,078,654 

1,092,299 

1,103,943 

1,090,588 

1,124,232 

1,105,876 

1,087,521 

1,091,165 

1,443,299 

1,780,394 

Other  Assets 

Other 

94,554 

29,554 

29,554 

29,554 

29,554 

29,554 

29,554 

29,554 

29,554 

29,554 

29,554 

29,554 

29,554 

29,554 

Total  Assets 

$10,205,841 

$10,566,317 

$11,269,533 

$11,170,100 

$11,186,504 

$11,332,611 

$11,103,323 

$11,348,813 

$11,589,798 

$12,024,786 

$12,445,575 

$14,992,762 

$20,727,878 

$29,979,739 

Liabilities 

Current  Liabilities 

Accounts  Payable 

366,833 

304,684 

324,302 

337,071 

355,301 

348,231 

337,642 

348,642 

353,764 

330,850 

437,755 

335,903 

379,455 

456,457 

Accrued  Guaranteed  Bonus 

33,958 

67,917 

101,875 

33,958 

67,917 

101,875 

33,958 

67,917 

101,875 

36,125 

72,250 

108,375 

121,375 

134,375 

Accrued  General  Bonus 

337,973 

135,259 

203,147 

271,035 

338,923 

406,811 

474,699 

542,587 

610,475 

678,363 

746,251 

814,139 

945,150 

1,054,902 

Accrued  Commissions 

107,031 

127,810 

129,640 

112,044 

108,463 

115,944 

122,207 

122,207 

124,047 

125,967 

136,883 

210,015 

247,231 

285,863 

Accrued  Miscellaneous 

197,206 

214,913 

232,619 

216,325 

200,031 

176,238 

152,444 

162,650 

166,106 

177,063 

170,769 

188,475 

197,899 

349,681 

207,794 

Other  Accrued  Liabilities 

276,681 

288,681 

300,681 

312,681 

324,681 

336,681 

348,681 

360,681 

372,681 

364,681 

343,347 

322,681 

376,681 

Accrued  Interest 

500 

500 

500 

500 

500 

500 

500 

500 

500 

500 

500 

500 

500 

500 

Capital  lease,  Current 
Deferred  Revenue  (Net  of  Unbilled 
Total  Current  Liabilities 

25,000 

23,860 

22,720 

21,580 

20,440 

19,300 

18,160 

17,020 

15,880 

14,740 

13,600 

12,460 

- 

12,601,537 

13,098,844 

13,581,220 

13,480,422 

13,314,781 

13,275,767 

12,952,536 

12,999,261 

12,985,136 

13,324,870 

13,248,344 

15,537,655 

19,712,970 

25,212,463 

13,946,719 

14,262,467 

14,896,703 

14,785,616 

14,731,037 

14,781,345 

14,440,827 

14,621,464 

14,730,463 

15,053,158 

15,169,699 

17,530,202 

21,954,261 

27,729,034 



Non-Current  Liabilities 

Deferred  Rent 

107,753 

215,506 

323,259 

431,012 

538,765 

646,518 

754,271 

756,682 

759,092 

761,503 

763,913 

766,324 

774,181 

730,631 

Other  Long  Term  Liabilities 

. 

- 

- 

- 

- 

- 

- 

- 

- 

- 

- 

- 

- 

Total  Liabilities 

107,753 

215,506 

323,259 

431,012 

538,765 

646,518 

754,271 

756,682 

759,092 

761,503 

763,913 

766,324 

774,181 

730,631 

Shareholders'  Equity 

Common  Stock  & APIC 

101,063 

104,396 

107,730 

1 1 1 ,063 

114,396 

117,730 

121,063 

124,396 

127,730 

131,063 

134,396 

137,730 

178,930 

221,366 

T reasury  Stock 

(209,388) 

(209,388) 

(209,388) 

(209,388) 

(209,388) 

(209,388) 

(209,388) 

(209,388) 

(209,388) 

(209,388) 

(209,388) 

(209,388) 

(209,388) 

(209,388) 

Currency  Gain  (loss) 

(262) 

(262) 

(262) 

(262) 

(262) 

(262) 

(262) 

(262) 

(262) 

(262) 

(262) 

(262) 

(262) 

(262) 

Notes/Principal  Stkhldrs 
Loan  Collateral/Principal  Stkhldrs 

(142,253) 

(1,514,266) 

(142,253) 

(1,514,266) 

(142,253) 

(1,514,266) 

(142,253) 

(1,514,266) 

(142,253) 

(1,514,266) 

(142,253) 

(1,514,266) 

(142,253) 

(1,514,266) 

(142,253) 

(1,514,266) 

(142,253) 

(1,514,266) 

(142,253) 

(1,514,266) 

(142,253) 

(1,514,266) 

(142,253) 

(1,514,266) 

(142,253) 

(1,514,266) 

(142,253) 

(1,514,266) 

Retained  Earnings  - Accumulated 

(1,861,072) 

(1,861,072) 

(1,861,072) 

(1,861,072) 

(1,861,072) 

(1,861,072) 

(1,861,072) 

(1,861,072) 

(1,861,072) 

(1,861,072) 

(1,861,072) 

(1,861,072) 

(1,575,325) 

(313,325) 

Retained  Earnings  - Current  Year 
Total  Shareholders'  Equity 

(222,453) 

(288,812) 

(330,918) 

(430,351) 

(470,453) 

(485,741) 

(485,597) 

(426,488) 

(300,247) 

(193,696) 

104,807 

285,747 

1,262,000 

3,478,201 

(3,848,631) 

(3,911,656) 

(3,950,429) 

(4,046,528) 

(4,083,298) 

(4,095,252) 

(4,091,775) 

(4,029,333) 

(3,899,758) 

(3,789,874) 

(3,488,037) 

(3,303,764) 

(2,000,564) 

1,520,073 

$10,205,841 

$10,566,317 

$11,269,533 

$11,170,100 

$11,186,504 

$11,332,611 

$11,103,323 

$11,348,813 

$11,589,798 

$12,024,786 

$12,445,575 

$14,992,762 

$20,727,878 

$29,979,739 
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INPUT 

Cash  Flow  - Plan 


Date  Printed:  10/15/07 


Statement  of  Cash  Flow 

| 

2008 

2008 

2008  2008 

2008 

2008 

2008 

2008  2008  2008 

2008 

2008 

1 Jan 

Feb 

Mar 

Apr 

May 

Jun 

Jul 

Aug  | 

Sep  | 

UCt  t 

Nov  l 

Dec 

1 1 u 

-I 

— 

— 

— 

— 

. H 

T 

$ (222,453) 

$ " (66,359) 

$ (42,106) 

$ (99,433) 

$ (40,103) 

$ (15,288) 

$ 144 

$ 59,109 

$ 126,242 

$ 106,550 

$ 298,503 

$ 180,940 

Adj 

's  to  reconcile  net  inc  to  cash 



! 

- 

Depreciation  & Amortization 

40,556 

40,556 

40,556 

40,556 

40,556 

40,556 

40,556 

40,556 

40,556 

40,556 

40,556 

40,556 

Loss  (Gain)  on  Disp  of  Fixed  Assets 

_ 

_ 

- 

- 

- 

* 

Z_ 

— 

' 

3,333 

3,333 

3,333 

3,333 

3,333 

3,333 

3,333 

3,333 

3,333 

3,333 

3,333 

3,333 

— 

(Inc  )/Dec.  in  Accts  Receivable,  Net 

636,290 

527,538 

(299,162) 

588,632 

291,826 

(124,133) 

195,806 

(306,716) 

(213,980) 

(325,540) 

(68,702) 

(12,045) 

(2,075,098) 

(151,105) 

(Inc  )/Dec  in  Defd  Commissions 

15,177 

(6,383) 

(1 1 ,764) 

13,572 

21,612 

10,109 

(5,514) 

(8,683) 

3,419 

2,916 

65,000 

_ 

- 

- 

- 

- 

V 

- 

" 

~ 

Inc  /(Dec ) in  Accounts  Payable 

197,790 

(62,149) 

19,618 

12,769 

18,230 

(7,070) 

(10,589) 

1 1 ,000 

5,122 

(22,914) 

106,905 

(101 ,852) 

— 

_ 

_ 

- 

- 

- 

- 

- 

- 

1_ 

(26,851) 

(147,976) 

103,676 

(17,624) 

98,265 

109,327 

6,235 

101,846 

103,686 

4,058 

114,929 

177,145 

(68,170) 

29,706 

29,706 

(4,294) 

(4,294) 

(11,794) 

(11.794) 

22,206 

15,456 

2,956 

(27,627) 

(2,960) 

(334) 

. 

_ 

- 

- 

- 

- 

- 

- 

- 





Inc  (Dec ) in  Deferred  Revenue 

15,660 

497,307 

482,376 

(100,798) 

(165,641) 

(39,014) 

(323,230) 

46,725 

(14,125) 

339,734 

(/6,525) 

2,289,31 1 

lnc./(Dec.)  in  Deferred  Rent 

107,753 

107,753 

107,753 

107,753 

107,753 

107,753 

1 07,753 

2,411 

2,411 

2,411 

2,41 1 

Net  Cash  Flow  from  Operating  Activities 

698,750 

988,327 

433,985 

544,467 

371,538 

73,779 

2,699 

(28,214) 

72,119 

154,060 

381,737 

362,680 

— 

| | [ 

■ 

— 

— 

— 

(383,201) 

(110,200) 

(124,200)  (157,200) 

(82,200) 

(54,200) 

(52,200) 

(27,200) 

(74,200) 

(22,200) 

(22,200) 

(44,200) 

— 

lnc./(Dec.)  in  Capital  Leases 

(3,903) 

(1,140) 

(1,140) 

(1,140) 

(1,140) 

(1,140) 

(1,140) 

(1,140) 

(1,140) 

(1,140) 

u, 

— 

Net  Cash  Flow  from  Investing  Activities 

(387  104) 

(111,340) 

(125,340) 

(158,340) 

(83,340) 

(55,340) 

(53,340) 

(28,340) 

(75,340) 

(23,340) 

(Z3,34U) 

— 





Common  Stock 

(0) 

(0) 

(0) 

(0) 

(0) 

(0) 

(0) 

(0) 

(0) 

(0) 

0 

Net  Cash  Flow  from  Financing  Activities  (0) 

(0) 

(0) 

(0) 

JO) 

(0) 

(0) 

(0) 

(0) 

(0) 

0 

0 

Incres 

311,646 

876,987 

308,645 

386,127 

288,198 

18,439 

(50,641) 

(56,554) 

(3,221) 

130,720 

358,397 

317,340 

— 

— 

1 



Cash 

- Beginning  of  the  Period 

3,581,982 

3,893,628 

4,770,615 

5,079,260 

5,465,387 

5,753,585 

5,772,024 

5,721,383 

5,664,829 

5,661 ,609 

5,792,328 

6,150,726 

! 

- End  of  the  Period 

$ 3,893,628 

$ 4,770,615 

$ 5,079,260 

$ 5,465,387 

$ 5,753,585 

$ 5,772,024 

$ 5,721,383 

$ 5,664,829 

$ 5,661,609 

$ 5,792,328 

$ 6,150,726 

$ 6,468,065 

3,893,628 

4,770,615 

5,079,260 

5,465,387 

5,753,585 

5,772,024 

5,721,383 

5,664,829 

5,661,609 

5,792,328 

6,150,726 

6,468,065 

Discrepancy 

U — 

{ ' 

L. 



z_ 

1. 

- 

~ 

1 “ 

-- 

' 

i 

1 1 

NOTE:  Cash  does  not  include 

amts  classifiec 

as  equity 

— 
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Confidential  - INPUT 


Statement  of  Cash  Flow 


Operating  Activities 
Net  Income 


2008 


2009 


2010 


Annual  | Annual 


Annual 


Adj's  to  reconcile  net  inc  to  cash 
Depreciation  & Amortization 
Loss  (Gain)  on  Disp  of  Fixed  Assets 
Stock-Based  Comp  Expense 


(lnc.)/Dec.  in  Accts  Receivable,  Net 
(lnc.)/Dec.  in  Defd  Commissions 
(lnc.)/Dec.  in  Other  Assets 
lnc./(Dec.)  in  Accounts  Payable 


285,747  $ 1,262,000  $ 3,478,201 


Jnc7(Dec.)  in  Accrued  Bonuses 
& Commissions 

lnc./(Dec.)  in  Other  Accrued  Liab's 
lnc./(Dec.)  in  Accrued  Interest 
Inc.  (Dec.)  in  Deferred  Revenue 
lnc./(Dec.)  in  Deferred  Rent 

Net  Cash  Flow  from  Operating  Activities 


Investing  Activities 

Fixed  Assets 

lnc./(Dec.)  in  Capital  Leases 

Net  Cash  Flow  from  Investing  Activities 


Financing  Activities 

Common  Stock 

Net  Cash  Flow  from  Financing  Activities 


Increase  (Decrease)  in  Cash 
and  Cash  Equivalents 


Cash  - Beginning  of  the  Period 


Cash  - End  of  the  Period 
Amount  per  Balance  Sheet 
Discrepancy 


486,667  j 
40,000 


(1,173,239)1 
(128,689) 
65,000 


501,267 

41,200 

(1,256,267) 

(254,259) 


166,860 


43,552 


516,305 

42,436 
(1 ,682,732) 
(206,411) 

77,002 


626,716  ] 
(307901) 
034) ; 
2,951,778 
766,324 


181,228 

36,424 

4,175,315 

7,858 


161,384 

36,895 


5,499,493 

(43,550) 


4,055,927 


4,738,317 


7,879,022 


(1,153,401) 

(16,443) 


(853,400) 

(12,460) 


(853,400) 


(1,169,844) 

... 

(0) 


(865,860)  (853,400) 


(0). 


2,886,083 

375817 


3,872,457 


7,025,622 


6,468,065 


10,340,523 


$ 6,468,065  $ 10,340,523  $ 17,366,145 

6,468,065  10,340,523  17,366,145 


NOTE:  Cash  does  not  include  amts  classified  as  equity 
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1 


INPUT  - STATEMENT  OF  INCOME 
Multiyr  Model  Existing+New 


Printed  9/10/2007 


($000's) 


Orders 


Renewal  Base 


Subscriptions  - Renewal 


Subscriptions  - New 


Consulting 


Events 


Other 


Total  Orders 


% Growth 


Orders  from  New  Products 


Revenue 


Subscriptions 


Consulting 


Events 


Other 


Total  Net  Revenue 


% Growth 


Revenue  from  New  Products 


Cost  of  Services 


Total  Cost  of  Services 


% of  Revenue 


Gross  Income  / (Loss) 


Gross  Profit  % 


Total  Sales  & Marketing 


% of  Revenue 


Total  Research  & Development 


%_of  Revenue 


Total  General  & Administrative 


% of  Revenue 


Total  Expenses 


EBITDA 


% of  Revenue 


EBITDA  from  new  products 


Depreciation  & Amortization 


Operating  Income  / (Loss) 


Other  Revenues  / (Expenses) 


Income  / (Loss)  Before  Jaxes 


Provision  for  Income  Taxes 


Net  Income  / (Loss) 


% of  Revenue 


2006  Actual  (A 


NOTES: 


19,277 


12,336 


7,813 


814 


1,034 


48 


22,045 


20,035 


826 


977 


54 


21,892 


8,805 


40% 


13,087 


60% 


7,567 


35% 


2,012 


9% 


2,406 


11% 


20,790 


1,102 


5% 


580 


522 


91 


613 


(140) 


753 


3% 


2007  Aug  Plan 
(A),  (B) 


19,884 


14,052 


8,500 


800 


820 


24,173 


20,488 


802 


836 


75 


22,201 


10,431 


47% 


11,770 


53% 


7,398 


33% 


1,788 


8% 


2,506 


11% 


22,122 


78 


0% 


467 


(389) 


234 


(155) 


J155) 


2008  Plan 


22,552 


16,105 


11,126 

1,740 


891 

350 


30,213 


25% 


2,335 


24,348 


1,670 


893 


450 


27,361 


23% 


1,058 


11,314 


41% 


16,047 


59% 


8,211 


30% 


1,816 

7% 


5,175 


19% 


26,516 


845 


3% 


(1,495) 


420 


425 


240 


665 


665 


-1% 


2009  Plan 


27,231 


19,526 


14,169 


1,920 


1,070 


500 


37,184 


23% 


5,573 


29,833 


1,920 


1,071 


600 


33,424 


22% 


3,629 


14,954 


45% 


18,470 


55% 


9,820 


29% 


1,677 


5% 


5,383 


16% 


31,834 


1,590 


5% 


(1,150) 


433 


1,158 


240 


1,398 


559 


839 


2% 


3% 


2010  Plan 


33,695 


24,553 


18,433 


1,920 


1,284 


600 


46,789 

26% 


10,711 


37,541 


1,920 


1,286 

700 


41,447 


24% 

7,726 


17,497 


42% 


23,950 


58% 


1 1 ,287 


27% 


1,941 


5% 


5,519 


13% 


36,244 


5,203 

13% 


664 


446 


4,757 


240 


4,997 


1,999 


2,998 


7% 


, — . - TJT  V rIMIIi  'uuo  av_jj uo II 1 1C 

[i)  2006  includes  General  Bonuses,  2007  and  bevond  do  noT 
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INPUT  2005 
Plan  Meeting 

November  10-11,  2009 

Hyatt 

Reston,  Virgini a 


Confidential  & Proprietary 
For  Internal  Use  Only 

ffrTPZ  (jU/u.  M / 


Peter  Cunningham 


From: 

Sent: 

To: 


Subject: 


Jed  Laird  Oed@lairdsquared.com] 

Tuesday,  September  16,  2008  12:14  PM 

Peter  Cunningham;  Maryann  Hirsch;  Pat  Cunningham;  RachelCunningham;  Timothy  Dowd 

Tom  Hewitt 

Re:  2009  Schedule 


Peter, 


Thanks  very  much  for  your  rapid  feedback. . .I'll  await  your  interaction  with  Tim  and  the  other 
Board  members  to  move  these  important  Board  scheduling/agenda  items  forward  to  a new 
"conclusion" . 

All  the  best. 


Joseph  E.  Laird,  Jr. 

Chairman  & CEO 

Laird  Squared,  LLC 

304  Park  Avenue  South,  11th  Floor 

New  York,  NY  10010 

(212)  590-2335 

(877)  768-4590 

www.laird2.com 

Original  Message 

From:  Peter  Cunningham  <pac@input.com> 

Date:  Tue,  16  Sep  2008  11:33:16 

To:  Jed  Laird  ( jed@laird2.com)<Jed(S)lairdsquared. com>;  Maryann 
Hirsch<Maryann.hirsch@knowledgecg.com>;  Pat  Cunningham<patc@input.com>; 
RachelCunningham<rjcrachel@yahoo.com>;  Timothy  Dowd<tdowd@input.com>;  Tom 
Hewitt<Tom@tomhewitt . com> 

Subject:  RE:  2009  Schedule 


Jed. 

I gather  you  approve  of  switching  our  off-  site  to  the  spring. 

Here  are  my  initial  comments. 

December  vs.  January  Meeting. 

The  final  budget  release  will  be  in  December  with  the  only  undecided  variables  being  the 
exact  renewal  number  for  the  following  year  and  the  exact  amount  of  bonuses  dependent  on 
final  performance. 

The  budget  must  include  final  compensation  plans  for  the  following  year  including  objectives 
and  bonuses.  I got  sick  and  tired  of  finalizing  such  plans  over  the  holidays  and  will  NOT 
return  to  that. 

Tim's  review  is  December  15. 

The  only  item  to  address  in  January  is  bonuses  for  previous  year  and  it  takes  more  time  than 
usual  to  get  the  end  of  year  results.  Gates  would  have  a view  as  to  when  that  is  possible. 
Please  ask  him  Tim. 

Whether  or  not  we  have  an  in-person  meeting  in  December  or  January  is  a question. 

Regularly  we  will  have  the  monthly  financial  report  as  now  plus  the  dashboard  report.  Tim  and 
I have  discussed  an  approach  that  may  work  to  alleviate  issues  here. 


Jed 


l 


Other  than  these  items,  I will  look  at.  It  looks  like  we  can  reduce  the  number  of  in-person 
meetings  to  4 including  the  off-site. 

Peter 

Original  Message 

From:  led  Laird  [mailto: jed@lairdsquared.com] 

Sent:  Tuesday,  September  16,  2008  9:27  AM 

To:  Peter  Cunningham;  Maryann  Hirsch;  Pat  Cunningham;  RachelCunningham;  Timothy  Dowd;  Tom 
Hewitt 

Subject:  Re:  2009  Schedule 
To  All, 

I believe  December  is  even  more  important  than  November  for  INPUT  to  be  focused  on  year  end 
"orders"  and  the  Board  should  stay  on  the  sidelines  for  the  whole  month  (except  for  the 
renowned  Christmas  Party)  and  cheer  the  team  on. 

I just  finished  a Compensation  Committee  meeting  yesterday  where  the  bonus  pool  expanded  by 
$1  million  in  the  last  three  weeks  of  our  fiscal  year  end  August  because  contract  value 
growth  was  way  above  beginning  of  month  expectations .. .the  same  can  happen  at  INPUT  in 
December.  I don't  believe  we  should  be  doing  performance  reviews  and  year  end  performance 
analysis  until  the  year  is  completely  over,  that  is  to  say,  in  January. 

So  my  preferred  annual  Board  "rhythm"  would  be  a January  meeting  that  has  a full  review  of 
the  year  past,  executive  team  performance  review  and  a "final"  look  at  the  year  ahead/budget. 

February  can  begin  the  "monthly"  letter  from  Tim  (I've  changed  my  mind  about  the  need  for  a 
telephonic  Board  meeting/ review) , March,  a Board  call  (1  hour--15  minutes  reviewing  YTD  and 
45  minutes,  a "special"  forward  looking  topic  developed  by  Peter  and  Tim;  April,  an  in  person 
meeting  with  a detailed  Q1  review  and  more  importantly,  the  annual  Strategic  Planning  day  (or 
two) . 

May  can  be  a President's  letter  month  and  June  could  be  another  telephonic  meeting,  again  15 
minutes  on  QTD/YTD  and  45  minutes  on  a "special"  topic  developed  by  Peter  and  Tim.  July 
could  be  another  in  person  meeting  with  a detailed  review  of  HI  and  a hard  look  at  H2  with  an 
additional  agenda  item  related  to  a "special"  topic  to  be  developed  by  Peter  and  Tim. 

August  could  be  a President's  letter  month  and  September,  a telephonic  meeting  with  the  same 
agenda  as  the  other  months  (15  minutes  review  of  the  highlights  QTD/YTD  and  45  minutes 
"special"  topic). 

I would  recommend  a late  October  in  person  meeting  with  the  prime  focus  being  a first  look 
(and  discussion)  at  the  proposed  budget  for  the  following  year  and  then  a follow-up  call  in 
early  December  to  approve  the  final  budget,  subject  still  to  subsequent  adjustments  made 
because  of  any  significant  orders  variances  (in  either  direction)  in  the  last  2-3  weeks  of 
December  (more  than  15%  of  our  annual  orders  occur  in  those  2-3  weeks) ... .then  the  cycle 
begins  anew. 

Hope  that  we  can  agree  to  this  Board  rhythm... 

All  the  best, 

Jed 

Joseph  E.  Laird,  Jr. 

Chairman  & CEO 
Laird  Squared,  LLC 
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304  Park  Avenue  South,  11th  Floor 

New  York,  NY  10010 

(212)  590-2335 

(877)  768-4590 

www.laird2.com 

Original  Message 

From:  Peter  Cunningham  <pac@input.com> 

Date:  Mon,  15  Sep  2008  23:56:57 

To:  Jed  Laird  (jed@laird2.com)<Jed@lairdsquared.com>;  Maryann 
HirschcMaryann . hirsch@knowledgecg. com>;  Pat  Cunningham<patc@input . com>; 
RachelCunningham<rjcrachel@yahoo.com>;  Timothy  Dowd<tdowd@input.com>;  Tom 
Hewitt<Tom@tomhewitt . com> 

Subject:  2009  Schedule 


The  2009  schedule  issued  in  July  had  several  problems  that  I have  corrected  in  the  attached 
document. 

This  is  only  for  Board  activities  and  does  not  cover  the  Executive  schedule  that  Tim  will 
develop  separately.  I will  have  a copy  and  will  be  happy  to  circulate  if  any  of  you  want  it. 
This  schedule  has  3 consecutive  monthly  Board  Meetings  in  October  (2010  Plan),  November  (our 
off-site  and  2010  Plan/Budget)  and  December  (2010  Budget,  Executive  Compensation,  CEO  Review, 
etc.).  My  suggestion  is  that  we  make  the  November  meeting  a Board  Review  and  have  our  off- 
site in  late  April  or  early  May  for  the  Strategic  Plan  Issues  Meeting.  That  is  when  we  can 
continue  our  strategic  issues  discussion  and  give  Tim  guidance  for  the  development  of  the 
Strategic  Plan  update  and  the  development  of  the  2010  Annual  Plan. 

November  is  a key  month  and  perhaps  better  spent  in  achieving  results.  We  will  have  the 
Strategic  Plan  presented  in  July  and  that  perforce  will  have  the  first  cut  at  2010.  Then  the 
Plan  in  October  and  release  of  the  Budget  in  December. 

April/May  are  lovely  in  Cayman  and  probably  Jupiter! 

Peter 


Peter  Cunningham 

Chairman 

INPUT 

11720  Plaza  America  Drive,  Suite  1200,  Reston,  Virginia  20190 

Direct:  703-707-3530;  Fax  703-707-6201 

pac@input.com 

http : //www . input . com 
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Register  | Log  in  | Customize 

time  and  date.com  Search:  Go 

Current  location:  Home  page  > Date  menu  > Calendar 

Other  locations:  Time  zone  menu  | World  Clock  | Countdown 

Time  Zone  Ozone  Laver  Time  Zones  Countdown 
World  Map  World  Clock  Custom  Calendars  Distance  Calculator 

SNRF^LINKRDS 


Create  calendar:  Year.  2009 


Country:  United  States 


Show 


Calendar  for  year  2009  (United  States) 

<2008 | 2010> 


January 


Su 

Mo 

Tu 

We 

Th 

Fr 

Sa 

1 

2 

3 

4 

5 

6 

7 

8 

9 

10 

11 

12 

13 

14 

15 

16 

17 

18 

19 

20 

21 

22 

23 

24 

25 

26 

27 

28 

29 

30 

31 

4©  10:0  17:0  26:# 

y 

\pril 

Su 

Mo 

Tu 

We 

Th 

Fr 

Sa 

1 

2 

3 

4 

5 

6 

7 

8 

9 

10 

11 

12 

13 

14 

15 

16 

17 

18 

19 

20 

21 

22 

23 

24 

25 

26 

27 

28 

29 

30 
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July 


Su 

Mo 

Tu 

We 

Th 

Fr 

Sa 

1 

2 

3 

4 

5 

6 

7 

8 

9 

10 

11 

12 

13 

14 

15 

16 

17 

18 

19 

20 

21 

22 

23 

24 

25 

26 

27 

28 

29 

30 

31 

7:0 

' 15: 

O 21  :• 

28:© 

October 


Su 

Mo 

Tu 

We 

Th 

Fr 

Sa 

1 

2 

3 

4 

5 

6 

7 

8 

9 

10 

11 

12 

13 

14 

15 

16 

17 

18 

19 

20 

21 

22 

23 

24 

25 

26 

27 

28 

29 

30 

31 
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February 


Su 

Mo 

Tu 

We 

Th 

Fr 

Sa 

1 

2 

3 

4 

5 

6 

7 

8 

9 

10 

11 

12 

13 

14 

15 

16 

17 

18 

19 

20 

21 

22 

23 

24 

25 

26 

27 

28 

2©  9:0  16:0  24# 

May 

Su 

Mo 

Tu 

We 

Th 

Fr 

Sa 

1 

2 

3 

4 

5 

6 

7 

8 

9 

10 

11 

12 

13 

14 

15 

16 

17 

18 

19 

20 

21 

22 

23 

24 

25 

26 

27 

28 

29 

30 

31 
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August 


Su 

Mo 

Tu 

We 

Th 

Fr 

Sa 

1 

2 

3 

4 

5 

6 

7 

8 

9 
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11 

12 

13 

14 

15 

16 

17 

18 

19 

20 

21 

22 

23 

30 

24 

31 

25 

26 

27 

28 

29 
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November 

Su  Mo  Tu  We  Th  Fr  Sa 

1 2 3 4 5 6 7 

8 9 10  11  12  13  14 

15  16  17  18  19  20  21 

22  23  24  25  26  27  28 

29  30 
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March 


Su 

Mo 

Tu 

We 

Th 

Fr 

Sa 

1 

2 

3 

4 

5 

6 

7 

8 

9 

10 

11 

12 

13 

14 

15 

16 

17 

18 

19 

20 

21 

22 

23 

24 

25 

26 

27 

28 

29 

30 

31 
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June 

Su 

Mo 

Tu 

We 

Th 

Fr 

Sa 

1 

2 

3 

4 

5 

6 

7 

8 

9 

10 

11 

12 

13 

14 

15 

16 

17 

18 

19 

20 

21 

22 

23 

24 

25 

26 

27 

28 

29 

30 
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September 

Su 

Mo 

Tu 

We 

Th 

Fr 

Sa 

1 

2 

3 

4 

5 

6 

7 

8 

9 

10 

11 

12 

13 

14 

15 

16 

17 

18 

19 

20 

21 

22 

23 

24 

25 

26 

27 

28 

29 

30 
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December 

Su 

Mo 

Tu 

We 

Th 

Fr 

Sa 

1 

2 

3 

4 

5 

6 

7 

8 

9 

10 

11 

12 

13 

14 

15 

16 
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19 

20 

21 

22 

23 

24 

25 

26 

27 

28 

29 

30 

31 
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Holidays  and  Observances: 

Jan  1 New  Year's  Day 

May  25  Memorial  Day 

Oct  31  Halloween 

Jan  19  Martin  Luther  King  Day 

Jul  3 'Independence  Day'  observed 

Nov  1 1 Veterans  Day 

Feb  14  Valentine's  Day 

Jul  4 Independence  Day 

Nov  26  Thanksgiving  Day 

Feb  16  Presidents'  Day 

Sep  7 Labor  Day 

Dec  25  Christmas  Day 

Apr  12  Easter  Sunday 

Oct  12  Columbus  Day 

More  holidays  are  available  - customize  "Display  holidays'1  or  enable  all  hojidays 

Basic  Customization 

Calendar  year 

2009 

Display  holidays? 

Holidays  and  some  observances  (default) 

Holiday  columns? 

Automatic 

Display  moon  phases?  Yes 
Display  week  numbers?  No 

Show  calendar 


Notes 

• Printer-friendly  format  - look  at  the  Printing  Help  page  to  get  better  print  results 

• The  year  2009  is  a normal  year,  with  365  days  in  total  (Gregorian  calendar) 

• Phases  of  the  moon  are  calculated  using  local  time  in  New  York 

• Federal  Holidays  are  marked  in  red  color 

• Local  holidays  are  not  listed. 

Tools 

• List  of  years  that  use  the  same  calendar  as  2009 


Advanced  Customization 

• Customize  this  calendar  - change  appearance,  period  and  more 

• Change  your  settings  for  timeanddate.com  - customize  country  and  time  zone 


Other  calendars 

• Perpetual  yearly  calendar  - make  yearly  calendar  for  any  year 

• Perpetual  monthly  calendar  - shows  only  one  month  at  a time 

• Custom  calendar  - make  customized  calendars 

Related  links 

• Moon  Phase  Calculator 

• Find  duration  between  two  dates 

• Add  a number  of  days  to  a given  date 

• Find  when  you  are  20000  days  old  - and  other  useless  facts 

• Countdown  to  New  Year 


‘rotU 


Finally... 

friendly  forex  trading! 


Feedback  Short  URL  Bookmark  & share 
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Copyright  © Time  and  Date  AS  1995-2008.  All  rights  reserved.  About  us  | Advertising  | Disclaimer  | Privacy 
Home  page  | Linking  | Site  Map  | Site  Search  | Date  Menu  | The  World  Clock  | Calendar  | Countdown 
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11720  Plaza  America  Drive,  Suite  1200 
Reston,  Virginia  20190 
Tel:  (703)  707-3500 
Fax:  (703)  707-6201 
www.input.com 


NOTICE  OF  BOARD  OF  DIRECTORS  MEETING 
INPUT  INC.  (Delaware) 


January  2nd,  2009 

Peter  A.  Cunningham,  Director/Chair 

Timothy  P.  Dowd,  Director,  President  and  CEO 

Thomas  Hewitt,  Director 

Maryann  Hirsch,  Director 

Jed  Laird,  Director 

Rachel  Parrinello,  Director 


A meeting  of  the  Board  of  Directors  of  INPUT  INC.,  A Delaware  Corporation,  will  be  held 
Thursday,  January  22nd,  2009  at  9:00  a.m.  at  the  offices  of  INPUT,  at  1 1 720  Plaza  America 
Drive,  Suite  1200,  Reston,  Virginia  20190. 

Please  find  attached  an  Agenda  (on  page  2 of  this  Notice),  and  separately  the  Minutes  of  the 
previous  meeting  for  the  Nevada  Corporation,  held  on  November  1 0th,  2008  for  approval. 

The  Financial  and  Performance  Reports  for  the  period  ending  December  3 1st,  2008  will  follow. 
Additional  relevant  reports  will  also  be  distributed  prior  to  the  meeting. 

Please  inform  me  if  there  are  any  other  items  you  wish  added  to  the  Agenda. 

Yours  sincerely, 


Patricia  Cunningham 
Corporate  Secretary 

Cc:  Kevin  Gates,  Tom  Knox,  Tom  FitzGerald 
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BOARD  OF  DIRECTORS  MEETING 
January  22nd,  2009 
AGENDA 

• 9:00  - 9:05  Minutes  of  previous  Meeting  held  November  10th,  2008  (Nevada) 

• 9:05  - 9:20  2008  Financial  Review  (Dowd/Gates) 

• 9:20  - 9:30  2008  Bonus  Approvals  (Peter  Cunningham) 

• 9:30  - 9:45  Stock  issues:  (Pat  Cunningham) 

• Stock  Price. 

• Stock  Option  Awards  and  Repurchases. 

• 9:45  - 9:50  Compensation  Committee  appointments  and  terms  of  operation 

• 9:50  - 10:00  - 2009  Compensation  Plans  Approval  (Peter  Cunningham) 

• 10:00- 10:10  break 

• 10: 10  - 1 1 :00  2009  Budget  Review  and  Final  Approval  (Dowd/Gates) 

• Marketing  Issues 

• External  Contracts  with  SPi.  CW  and  others  over  $100,000 

• AG1  Contract  for  Market  Segmentation 

• 1 1:00  - 1 1 :30  INPUT  Capture  Assist  Program  Business  Plan  (Peter  Cunningham) 

• 1 1:30  — 1 1 :45  2009  Calendar  (Pat  Cunningham) 

• 1 1 :45  — 12:00  Any  Other  Business. 

• 12:00  - 01:30  Lunch  - Talent  Discussion  (Laird) 

• The  4 Cs 

The  Next  Board  of  Directors  ’ Meeting  will  be  Held  on  MA  Y Ist,  2009 
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Printed:  January  18.  2009 

Board  of  Directors  Meeting  January  22,  2009 
List  of  Documents 

Minutes  Nov  10  Meeting  resolution  TO  APPROVE 

2008  Financial  review 

CEO  BOD  MEMO 

QTD  and  YTD  standard  financial  package 

2008  Bonus  recommendations  resolution  TO  APPROVE 

Chairman  Bonus 
CEO  Bonus 
Executive  Bonuses 
Other  Bonuses 

Stock  price  documents 

Stock  Price  resolution  TO  APPROVE 
Stock  Option  Grants  resolution  TO  APPROVE 
Stock  Repurchase  resolution  TO  APPROVE 

Compensation  Committee  Appointments  and  Terms  of  Operation  resolution  TO  APPROVE 

2009  Compensation  resolution  TO  APPROVE 

General  Staff  Compensation  Practice  2009 
Executive  Staff  Incentive  Compensation  Plans 
CEO  Incentive  Compensation  Plan 

2009  Budget 

Monthly  Income  Statement 

Major  revenue  and  cost  variance  analysis  2008  versus  2009 
Fleadcount  report 
Balance  Sheet 
1 page  Strategic 

Connelly,  SP1  and  Segmentation  proposal  To  be  sent  on  Monday- 

ICAP 

Business  Plan 
Proposal 

Initial  Target  List 
Contents 

2009  Calendar 
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Product/Initiative  Summary 


•Product/Initiative  (WHAT) 

• Description  and  goal/purpose 
•Quantifiable  content  (#  of  opps,  events,  etc) 
•Stages  of  release  if  appropriate 
•SWOT  (sep  page) 


•Market  Sizing  (WHO) 

•Target  segments,  mbrs  and  prospects  (#  and 
profile) 

•Competitive  Analysis  (sep  page) 

•Market  Validation  - research  completed, 
additional  research  planned  (LBA,  client  and 
prospect  surveys,  etc) 


• © 


INPUT 


• Financials  (WHY)  summary  here 

• Sales  order  plan  (KP  excel) 

• Cost  estimates  (KP  excel  and  Gantt/Proj 
Summary) 

• 3 year  market  potential  here 


• Major  Milestone  (HOW/WHEN/WHO) 

•Major  dates  here 

•Detailed  project  mgmt  sched  (Slide  2-3) 
•Sales/Marketing  Plan  - sales  model  (telesales, 
field  sales,  ecommerce?),  promotion  sched. 
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Product/Initiative  Update  - Date 


Product  Initiative  description 


Key  Milestones 


INPUT 


® Conceptualize  Start/end  dates 


® Assess 


Financial  Update 
•Plan  versus  actual 

•Current  period  and  YTD  actual  vs  Plan 


® Design 
® Build 
® Launch 


Go  Forward  Plan/lssues/Opportunities 


Critical  actions:  (Who,  what,  when) 
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Microsoft  is  not  alone,  Hewlett  Packard  have  embraced  a similar  sci- 
vice  management  system  which  is  called  Information  Technology  Service 
Management  (1TSM).  Cisco  has  its  Lifecycle  services  which  are  used  to 
guide  deployments  of  Cisco  Technology  as  well  as  manage  these  resources 
during  the  operational  phase.  IBM  also  has  its  own  methodology.  Many  small 
companies  may  have  a single  core  vendor,  so  choosing  a methodology  might 
be  fairly  straight  forward.  However,  most  medium  to  large  corporations  have 
multiple  vendors  in  their  environment  and  a vendor  agnostic  standard  may  be 
more  suitable. 


All  these  frameworks  are  based  on  the  Information  Technology  Information 
Library  (ITIL)  developed  by  the  United  Kingdom’s  Office  of  Government 
Commerce  (OGC). 

The  latest  iteration  of  ITIL  is  comprised  of  the  following  parts: 

• ITIL  Service  Strategy  is  the  planning  piece  of  the  puzzle  which  aligns  the 
business  with  the  information  technology  processes,  defines  the  roles  and 
responsibilities  as  well  as  defines  success  criteria,  etc. 

• ITIL  Service  Design  describes  the  design  process  in  terms  ot  the  design 
objectives,  cost  model,  measurement/control,  implementation,  etc. 

• ITIL  Service  Transition  defines  how  a change  is  managed,  managing 
knowledge  and  risk  analysis. 

• ITIL  Service  Operations  deals  with  process  management  and  control  and 
focuses  on  the  stability  of  the  service. 

• ITIL  Continuous  Service  Improvement  describes  the  drivers  for  improve- 
ment as  well  as  processes  involved  maintaining  a high  standard  for  ser- 
vices. 

IS020000  certification  may  also  be  a medium  to  long  term  goal  for  larger 
IT  service  organisations  as  the  popularity  of  outsourcing  is  growing.  Smaller 
organisations  may  just  need  to  acquire  the  relevant  documentation  and  adopt 
the  tenets  that  apply  directly  to  their  environment. 

Many  of  the  underlying  themes  of  IT  service  excellence  are  loosely  prac- 
ticed in  most  IT  organisations.  Adopting  ITIL  or  some  derivative  is  usually  a 
difficult  undertaking  because  it  involves  changes  in  behavior.  ITIL  along  with 
meticulous  management  of  risk  would  help  to  stabilise  and  increase  efficiency 
in  the  IT  environments  that  have  become  so  critical  to  the  running  of  any  busi- 
ness, regardless  of  size. 

REFERENCES 

Microsoft  Solutions  Framework 

http://www.microsoft.com/technet/solutionaccelerators/msf/default.mspx 

Microsoft  Operations  Framework 

http://technet.microsoft.com/en-us/library/cc506049.aspx 


Information  technology  information  Library 
http://www.itlibrary.org 
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Opening  a new  office  and  n 


Do  you  need  more  flexibil 


TECH  NEWS 

by  Peter  Shand,  Senior  Storage 
Engineer  with  Kirk  iSS 


Second  in  a two-part  series 


Small  IT  departments  typically  have  strong  alliances  with  local  IT  ser- 
vice companies  who  in  turn  have  partnerships  with  large  information 
technology  firms  such  as  Hewlett  Packard,  IBM,  Microsoft  or  Cisco. 
Larger  IT  organisations  may  have  the  scale  to  get  services  directly  from  the 
major  vendor  or  manufacturers.  These  major  corporations  have  developed 
their  own  prescriptive  guide  to  service  excellence.  In  such  corporations  it 
defines  how  to  manage  and  operate  information  technology  service;  they 
describe  the  process  framework  that  helps  to  develop  and  maintain  the  many 
information  technology  operations  that  occur. 
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Figure  2 MSF 

Microsoft  uses  its  own  Microsoft  Solutions  Framework  (MSF)  inter- 
nally for  developing  new  services  and  solutions  (See  Figure  2).  In  addition, 
Microsoft  Operations  Framework  (MOF)  is  used  in  their  day  to  day  operations 
(See  Figure  3). 


8usines$/IT  Alignment 

Reliability 

Policy 

Financial  Management 


Operations 

* Service  Monitoring 
and  Control 

* Customer  Service 

* Problem  Management 


» Governance, 
Risk,  and 
Compliance 

* Change  and 
Configuration 

* Team 


Envision 

• Project 
Planning 


■ Build 
» Stabilize 
* Deploy 


Figure  3 MOF 
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is  right  to  launch  a 
trustee  services  pro- 
* in  Cayman. 

July  2008,  Cayman  Trust 
imited  was  able  to  offer 
> trustee  services  to  the 
;t,  having  obtained  an 
tricted  Trust  Licence 
the  Cayman  Islands 
tary  Authority,  with  a 
line  up  of  well  known 
ry  professionals  at  the 
the  Directors  of  Cayman 
are  Andrew  Galloway, 
Woodford,  Greg  Link 
abin  Gamham.) 
in  Gamham  says  that 
pe  exists  currently  for 
dependent  provider  of 
services  and  confirms, 
.insider  that  our  services 
peal  to  those  who  would 
to  completely  separate 
les  within  a trust  struc- 
1 order  to  ensure  that 
ts  of  interest  are  eradi- 
This  philosophy  was 
ted  when  I recently  vis- 
>me  of  the  largest  New 
aw  firms  who  certainly 
ned  our  addition  to  the 
on  of  Cayman  service 
ers.” 

primary  market  for 
in  Trust  will  be  to  work 
ither  local  and  intema- 
providers  in  order  to 
uce  independence  to 
lg  structures.  The  direc- 
t Cayman  Trust  believe 
certain  independence 
I feature  within  a struc- 
,s  Gamham  confirms,  “It 
lortant  that  independence 


exists:  whether  it  be  to  appoint 
a third  party  protector  to  a 
discretionary  trust  in  certain 
cases,  a third  party  enforcer 
to  a star  trust,  or  to  have  an 
independent  trustee  to  hold  the 
founder  shares  of  a hedge  fund 
where  the  fund  administrator 
and  directors  are  provided  by 
the  same  party.” 

Cayman  Trust  does  not 
provide  banking,  investment 
management  or  legal  ser- 
vices, directly  or  indirectly, 
and  can  therefore  provide 
that  independence  without 
any  concern  of  potentially 


conflicting  interests 
business  lines, 
says  he  believes 
demand  for  this  typ 
vice  is  only  going  ti 
the  demand  for  inde 
increases.  Cayman 
says,  would  be  hapi 
vide  that  independ 
welcomes  those  em 
The  company  als 
complete  range  of 
services,  including 
trustee  of  a variet 
ferent  types  of  tr 
provision  of  comp^ 
agement  and  other 
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Questions  re  2009  Plan  Documents,  121408  Peter  Cunningham 

Summary 

1 . There  is  no  real  growth  and  there  is  not  a foundation  being  established  for  growth  or 
profitability.  If  we  grow  fast  we  should  be  less  profitable  but  we  should  be  profitable 

2.  Why  are  we  not  continuing  the  profit  performance  in  last  part  of  2008  into  2009? 
December  was  showing  about  $ 1 50k  profit.  Why  are  expenses  going  up  $150K  from 
December  to  January? 

3.  We  need  to  increase  sales  to  existing  members  and  target  keeping  total  orders  from  MS 
the  same  from  year  to  year.  So  that  Upsells  equals  cancellations.  How  do  we  do  that? 

2009  Financial  Snapshot  pdf  file 

1 . I could  not  equate  the  numbers  in  the  chart  to  the  numbers  in  the  spreadsheet. 

a.  Revenues  in  chart  are  $25,41 1,200  and  in  the  spreadsheet  $25,043,000 

b.  Pre-bonus  Expenses  in  chart  are  $24,551,  723  and  (I  calculate)  in  spreadsheet 
$24,817,000 

c.  Other  discrepancies  as  well 

2.  What  makes  up  each  ‘initiative’  in  the  chart  for  ‘Upself  and  New  Business?  CovEx  is 
hardly  new  as  we  are  selling  it  today  aren’t  we? 


Upsell 

Sales 

Initiative  1 

Initiative  2 

Initiative  3 

3.  Upsell  sales  should  be  $4  Million  - that  is  where  our  major  opportunity  lies. 

4.  Have  we  done  research  and  develop  full  business  plans  for  each  of  the  initiatives 
especially  ‘Events’  and  ‘Ad  placement’?  What  is  ‘Ecommerce’? 

Spreadsheet  PI  - Income  Statement  Year 

5.  In  R&  D we  should  only  have  the  proportion  of  ‘Development’  that  is  really 
development;  we  have  said  that  as  much  as  70%  of  the  programmer  time  is  going  into 
keeping  things  running.  That  should  be  in  Operations  not  R&D 

6.  Exclude  bonuses  for  all  at  this  point 

7.  “Marketing”  is  more  than  doubling  yet  we  are  not  getting  the  value  from  it  in  sales; 
increase  in  sales  of  existing  and  new  business  in  total  (from  MS  and  Sales)  is  only 
slightly  higher  than  the  total  increase  in  Marketing 

Spreadsheet  P2  - Income  Statement  Month 

1.  Salary  increases  of  3%  go  into  effect  in  March.  This  does  not  seem  to  be  reflected. 

2.  Sales  cost  at  end  of  year  is  the  same  as  in  January;  where  is  the  growth  that  you  were  to 
include  for  2010?  Where  is  increase  in  performance  through  productivity  increase  and 
resulting  commission  increase? 

3.  In  general  costs  are  flat. 

4.  Why  the  $150K  costs  in  operations  in  December?  If  that  included  the  Christmas  party  it 
should  be  in  Marketing  or  G&A. 
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5.  How  is  the  $ 1 .25  million  in  expenses  for  Marketing  made  up? 

6.  Exclude  bonuses  for  all  at  this  point 

Spreadsheet  P3  - Orders  by  LOB  by  Month 

1 . Why  are  our  Events  orders  in  1 st  Quarter  over  $100k  less  than  in  2008? 

2.  Why  are  our  cash  expenses  so  much  higher  than  orders  in  the  first  6 months?  That  is  an 
unacceptable  cash  flow. 

Spreadsheet  P4  - Orders  Buildup 

1 . How  are  orders  build  up  for  existing  products  distributed  among  new,  upsell  and 
renewal? 

2.  How  to: 

a.  What  research  has  been  done  on  ‘How  to’  Events? 

b.  What  is  a subscription  to  How  to?  What  is  it  and  how  is  it  priced? 

c.  Why  do  we  have  nothing  and  then  $100K+  in  June  for  events.  Where  is  the 
business  plan? 

d.  Who  will  sell  events  and  subscriptions  and  who  will  sell  events? 

e.  If  it  is  to  be  sold  to  existing  members  why  are  sales  so  trivial? 

3.  Task  Order  Aggregation;  what  is  the  plan?  What  is  the  price  and  why  can’t  we  start 
earlier?  Who  is  full  time  assigned  to  this  now. 

4.  How  are  Ecommerce  sales  made  up?  Why  not  substantially  greater  sales  with  all  the 
marketing  we  are  doing? 

Spreadsheet  P5  - Balance  Sheet 

1 . Why  are  our  fixed  assets  going  up  by  $800K?  What  is  the  capital  budget  that  supports 
that  increase?  Staff  are  not  increasing  that  much 

2.  Why  are  Other  Accrued  Liabilities  increasing  by  $2  million? 

Spreadsheet  P6  - Staffing  Report 

1 . Is  the  increase  in  Executive  management  IN  New  Business  Sales  for  the  VP  Business 
Development?  What  increase  in  sales  will  they  bring  in  over  and  above  what  is  in  MBC’s 
unit? 

2.  Who  are  the  two  execs  in  Marketing?  The  VP  PD  should  be  in  R&D.  Who  are  all  the 
additional  VPs  and  managers  by  title? 

3.  Where  is  the  VP  Capture  Assist?  Have  we  left  them  out  at  this  point  until  we  have  a plan 
as  discussed? 

4.  Why  the  20%  increase  in  MS  but  not  equivalent  increase  in  sales? 

5.  Why  the  increase  in  managers  in  Marketing?  There  is  no  need  for  any  manager  (maybe 
one  other)  other  than  Mike.  What  are  the  JDs  and  titles  of  the  “Managers”?  What  we 
need  is  workers  not  more  managers. 

6.  Events;  who  will  sell  events  business?  What  will  Connolly  do?  How  big  is  her  contract  ? 
Who  will  handle  the  How  To  events?  Who  I sfull  time  assigned  to  this  now? 

7.  In  Operations,  presumably  the  growth  in  federal  ops  is  for  CovEx  - is  this  enough?  How 
much  business  will  this  generate? 

8.  R&D  & IT;  Why  5 managers?  How  much  of  these  are  being  transferred  to  Operations  as 
they  are  keeping  the  current  system  running?  This  was  in  the  previous  plan. 
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9.  I count  9 Executives,  38  managers  and  141  others.  That  is  3 people  per 

manager/executive.  Is  this  where  our  costs  are  going?  We  have  16%  increase  in  staff. 

Spreadsheet  P7  et  al  - Financial  Performance 

1 . Why  is  there  no  growth  in  our  standard  Events  business?  In  2005  and  6 we  were  over  $1 
Million.  The  How  to  should  be  additional  above  growth  in  standard  business.  What  si  the 
growth  in  the  major  events?  Have  the  dates  been  set?  Who  is  responsible  for  them?  I 
suggest  Mike  Rombach  personally  handle. 

2.  Look  at  the  Income  statement;  we  aer  spending  less  on  Sales  and  Marketing  now  than  in 
2004.  We  doubled  in  2 years  from  2003  to  2005  and  then  stagnated.  We  invested  in 
growth.  There  is  no  equivalent  growth  in  this  plan. 

3.  What  are  the  potential  markets  in: 

a.  CovEx 

b.  TO  Integration 

c.  How  To? 

4.  If  not  significant  then  do  not  do  them;  if  significant  expand  sales  and  sell  more  of  them. 
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Orders  by  Month  ($000) 


Jan 

Feb 

Mar 

1st  Qtr 

Apr 

May 

Jun 

2nd  Qtr 

Jul 

Aug 

Sep 

3rd  Qtr 

Oct 

Nov 

Dec 

4th  Qtr 

Year 

SUBSCRIPTIONS 



Available  Renewals 

1,899 

1,932 

1,628 

5,459 

1,417 

1,515 

1,758 

4,689 

1,451 

1,843 

1,594 

4,888 

1,714 

1,485 

3,776 

6,976 

22,013 

Renewal  Subscription  Orders 

1,418 

1,446 

1,204 

4,067 

1,049 

1,157 

1,302 

3,508 

1,081 

1,400 

1,167 

3,648 

1,264 

1,070 

2,957 

5,291 

16,514 

New  Subscription  Orders 

602 

667 

719 

1,987 

635 

580 

694 

1,909 

650 

753 

759 

2,162 

730 

775 

1,153 

2,658 

8,717 

Sales  Teams 

480 

543 

615 

1,638 

515 

469 

561 

1,545 

536 

614 

636 

1,786 

589 

653 

870 

2,111 

7,080 

Upsell  (Mbr  Svcs) 

121 

123 

104 

349 

120 

112 

133 

365 

114 

139 

123 

376 

141 

122 

283 

546 

1,636 

Other 

- 

- 

- 

- 

- 

- 

- 

- 

- 

Total  Subscriptions 

2,019 

2,113 

1,922 

6,054 

1,684 

1,737 

1,996 

5,417 

1,731 

2,153 

1,926 

5,810 

1,994 

1,845 

4,109 

7,949 

25,230 

Prior  Year 

1,877 

1,872 

2,082 

5,831 

1,464 

1,493 

1,761 

4,718 

1,536 

2,049 

1,668 

5,252 

1,894 

1,560 

3,585 

7.039 

22,841 

Change  2009  / 2008 

4% 

15% 

11% 

13% 

10% 

EVENTS 

/ 

\ 

- 

Total  Events 

- 

24 

58 

82 

146 

100 

146 

392 

35 

88 

85 

208 

183 

108 

74 

364 

1,046 

Prior  Year 

4 y 

( 70. 

79 

\190 

1 59 

71 

58 

188 

74 

79 

79 

232 

43 

37 

37 

116 

727 

Change  2009  / 2008 

— 

108% 

-10% 

212% 

44% 

OTHER 

Total  Other 

14 

20 

17 

51 

23 

11 

27 

61 

12 

41 

18 

71 

31 

19 

30 

79 

263 

Prior  Year 

12 

17 

12 

41 

14 

5 

23 

42 

8 

25 

10 

43 

19 

10 

16 

45 

171 

Change  2009/2008 

25% 

45% 

67% 

75% 

53% 

Total  Orders 

2,033 

2,157 

1,997 

6,187 

1,853 

1,848 

2,169 

5,870 

1,778 

2,282 

2,029 

6,089 

2,208 

1,971 

4,213 

8,392 

26,539 

Prior  Year 

1,930 

1,959 

2,173 

6,062 

1,538 

1,569 

1,842 

4,949 

1,618 

2,153 

1,756 

5,527 

1,957 

1,607 

3,637 

7,201 

23,739 

Change  2009  / 2008 

2% 

19% 

10% 

17% 

12% 

CASH  EXPENDITURES 

Operating  expenses  (1) 

((2,226) 

(1,977) 

(1,979) 

(6,182) 

(2,096) 

(1 ,940) 

(1,911) 

(5,946) 

(2,053) 

(1 ,904) 

(1 ,888) 

(5.845) 

(2,083) 

(1,871) 

(1,981) 

(5,934) 

(23,908) 

Capital  expenditures  (2) 

" (22) 

(172) 

(117) 

(312) 

(152) 

(24) 

(67) 

(244) 

(72) 

(52) 

(57) 

(182) 

(22) 

(22) 

(24) 

(69) 

(805) 

— 

Financing  expenditures  (3) 

(2) 

(2) 

(2) 

(7) 

(2) 

(2) 

(2) 

(7) 

(2) 

(3) 

(3) 

(8) 

(3) 

(3) 

(3) 

(8) 

(30) 

(2,251) 

(2,151) 

(2,099) 

(6,501) 

(2,250) 

(1,967) 

(1,980) 

(6,197) 

(2,128) 

(1,959) 

(1,947) 

(6,034) 

(2,108) 

(1,895) 

(2,008) 

(6,011) 

(24,743) 

MTHLY  SALES  NET  OF 

i CASH  EXPENDITURES 

" 

i — 

— — 

^ (217) 

5 

(102) 

(314) 

(397) 

(119) 

189 

(327) 

(350) 

323 

82 

55 

100 

76 

2,205 

2,381 

1,795 

. - 

YTD  SALES  NET  OF 

CASH  EXPENDITURES 

(217) 

(212) 

(314) 

(314) 

(711) 

(830) 

(641) 

(641) 

(991) 

(668) 

(586) 

(586) 

(485) 

(410) 

1,795 

1,795 

1,795 

Notes 

(1)  All  cash  disbursements  (excludes  customer  refunds) (2)  & (3)  Per  the  Cash  Flow  Statement 
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2009  Plan 
Orders  Buildup 


Printed  12/13/2008 


2009 

2009 

2009 

2009 

2009 

2009 

2009 

2009 

2009 

2009 

2009 

2009 

Jan 

Feb 

Mar 

Apr 

May 

Jun 

Jul 

Aug 

Sep 

Oct 

Nov 

Dec 

2009  Year 

Orders 

Existing  Products 

Fed  IS 

1,577 

1,651 

1,493 

1,321 

1,333 

1,481 

1,398 

1,631 

1,489 

1,574 

1,550 

3,097 

19,595 

S&L  IS 

308 

352 

356 

268 

269 

387 

220 

353 

323 

331 

214 

685 

4,066 

IA 

127 

106 

69 

60 

118 

95 

86 

142 

87 

46 

49 

278 

1,263 

Software 

7 

4 

4 

5 

3 

12 

5 

5 

6 

ii 

6 

8 

76 

New  Products 

How  to  (Subscriptions) 

- 

- 

- 

5 

5 

6 

6 

6 

6 

7 

7 

11 

60 

Task  Order  Aggregation 

- 

- 

- 

25 

10 

15 

15 

15 

15 

25 

20 

30 

170 







— 

— 

— 

— 

Events  - Existing 

_ 

24 

58 

/^46 

1($ 

32- 

N 35 

58 

29 

183 

22 

74 

769 

Events  - How  To 

- 

- 

- 

^ - 

Cl  04 

30 

56 

- 

86 

276 

i 

Ecommerce  and  Other 

14 

20 

17 

23 

11 

27 

12 

41 

18 

31 

19 

30 

263 

T otal  Orders 

2,033 

2,157 

1,997 

1,853 

1,848 

2,169 

1,778 

2,282 

2,029 

2,208 

1,971 

4,213 

26,539 
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2009  Plan  Printed:  12/18/2008 

Balance  Sheet 


12/31/2008 

12/31/2009 

Change 
2009/2008  (%) 

Assets 

Current  Assets 

Cash  and  Cash  Equivalents 

$ 5,773,638 

$ 5,860,119 

1% 

Accounts  Receivable,  net 

3,750,000 

4,967,693 

32% 

Other  Current  Assets 

1,216,543 

1,080,105 

-11% 

Total  Current  Assets 

10,740,181 

11,907,917 

11% 

Fixed  Assets 

Fixed  Assets 

3,137,165 

3,942,565 

26% 

Less  Depreciation  & Amort. 

(2,274,594) 

(2,730,081) 

20% 

Net 

Fixed  Assets 

862,571 

1,212,484 

41% 

Other  Assets 

465,314 

465,314 

0% 

total  Assets 

$ 12,068,066 

$ 13,585,715 

13% 

1 

Liabilities 

Accounts  Payable 

$ 217,922 

$ 216,134 

-1% 

Other  Accrued  Liabilities 

1,245,650 

1,113,397 

-11% 

Capital  lease,  current 

76,528 

46,650 

-39% 

Deferred  Revenue  (Net  of  Unbilled) 

11,157,800 

12,653,084 

13% 

Total  Current  Liabilities 

12,697,900 

14,029,266 

10% 

Non-Current  Liabilities 

Deferred  Rent 



789,740 

822,419 

4% 

. 

Total  Liabilities 

13,487,640 

14,851,684 

10% 

Shareholders'  Equity 

Common  and  Treasury  Stock 

(276,812) 

(161,812) 

-42% 

Currency  gain  (loss) 

(262) 

(262) 

0% 

Retained  Earnings  - Accumulated 

(1,672,005) 

(1,142,500) 

-32% 

Retained  Earnings  - Current  Year 

529,505 

38,605 

-93% 

Total  Shareholders'  Equity 

(1,419,574) 

(1,265,969) 

-11% 

Total  Liabilities  & Shareholders'  Equity 

$ 12,068,066 

$ 13,585.715 

13% 

i . 

Cash  Pledged  as  Collateral  for  Personal 

' 

Loan  to  Principal  Stockholders 

$ 1,794,118  $ 1,847,942 

3% 

R-F  2009  Balance  Sheet  Adjusted  121708  KDG.xIsx 
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2009  Plan  Printed:  12/13/2008 

Balance  Sheet 


12/31/2008 

12/31/2009 

Change 
2009/2008  (%) 

Assets 

Current  Assets 

Cash  and  Cash  Equivalents 

$ 5,773,638 

$ 7,957,844 

38% 

Accounts  Receivable,  net 

3,750,000 

4,967,693 

32% 

Other  Current  Assets 

1,216,543 

1,080,105 

-11% 

Total  Current  Assets 

10,740,181 

14,005,642 

30% 

1 1 

Fixed  Assets 

Fixed  Assets 

3,137,165 

3,942,565 

26% 

Less  Depreciation  & Amort. 

(2,274,594) 

(2,730,081) 

20% 

Net  Fixed  Assets 

862,571 

1,212,484 

41% 

Other  Assets 

465,314 

465,314 

0% 

1 1 ~ 

Total  Assets 

$ 12,068,066 

$ 15,683,440 

30% 

Liabilities 

Accounts  Payable 

$ 217,922 

$ 216,134 

-1% 

Other  Accrued  Liabilities 

1,245,650 

3,192,397 

156% 

Capital  lease,  current 

76,528 

46,650 

-39% 

Deferred  Revenue  (Net  of  Unbilled) 

11,157,800 

12,653,084 

13% 

Total  Current  Liabilities 

12,697,900 

16,108,266 

27% 

Non-Current  Liabilities 

Deferred  Rent 

789,740 

822,419 

4% 

Total  Liabilities 

13,487,640 

16,930,684 

26% 

Shareholders'  Equity 

Common  and  Treasury  Stock 

(276,812) 

(161,812) 

-42% 

Currency  gain  (loss) 

(262) 

(262) 

0% 

Retained  Earnings  - Accumulated 

(1,672,005) 

(1,142,500) 

-32% 

Retained  Earnings  - Current  Year 

529,505 

57,330 

-89% 

Total  Shareholders'  Equity 

(1,419,574) 

(1,247,244) 

-12% 

Total  Liabilities  & Shareholders'  Equity 

$ 12,068,066 

$ 15,683,440 

30% 

Cash  Pledged  as  Collateral  for  Personal 

Loan  to  Principal  Stockholders 

$ 1,794,118 

$ 1,847,942 

3% 
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2009  Plan 
Staffing  Report 


12/13/2008 


Number  of  Staff 

12/31/08 

12/31/09 

Transfers/Hires 

2009 

New  Business  Sales 

Executive  Management 

1.00 

2.00 

1.00 

Sales  & Support  Managers 

400 

4.00 

Sales  People  (includes  GovEdge  12/31/08) 

25.00 

28.00 

3.00 

Sales  Support  (Includes  SLAs,  etc.) 

5.80 

4.80 

(1.00) 

Subtotal 

35.80 

38.80 

3.00 

Member  Services 

Executive  Management 

1.00 

1.00 

Managers 

5.00 

5.00 

Advisors  (includes  Strategic) 

24.00 

28.00 

4.00 

Support  & FOIA 

7.00 

10.00 

3.00 

Subtotal 

37.00 

44.00 

7.00 

Marketing 

\ 

Executive  Management 

1.00 

Aoo. 

) 1.00 

Managers 

2.80 

6.80 

4.00 

Marketing  Staff 

2.00 

2.00 

Events 

1.00 

2.00 

1.00 

Subtotal 

6.80 

12.80 

6.00 

Total  Sales  & Marketing 

79.60 

95.60 

16.00 

Operations 

Executive  Management 

1.00 

1.00 

Managers 

9.00 

10.00 

1.00 

Operations  Staff  Federal  IS 

26.50 

30.50 

4.00 

Operations  Staff  S&L  IS 

13.50 

14.50 

1.00 

Operations  Staff  IAP 

3.75 

3.75 

Support  & Other 

1.00 

2.00 

1.00 

Subtotal 

54.75 

61.75 

7.00 

Research  & Development  and  IT 

Executive  Management 

0.00 

1.00 

1.00 

Managers 

4.00 

5.00 

1.00 

Operations  & Support 

3.00 

3.00 

Analysts  & Developers 

6.00 

7.00 

1.00 

Subtotal 

13.00 

16.00 

3.00 

Finance  & Administration 

Executive  Management 

1.00 

1.00 

Managers 

3.00 

3.00 

Accounting 

5.00 

5.00 

Administration 

3.00 

3.00 

HR 

1.00 

1.00 

Subtotal 

13.00 

13.00 

0.00 

Executive  Management  Corporate 

1.00 

1.00 

Office  of  the  Chairman 

1.00 

1.00 

TOTAL  INPUT  Staffing 

162.35 

188.35 

26.00 

if  f> 


rr 
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INPUT  Financial  Performance 
2002  - 2009 


12/13/2008 


SALES  ORDERS: 


2002 

2003 

2004 

2005 

2006 

2007 

2008  (1) 

2009  Plan 

Sales  Orders 

Subscriptions 

$ 8,239,985 

$ 12,915,224 

$ 17,781,049 

$ 19,583,496 

$ 20,148,750 

$ 21,076,581 

$ 22,891,156 

$ 25,230,174 

Consulting 

451,468 

44,224 

641,000 

528,651 

774,073 

533,000 

16,125 

- 

Events 

- 

376,587 

737,997 

1,058,055 

1,034,357 

708,127 

702,000 

1,045,670 

Other 

- 

- 

- 

- 

48,000 

89,503 

160,875 

262,855 

Total  Sales  Orders 

$ 8,691,453 

$ 13,336,035 

$ 19,160,046 

$ 21,170,202 

$ 22,005,180 

$ 22,407,211 

$ 23,770,156 

$ 26,538,699 

(1)  Jan  - Nov  2008  at  actual,  plus  Dec  at  current  projection 

SALES  ORDER  GROWTH  $: 

2002 

2003 

2004 

2005 

2006 

2007 

2008  (1) 

2009  Plan 

$ Growth 

Sales  Orders 

Subscriptions 

$ 4,675,239 

$ 4,865,825 

$ 1,802,447 

$ 565,254 

$ 927,831 

$ 1,814,575 

$ 2,339,018 

Consulting 

(407,244) 

596,776 

(112,349) 

245,422 

(241,073) 

(516,875) 

(16,125) 

Events 

376,587 

361,410 

320,058 

(23,698) 

(326,230) 

(6,127) 

343,670 

Other 

- 

- 

- 

48,000 

41,503 

71,372 

101,980 

Total  Sales  Orders 

$ 4,644,582 

$ 5,824,011 

$ 2,010,156 

$ 834,978 

$ 402,031 

$ 1,362,945 

$ 2,768,543 

(1)  Jan  - Nov  2008  at  actual,  plus  Dec  at  current  projection 

SALES  ORDER  GROWTH  %: 

2002 

2003 

2004 

2005 

2006 

2007 

2008  (1) 

2009  Plan 

% Growth 

Sales  Orders 

Subscriptions 

57% 

38% 

10% 

3% 

5% 

9% 

10% 

Consulting 

-90% 

1349% 

-18% 

46% 

-31% 

-97% 

-100% 

Events 

0% 

96% 

43% 

-2% 

-32% 

-1% 

49% 

Other 

0% 

0% 

0% 

0% 

86% 

80% 

63% 

Total  Sales  Orders 

53% 

44% 

10% 

4% 

2% 

6% 

12% 

(1)  Jan  - Nov  2008  at  actual,  plus  Dec  at  current  projection 
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INPUT  Financial  Performance 
2002  - 2009 


12/13/2008 


REVENUES: 


Revenue 

Subscriptions 

Consulting 

Events 

Other 

$ 5,507,547 

488,583 

48,857 

$ 9,837,615 

74,497 
377,469 
39,965 

$ 14,958,208 
733,259 
684,920 
22,617 

$ 18,953,923 
553,270 
988,490 
22,387 

$ 20,034,521 
826,473 
976,642 
54,065 

$ 20,565,623 
671,957 
792,459 
145,029 

$ 21,912,627 

21,125 
704,155 
207,287 

$ 23,734,889 

1,045,670 

262,855 

Total  Revenue 

$ 6,044,987 

$ 10,329,546 

$ 16,399,004 

$ 20,518,070 

$ 21,891,701 

$ 22,175,068 

$ 22,845,193 

$ 25,043,415 

(1)  Jan  - Nov  2008  at  actual,  plus  Dec  at  current  projection 

REVENUE  GROWTH  $: 

2002 

2003 

2004 

2005 

2006 

2007 

2008  (1) 

2009  Plan 

$ Growth 

Revenue 

Subscriptions 

$ 4,330,068 

$ 5,120,593 

$ 3,995,715 

$ 1,080,598 

$ 531,102 

$ 1,347,004 

$ 1,822,263 

Consulting 

(414,086) 

658,762 

(179,989) 

273,203 

(154,516) 

(650,832) 

(21,125) 

Events 

377,469 

307,451 

303,570 

(11,848) 

(184,183) 

(88,304) 

341,515 

Other 

(8,892) 

(17,348) 

(230) 

31,678 

90,964 

62,258 

55,569 

Total  Revenue 

$ 4,284,559 

$ 6,069,458 

$ 4,119,066 

$ 1,373,631 

$ 283,367 

$ 670,125 

$ 2,198,221 

(1)  Jan  - Nov  2008  at  actual,  plus  Dec  at  current  projection 

REVENUE  GROWTH  %: 

2002 

2003 

2004 

2005 

2006 

2007 

2008  (1) 

2009  Plan 

% Growth 

Revenue 

Subscriptions 

79% 

52% 

27% 

6% 

3% 

7% 

8% 

Consulting 

-85% 

884% 

-25% 

49% 

-19% 

-97% 

-100% 

Events 

0% 

81% 

44% 

-1% 

-19% 

-11% 

48% 

Other 

-18% 

-43% 

-1% 

142% 

168% 

43% 

27% 

Total  Revenue 

71% 

59% 

25% 

7% 

1% 

3% 

10% 

(1)  Jan  - Nov  2008  at  actual,  plus  Dec  at  current  projection 


2002 

2003 

2004 

2005 

2006 

2007 

2008  (1) 

2009  Plan 
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INPUT  Financial  Performance 
2002  - 2009 


c 

12/13/2008 


INCOME  STATEMENT: 


Revenue 

$ 

6,044,987 

$ 

10,329,546 

$ 

16,399,004 

$ 

20,518,070 

$ 

21,891,701 

$ 

22,175,068 

$ 

22,845,193 

$ 

25,043,415 

Cost  of  Sales 

2,108,668 

2,252,403 

5,432,398 

7,114,153 

8,804,704 

10,662,122 

10,899,039 

11,791,680 

Sales  & Marketing 

2,809,901 

5,518,580 

7,693,274 

7,817,644 

7,565,306 

7,074,839 

6,614,971 

8,158,055 

Research  & Development 

- 

952,525 

1,959,426 

2,264,612 

2,011,910 

1,702,812 

1,609,940 

1,856,828 

General  & Admin  (including  Corp) 

1,626,705 

1,928,351 

2,315,207 

2,382,759 

2,407,603 

2,721,096 

2,911,779 

2,870,260 

EBITDA 

(500,287) 

(322,313) 

(1,001,301) 

938,901 

1,102,178 

14,198 

809,464 

366,591 

Depreciation  & Amortization 

62,170 

219,540 

440,298 

602,515 

580,111 

445,406 

399,423 

455,487 

Other  Revenues  (Expenses)  (2) 

(593,867) 

37,654 

93,315 

1,111,900 

90,752 

248,042 

119,464 

146,226 

Provision  for  Income  Taxes 

1,800 

_ 

- 

- 

(139,872) 

(1,331) 

- 

- 

Net  Income  / (Loss) 

$ 

(1,158,124) 

$ 

(504,199) 

$ 

(1,348,284) 

$ 

1,448,286 

$ 

752,691 

$ 

(181,835) 

$ 

529,505 

$ 

57,330 

2002 

2003 

2004 

2005 

2006 

2007 

2008  (1) 

2009  Plan 

(1)  Jan  - Nov  2008  at  actual,  plus  Dec  at  current  projection 

(2)  In  2005  there  is  a commission  expense  recognition  adjustment  of  $1 ,003,417  included  in  Other  Revenues  (Expenses) . 2005  Nl  before  this  adjustment  was  $444,869. 

2008  includes  $68k  Loss  on  Product  Sunset  (IEP) 

(3)  Amounts  above  include  Facilities  Allocation  for  comparability 
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INPUT  Financial  Performance 
2002  - 2009 


© 

12/13/2008 


COMMON-SIZE  INCOME  STATEMENT: 


2002 

2003 

2004 

2005 

2006 

2007 

2008  (1) 

2009  Plan 

Revenue 

100% 

100% 

100% 

100% 

100% 

100% 

100% 

100% 

Cost  of  Sales 

35% 

22% 

33% 

35% 

40% 

48% 

48% 

47% 

Sales  & Marketing 

46% 

53% 

47% 

38% 

35% 

32% 

29% 

33% 

Research  & Development 

0% 

9% 

12% 

11% 

9% 

8% 

7% 

7% 

General  & Admin  (including  Corp) 

27% 

19% 

14% 

12% 

11% 

12% 

13% 

11% 

EBITDA 

-8% 

-3% 

-6% 

5% 

5% 

0% 

4% 

1% 

Depreciation  & Amortization 

1% 

2% 

3% 

3% 

3% 

2% 

2% 

2% 

Other  Revenues  (Expenses) 

-10% 

0% 

1% 

5% 

0% 

1% 

1% 

1% 

Provision  for  Income  Taxes 

0% 

0% 

0% 

0% 

-1% 

0% 

0% 

0% 

Net  Income  / (Loss) 

-19% 

-5% 

-8% 

7% 

3% 

-1% 

2% 

0% 

(1)  Jan  - Nov  2008  at  actual,  plus  Dec  at  current  projection 
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12/13/2008 


BALANCE  SHEET: 


Cash 

$ 

1,431,492 

$ 

3,164,726 

$ 

3,145,864 

$ 

3,692,938 

$ 

4,395,932 

$ 

3,823,803 

$ 

5,773,638 

$ 

7 

,957,844 

Accounts  Receivable,  net 

2,450,414 

3,722,293 

4,601,965 

4,249,414 

3,881,421 

3,458,406 

3,750,000 

4 

,967,693 

Other  Current  Assets 

129,526 

115,776 

122,635 

1,696,334 

1,210,403 

1,319,739 

1,216,543 

1 

,080,105 

Fixed  Assets,  net 

404,194 

756,149 

1,002,945 

932,310 

688,059 

598,294 

862,571 

1 

,212,484 

Other  Assets 

31,260 

371,118 

333,890 

427,454 

538,269 

462,654 

465,314 

465,314 

Total  Assets 

$ 

4,446,886 

$ 

8,130,062 

$ 

9,207,299 

$ 

10,998,450 

$ 

10,714,084 

$ 

9,662,896 

$ 

12,068,066 

$ 

15 

,683,440 

2002 

2003 

2004 

2005 

2006 

2007 

2008  (1) 

2009  Plan 

Accounts  Payable 

$ 116,357  $ 

519,344  $ 

313,549  $ 

463,154  $ 

371,425  $ 

218,988  $ 

217,922  $ 

216,134 

Accrued  Liabilities 

691,841 

1,256,712 

1,307,192 

1,563,713 

1,212,360 

1,444,181 

1,245,650 

3,192,397 

Other  Current  Liabilities 

- 

4,596 

4,590 

13,055 

16,527 

27,587 

46,650 

Non-Current  Liabilities 

- 

21,500 

- 

144,391 

- 

- 

089,740) 

822,419 

Deferred  Revenue 

5,250,659 

8,508,704 

11,177,386 

10,968,052 

10,632,567 

9,960,092 

1 1 ,1^77500 

12,653,084 

Total  Liabilities 

6,058,857 

10,310,856 

12,802,717 

13,152,365 

12,232,879 

11,650,848 

13,487,640 

16,930,684 

Stock  (Common  & Treasury) 

3,175 

(7,122) 

60,131 

59,177 

(54,497) 

(315,685) 

(276,812) 

(161,812) 

Currency  Gain/(Loss) 

- 

- 

(11,329) 

(10,881) 

(260) 

(262) 

(262) 

(262) 

Retained  Earnings 

(1,615,146) 

(2,173,672) 

(3,644,220) 

(2,202,211) 

(1,464,038) 

(1,672,005) 

(1,142,500) 

(1,085,170) 

Total  Stockholders'  Equity 

(1,611,971) 

(2,180,794) 

(3,595,418) 

(2,153,915) 

(1,518,795) 

(1,987,952) 

(1,419,574) 

(1,247,244) 

Total  Liabilities  & 

Stockholders'  Equity 

$ 4,446,886  $ 

8,130,062  $ 

9,207,299  $ 

10,998,450  $ 

10,714,084  $ 

9,662,896  $ 

12,068,066  $ 

15,683,440 

(1)  Jan  - Nov  2008  at  actual,  plus  Dec  at  current  projection 
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2002  - 2009 


12/13/2008 


CASH  FLOW: 


Operating  Activities 

$ 2,063,777 

$ 

2,376,483 

$ 

766,909 

$ 

1,094,801 

$ 1,164,212 

$ 

(153,952) 

$ 

2,603,519 

$ 

3,019,484 

Investing  Activities 

(242,035) 

(611,959) 

(758,011) 

(509,030) 

(327,538) 

(107,510) 

(588,007) 

(805,400) 

Financing  Activities 

(697,650) 

(31,290) 

(27,760) 

(38,697) 

(133,680) 

(310,667) 

(65,677) 

(29,878) 

Net  Cash  Flow 

1,124,092 

1,733,234 

(18,862) 

547,074 

702,994 

(572,129) 

1,949,835 

2,184,206 

Ending  Cash 

$ 1,431,492 

$ 

3,164,726 

$ 

3,145,864 

$ 

3,692,938 

$ 4,395,932 

$ 

3,823,803 

$ 

5,773,638 

$ 

7,957,844 

(1)  Jan  - Nov  2008  at  actual,  plus  Dec  at  current  projection 

HEADCOUNT: 

2008  Year  End 
(1) 

2008  Avg  (1) 

2009  Year  End 

2009  Avg 

Year  End  % 
Incr 

Info  Services  Ops 

54.8 

53.4 

61.8 

58.3 

13% 

Member  Services 

37.0 

34.0 

44.0 

40.5 

19% 

R&D 

8.0 

8.5 

11.0 

9.5 

38% 

Sales 

35.8 

38.4 

38.8 

37.3 

8% 

Events 

1.0 

1.0 

2.0 

1.5 

100% 

G&A/Central/Marketing/IT 

25.8 

22.4 

30.8 

28.3 

19% 

Total  Staffing 

162.4 

157.7 

188.4 

175.4 

16% 

Revenue  per  head 

$ 140,716 

$ 

144,888 

$ 

132,962 

$ 

142,820 

2002 

2003 

2004 

2005 

2006 

2007 

2008  (1) 

2009  Plan 

(1)  2008  projected  headcount 
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INPUT  Schedule  of  Board  and  Stockholder  MeetinqsPrinted  12/7/2008 

2009 


Exec/BOD  Dinner: 

Wed:  Jan  21 

6.30  p.m. 

BOD  Meeting: 

Thurs:  Jan.  22 

9.00  a.m.  - 1 1.30  a m. 

INPUT 

BOD  Review  Meeting: 

Thurs:  Feb.  19 

1 1.00  a m.  - 12.30  p.m. 

Phone 

BOD  Review  Meeting: 

Thurs:  Mar  19 

1 1.00  a.m.  - 12.30  p.m. 

Phone 

Exec/BOD  Dinner: 

Thurs.:  Apr  16 

6.30  p.m. 

Offsite 

BOD  & Strategic  Issues  Meeting: 

April  16-19 



BOD  Review  Meeting: 

Thurs.  May  14 

1 1 .00  a.m.  - 12.30  p.m. 

Phone 

BOD  Review  Meeting: 

Thurs.  June  18 

1 1.00  a.m.  - 12.30  p.m. 

Phone 

Exec/BOD  Dinner: 

Wed.  July  15 

6.30  p.m. 

BOD  & Strategic  Plan  Meeting: 

Thurs:  July  16 

9.00  a.m.  - 1 1.30  a.m. 

INPUT 

Stockholders  Meeting: 

1 1.30  a.m.-  12.00  p.m. 

BOD  & Strategic  Plan  Meeting  (Cont): 

1:00  p.m.  - 4.00  p.m. 

BOD  Review  Meeting: 

Thurs.  Aug  13 

1 1.00  a m - 12.30  p.m. 

Phone 

BOD  Review  Meeting: 

Thurs.  Sept.  17 

1 1:00  a.m  - 12.30  p.m. 

Phone 

Exec/BOD  Dinner: 

Wed:  Oct.  14 

6.30  p.m. 

BOD  & 2010  Plan  Meeting: 

Thurs.:  Oct.  15 

9.00  a.m.  - 4.00  p.m. 

INPUT 

BOD  Review  Meeting: 

Th.  Nov  19 

1 1.00  a.m.-  12.30  p.m. 

Phone 

Exec/BOD  Dinner: 

Wed:  Dec.  16 

6.30  p.m. 

BOD  & 2010  Budget  Approval  Meeting 

Thu:  Dec  17 

9.00  a.m.  - 4:00  p.m. 

INPUT 

All  Board  Materials  to  be  delivered  Friday  before  the  Meetings. 
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Peter  Cunningham 


From: 

Sent: 

To: 

Subject: 


Timothy  Dowd 

Monday,  November  17,  2008  9:12  AM 

Peter  Cunningham;  jed@iaird2.com;  Maryann  Hirsch;  Pat  Cunningham;  Rachel  Cunningham; 
Tom  Hewitt 

RE:  R 2009  Plan  Comments  110908  PAC.doc 


Peter 

I have  no  issue  with  your  conclusions  and  agree  there  are  many  loose  ends.  I would  have 
hoped  to  have  a more  fully  baked  plan  for  the  November  meeting  but  I am  operating  in  a 
compressed  timeframe  and  learning  everyday  about  the  capabilities  of  my  team.  Some 
fundamental  objectives  I wanted  to  make  sure  we  tried  to  accomplish  were  as  follows: 

1.  Get  grounded  with  data.  From  observation  and  discussion  with  BOD  members  too  many 
decisions  lacked  the  necessary  data  to  support  them 

2.  Develop  Context  for  the  things  we  decide  to  do.  In  my  judgment  while  our  value 
proposition  is  clear  I did  not  see  a context/f ramework  for  deciding  to  product/initiative  A 
versus  product/initiative  B.  For  instance,  a couple  of  years  ago  we  decided  we  did  not  need 
new  products  so  we  cut  the  development  team,  last  year  it  appears  we  wanted  to  avoid 
consulting.  The  one  constant  seemed  to  be  we  wanted  to  leverage  the  web  more  and  yet  the  only 
talent  we  planned  for  in  2008  was  a mid  level  marketing  person  with  web  experience.  As  I 
stated  in  my  letter  purpose  and  direction  are  keys  to  driving  efforts  and  activities. 

3.1  wanted  to  make  sure  whatever  we  decided  to  do  had  buy-in  at  executive  and  BOD  level  as 
well  as  creditability  in  our  plans.  I really  wanted  to  eliminate  the  differences  in 
^rexpectations  between  the  BOD  and  the  executive  team 

In  the  end,  I think  we  made  progress  on  all  three  fronts  with  a lot  more  to  do.  I believe 
the  BOD  feedback  on  the  "what"  was  very  valuable  to  the  team  and  now  it's  up  to  the  team  to 
pull  together  the  "how"  thoughtfully  and  creditably 

Tim 


Original  Message 

From:  Peter  Cunningham 

Sent:  Monday,  November  17,  2008  12:23  AM 

To:  jed@laird2.com;  Maryann  Hirsch;  Pat  Cunningham;  Rachel  Cunningham;  Timothy  Dowd;  Tom 
Hewitt 

Subject:  R 2009  Plan  Comments  110908  PAC.doc 

Here  are  my  comments  on  the  document  we  received  last  week.  My  conclusion  is  that  we  do  not 
yet  have  a plan  in  any  meaningful  sense  of  the  word.  There  are  too  many  loose  ends  and  many 
of  the  same  problems  we  had  last  year.  Plus  I do  not  think  this  gets  us  to  where  we  want  to 
be  as  a company.  It  looks  like  an  optimistic  growth  of  11%  in  revenues  and  little  if  any 
profit. 

The  document  itself  was  not  well  put  together.  Less  content  and  better  organization  and 
review  would  have  helped  a lot. 

You  can  read  the  summary  but  I have  added  detail.  I must  admit  I got  tired  towards  the  end 
when  in  fact  there  is  some  good  material  to  work  with. 

I will  be  talking  with  Tim  about  where  we  go  now  on  Monday.  We  still  have  time  but  not  much. 
W Peter 


Peter  Cunningham 


l 


Printed:  December  12,  2008 


MINUTES  OF  BOARD  OF  DIRECTORS  MEETING  & STRATEGIC  PLANNING  HELD  AT 

RESTON  ON  NOVEMBER  10™  & 11™  2008 


PRESENT:  P.  CUNNINGHAM 

T.  HEWITT  M.  HIRSCH 

T.  DOWD  P.  CUNNINGHAM 

R.  PARRINELLO  (call  in)  J.  LAIRD 

K.PLEXICO  K.  GATES 

B.  HANEY  M.  ROMBACH 

M.  COCKERHAM 


Meeting  commenced  at  8am.  Tim  welcomed  all 

Introduction 

A Plan  answers  the  questions: 

• Who 

• What 

• When 

• How 

• Why 

Need  dates  on  when  and  who  for  the  actions  for  each  area  of  responsibility. 

Notes  of  Meeting  - Day  1 

I.  Actions: 

The  following  were  immediate  actions.  Other  actions  are  identified  in  the  document  by 
italicizing  and  underlining;  important  ones  are  in  bold 

1)  TO  Opportunity  was  identified  as  #1.  What  has  been  done  with  it? 

2)  Designate  someone  as  the  owner  of  Teaming. 

3)  Investigate  the  possibility  of  a competitive  intelligence  product. 

4)  Brand  the  INPUT  portal  ASAP  (whatever  we  decide  to  call  it,  need  to  brand  it  quickly 

5)  Answer  the  question,  “is  GovEdge  broken?” 

6)  Need  to  know  the  CovEx  overlap.  Is  it  really  400?  How  does  it  segment?  Send  a CovEx 
plan  to  Peter  by  1 1/14.  (Not  Received) 

a)  Test  the  market  for  the  8,000  additional  CovEx  prospects.  Can  we  sell  it  separately? 

7)  Need  to  see  the  “game  plan”  for  Federal. 

8)  Consider  dedicated  product  leader  for  S&L  suite. 

9)  Re-label  all  charts  which  reference  “revenue”  to  “orders.” 

10)  Send  headcount  numbers  with  CV  per  employee. 

1 1)  Align  the  S&L  prospect  universe  to  the  map  - need  a visual  view  of  the  prospect  base  plotted 
geographically 

12)  Develop  a plan  and  schedule  for  lead  generation. 

13)  Send  Peter  the  “voice  of  industry”  source  on  the  FPDS  modernization  feedback. 
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II.  What  Went  Right/Wrong? 

1)  If  we  didn’t  make  the  plan,  it  isn’t  right 

2)  What  Went  Right? 

a)  Renewals  due  to  specialization,  alignment  of  the  organization  and  support  across  the 

organization,  strong  product  set,  engagement  of  Operations  team 

b)  S&L  business  growth  (although  it  did  not  meet  plan?) 

c)  Member  satisfaction 

d)  Growth  in  member  utilization 

e)  Clean  audit 

f)  Reorganization  in  summer  - well  orchestrated  and  paying  dividends  in  performance  now. 

3)  What  Went  Wrong? 

a)  New  product  introductions  - 

b)  Underestimated  impact  of  Enterprise  ‘blow-up’  but  just  starting  to  see  payofl  now 

c)  Ability  to  sell  Analytical  products 

d)  IEP  and  Security  products 

e)  Selling  S&L  standalone  - not  with  Federal  products 

f)  Lack  of  innovation  - not  reacting/evolving  with  the  market  fast  enough 

g)  Relied  too  much  on  unproven  products,  unproven  sales  approaches  (Outsourcing) 

4)  Lessons  Learned 

a)  Group  can  be  honest  about  our  performance  and  issues 

b)  Need  to  be  willing  to  say  ‘no’  and  be  honest  about  what  we  can  and  can’t  do 

c)  Need  credibility  in  our  numbers 

III.  Strategic  Framework 

1)  Strategic  Vision 

a)  Need  definitions  for  information,  intelligence  and  insight 

2)  Business  Development  Process 

a)  Need  to  set  the  specific  tasks  in  the  BD  process 

3)  Tasks  INPUT  Supports  Today 

a)  What  questions  are  the  people  trying  to  answer  within  each  function  - Why  are  they 
using  us? 

4)  Competitive  Landscape 

a)  Competitive  landscape  does  not  address  community 

5)  Strategic  Roadmap 

a)  Need  to  draw  the  procurement  process  from  the  government  side 

b)  Need  to  set  involved  in  community  faster. 

c)  Why  are  we  not  nimble  and  innovative? 

i)  Lack  of  self-confidence? 

ii)  Need  to  simplify/get  focused? 

iii)  Need  to  get  speed 

d)  BHAG/Core  values,  etc  - Board  asked  for  opportunity  to  review  BHAG  change,  but  at 

first  glance  it  looked  good.  Suggested  we  replace  ‘source’  with  ‘place’ 

e)  Strategic  Timeline  - our  market  sizes  seem  much  too  small 

f)  INPUT  Ecosystem  - what  % have  presence  in  DC  (HO  needs  to  be  expanded  to 

geographic  presence ) 

g)  Business  Development  Process 
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i)  Drop  ‘strategic  planning  ’ and  just  put  ‘planning ' 

ii)  Competitive  Analysis  - seems  like  it  is  missing 

Hi)  Need  to  flesh  out  the  ‘tasks ' our  list  is  incomplete  - for  example  there  is  no  recruiting 

iv)  We  need  to  identify  their  work  so  we  can  determine  how  we  can  help  or  do  it  for 
them 

v)  What  other  companies  are  used  in  the  process  and  tasks  (not  lust  INPUT  competitors) 

vi)  MS  should  be  collecting  this  in  their  interactions 

h)  S&L 

i)  Need  to  net  more  S&L  thinking  in  the  plan.  It  seems  too  federally  centric 

ii)  What  are  our  S&L  aspirations?  Need  a strategic  decision  here. 

iii)  Consider  each  chart  separate  from  federal  and  do  it  just  for  S&L  and  decide  how  it 
would  he  presented 

i)  Trends  & Research  Findings 

i)  Need  to  punch  up  the  deltas  of  the  transitioning  of  people  in  the  administration 

ii)  Need  more  statistical  veracity  in  our  research 

j)  Member  Segmentation 

i)  Need  to  look  at  profitability  of  sellins/supportins  small  businesses 

ii)  Coverage  expansion  - are  the  buyers  the  same  buyers  or  different  buyers? 

iii)  NAICS  - discussed  reason  for  using  NAICS  and  agreed  to  accept  its  use  as  the  ‘type 
of  company’  metric  due  to  its  accessibility 

iv)  Need  to  get  our  company  size  ranees  standardized  and  consistent 

k)  Target  Market  (Just  Federal) 

i)  Need  the  same  charts  for  S&L  (may  he  different  hut  need  to  address  S&L  target 
markets  and  segmentation) 

ii)  Need  definition  of  Cold  and  Passive/Active  more  clearly  defined 

iii)  How  many  of  the  19000  companies  are  in  MPS?  Have  we  contacted  or  sold  to 
beforel 

iv)  Need  to  define  market  opportunity  two  ways  1)  based  on  what  they 'd  be  likely  to 
spend  with  INPUT  to  a reasonable  size  for  those  prospects  and  2)  what  their  likely 
budget  is  for  information  in  our  space. 

l)  Roadmap 

i)  Need  to  tighten  up  terminology  and  words  in  the  charts 

ii)  Roadmap  has  too  much  focus  on  ‘products ' - what  about  channels , price/terms , etc. 

iii)  Where  are  we  investing?  The  chart  suggests  we  are  investing  in  a small  budget  area 
and  not  going  after  the  bigger  budget?  Is  that  intended?  Why? 

iv)  Get  the  Government  parallel  chart  alongside  the  vendor  and  use  it  to  show 
interactions. 

LV.  Top  20  Product 

1)  The  market  for  deep  dives  on  major  opportunities  going  to  consultants  is  $50M 

2)  Order  potential  of  $2.5M  - $3M  for  INPUT. 

3)  Also  gives  us  exposure  which  builds  the  brand. 

4)  For  each  of  the  Top  20  Federal  Opps,  about  1 00  co’s  want  to  prime,  rest  partner. 

a)  We  will  target  the  top  1 00  companies  that  go  after  these  types  of  opportunities. 

b)  We  could  also  sell  to  big  co’s  who  are  looking  to  get  into  gov’t  space 

c)  Product  could  work  for  finance  community;  it  could  include  our  analysis  of  who  would 

win  & why...  but  must  be  careful  with  that. 
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d)  Not  a product  for  small  or  med.  companies. 

5)  To  participate,  INPUT  should  spend  $500K  - $1M  to  do  create  a deep  dive  product 

a)  The  Product  will  forecast  and  assess  competitive  landscape  - who’s  likely  to  bid  and  win 

b)  Focus  on  major  programs,  but  probably  not  GWACs 

c)  Product  might  support  an  advertising  component  (companies  would  pay  to  have  their 

“story”  appear) 

d)  Have  an  Events  component  to  the  program;  for  example,  an  event  for  a specific 

opportunity  with  the  gov’t  P.M.  that  would  only  be  open  to  subscribers.  The  Gov’t  P.M. 
will  want  to  do  it. 

e)  Could  apply  concept  to  S&L  as  well 

f)  Give  product  to  Gov’t  for  free  in  exchange  for  their  assistance  with  updates. 

6)  Staffing: 

a)  Need  different  person  to  do  this,  not  an  “IA”  person,  who  should  be  doing  “market 

research”.  Skill  is  ability  to  pull  all  info  together.  Would  need  a Cavanaugh-  or  Luttner 
-type  individual  to  run  it 

b)  Staffing  required:  10  people  for  20  procurements  (?)  start  with  2 per  dive 

c)  Probably  need  3 people  staffed  and  building/maintaining  the  first  set  before  we  get  our 

first  dollar 

d)  We  would  also  contract  out  a piece  of  the  build,  at  an  est.  $30k  per  opportunity  cost. 

7)  Pricing 

a)  Companies  will  pay  $20+K  for  deep  dive  product  per  opportunity.  A price  of  $25k  for 

the  program  was  suggested 

b)  We  could  start  by  charging  for  and  tracking  the  Top  5 then  expand  it. 

c)  Need  to  build  with  a Charter  membership  to  get  in  early  adopters.  Sign  up  4-5  for  beta 

test  in  exchange  for  half  off. 

d)  Need  to  factor  in  procurement  and  legal  issues  in  the  product  around  these  opportunities 

8)  Cost: 

a)  The  annual  cost  of  a program  of  20  opportunities  will  be  $1 ,6M;  based  on  10  INPUT 

staff  at  average  cost  of  $100K  plus  $30K  outside  cost  per  opportunity  covered. 

b)  It  was  recommended  we  spend  $250K  to  see  if  it  will  work. 

V.  Other  Product  Initiatives 

1)  General  Comments 

a)  Product  Development  and  Marketing 

i)  Should  we  organize  resources  along  the  Strategic  Canvas  lines? 

2)  INPUT  for  Government 

a)  We  need  to  do  an  interactive  walkthrough  with  all  elements  of  the  Web-site. 

3)  State  & Local 

a)  What  is  the  problem?  Why  is  it  priced  lower  than  Federal? 

i)  Does  not  have  the  same  intellectual  horsepower  behind  it  as  Federal. 

ii)  We  have  not  figured  out  how  to  sell  or  to  take  Onvia  business  effectively. 

b)  What  are  the  S&L  price  points?  Does  S&  L spend  more  on  IT  absent  security  relative  to 
Federal? 

c)  It  should  have  a dedicated  product  leader  in  Marketing • 

d)  The  market  for  S&L  should  read,  “ at  least  270,000  vendors.  ’Brand  can  be  built  by 

targeting  these  270,000  first 

4)  Federal: 
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a)  Foundational  imperatives  to  strengthen  opportunities.  We  must  proactively  market  these 

changes.  It  must  combine  content  and  analytics. 

b)  Need  more  push  promotion  about  other  products  (labor  pricing , teaming,  etc.) 

c)  We  will  not  outsource  procurement  notification  processing  this  year.  Defer  until  201 0 
at  the  earliest. 

d)  Competitive  Intelligence  offering.  It  is  an  imperative  that  we  develop  this. 

5)  “How  To”  Marketing  Services  Initiative 

a)  Why  did  we  even  spend  time  on  this?  2 Events  per  Qtr  at  $15K  revenues  per  event  is 
$120K  per  year!  Just  do  it! 

b)  Events:  One  of  each  per  quarter  (1  teaming  and  1 training) 

i)  Cost  = cost  of  breakfast  or  less 

ii)  Revenues  would  be  $ 1 5 K per  event 

c)  Noted  that  our  existing  events  draw  80%  members,  we  want  to  get  more  nonmembers 

d)  We  should  be  doing  “how  to”  Webinars;  this  will  help  with  the  concept  that  INPUT 

provides  the  “place”  to  do  gov’t  business 

e)  Need  to  flesh  out  value  of  this  initiative;  everyone  has  different  “issue” 

f)  Consider  not  putting  into  budget  because  it  can  be  treated  incrementally  once  we  have  a 

plan  which  should  be  delivered  in  Q1 . 

6)  Paid  Placement 

a)  Do  not  use  the  term  “pop-ups  ” in  our  plans 

b)  How  would  we  sell  it?  How  does  someone  pay?  We  will  not  do  outsourcing  until  we 

learn  how  to  do  it  and  not  repeat  the  problem  we  had  with  sales  outsourcing  in  2008 

c)  Package  of  impressions,  we  have  to  validate  for  the  members;  the  higher  the  relevance  of 

the  audience,  the  higher  the  rate  we  can  charge 

d)  Issues  to  address: 

i)  Ads  should  be  informational  and/or  promotional? 

ii)  Exclusivity  that  members  may  ask  for. 

7)  Task  Orders 

a)  This  idea  is  the  highest  priority 

b)  Great  idea  -start  without  a plan!  (Discussion  of  value  to  EDS  as  example) 

c)  Northrop  has  internal  system,  wouldn’t  want  to  share  due  to  competition.  Speed  ot 

getting  tasks  to  subs  is  very  important. 

d)  Push  is  important;  it  also  relates  to  deep  dives. 

e)  Could  we  get  people  to  pay  $50K  a piece? 

8)  Costs: 

a)  Opp  Advisor...  up  to  $1.6M 

b)  TO  Portal. ...75days....$50K 

c)  How to....$200K 

d)  Paid  Placement.... $200K 
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Notes  of  Meeting  - Day  2 

VI.  Action  items: 

1)  Schedule  periodic  product  brainstorming  sessions  with  Mary  Ann,  Tom  and  others  to  review 
current  products  and  talk  about  enhancement  ideas  and  other  new  offerings. 

2)  Review  Economic  Research  Institute  and  consider  how  we  might  combine  their  survey 
aggregation  on  labor  rates  with  our  bottom  up  analysis. 

3)  Assign  a project  code  for  Open  Web/INPUT  portal. 

4)  Brand  the  INPUT  portal  ASAP  ( whatever  we  decide  to  call  it,  need  to  brand  it  quickly) 

VII.  Demo  of  INPUT  for  Government  Community  by  Kevin  Plexico 

Kevin  walked  the  group  through  INPUT’S  Federal  and  S&L  services,  demonstrating  what  a 
government  employee  can  access  and  how  they  might  use  the  information.  Specific 
comments/questions  from  the  group  included: 

1)  We  should  never  include  a link  within  our  service  that  moves  a user  to  a non-INPUT  site, 
allowing  us  to  lose  a user.  Its  fine  to  open  a second  window  for  that  non-INPUT  link,  but  our 
window  must  remain  visible. 

2)  We  have  a “horrible  tendency”  to  throw  everything  in  for  free  - this  must  stop. 

3)  Are  there  any  publically  available  databases  that  we  can  incorporate  to  provide  additional 
details  on  companies  and  individuals? 

4)  Understanding  that  the  government  employee’s  use  of  the  service  will  be  more  cyclical,  we 
need  some  content  that  will  bring  them  back  to  the  site  more  frequently. 

5)  Develop  “contributor  databases”  where  the  users  can  update  their  organizational  and  contact 
information  and  possibly  submit  other  content.  Can  we  aggregate  Factiva,  D&B,  Google  and 
other  sources  to  create  a dossier  builder  for  individuals? 

6)  We  need  both  broad  and  deep  coverage.  We  have  broad  opportunity  coverage  and  need  the 
deeper  dives. 

VIII.  BLUE  Ocean  discussion 

1 ) Open  Web  allows  us  to  play  in  the  larger  market,  using  current  content  as  well  as  new 
content. 

a)  We  need  to  be  specific  about  whether  this  addresses  Federal,  S&L  or  both  markets. 

b)  We  will  not  refer  to  our  users  as  “traffic”.  We  are  creating  a workflow  destination,  with 

utility  and  value,  rather  than  a site  that  simply  generates  traffic.  Traffic  and  eyeballs  will 
be  internal  terms  used  to  define  measurable  metrics. 

c)  Instead  of  “Advertising”,  use  “accommodating  client  marketing  messages.” 

d)  We  will  use  the  term  professional  or  business  network,  not  ‘social  network  . 

e)  Need  to  adjust  the  concept  of  the  portal  as  a “front  door”  to  one  including  several  “front 

doors”  depending  on  role,  information  sought,  etc. 
j)  We  need  one  single  owner  for  the  gov  ’/  community? 

2)  General  discussion  about  schedule  for  Open  Web.  Conclusion  was  that  we  would  have  a 
staged  plan,  rather  than  waiting  until  the  entire,  multi-staged  plan  is  ready  for  Board  review. 
A proper  plan  with  content  defined,  skill  requirements  detailed  and  level  of  effort  estimated 
is  needed. 

3)  Recommended  that  we  include  no  revenue  or  expenses  in  the  financials  for  2009  until  we 
have  a plan 
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Functional  Plans 

IX.  KEVIN  GATES  - FINANCE  AND  ADMINISTRATION 

1)  Key  Objectives 

a)  May  need  to  add  personnel  to  augment  metrics  and  analysis  function 

b)  Question  was  raised  as  to  how  much  money  could  be  made  for  2009  from  our  cash  - 

Kevin  advised  not  to  pull  money  from  money  market  funds  and  would  assess  other 
options,  and  recommends  building  a “Treasury  Ops”  function. 

c)  SharePoint  needs  to  be  upgraded  - this  will  require  IT  involvement. 

d)  2009  is  a good  year  to  put  into  place  structure  and  platform  to  support  planned  growth 

2)  Resource  Plan 

a)  How  do  we  want  to  position  our  benefits  package? 

i)  Agreed  to  find  what  CSC  offers  employees  and  look  at  copying  it 

ii)  We  would  like  INPUT  to  qualify  for  ranking  “Best  50  Places  to  Work”  therefore 
various  processes  and  practices  need  to  be  taken  into  consideration. 

b)  Bad  debt  of  $155K 

i)  About  ±30  companies  generate  the  $144K  bad  debt 

ii)  Kevin  will  examine  the  process  in  assessing  prospects  for  bad  debt  upon  sales 

c)  The  volume  of  quarterly  payments  is  now  'A  of  orders  as  more  small  companies  are 

managing  their  cash  flow.  This  is  a dramatic  increase  over  a few  years  ago 
i)  Kevin  will  Track  # of  customers  opting  to  pay  quarterly. 

d)  Pricing,  bundling,  etc.  needs  to  be  looked  at  more  in  depth. 

i)  Consider  different  pricing  methodologies  and  report  back  on  thoughts 

ii)  Outsell  advised  against  a per  seat  plan 

e)  Agreed  that  there  are  no  big  staff  changes  forecast  in  the  company  but  there  is  a need  for 

succession  planning. 

f)  Legal  needs  for  next  year? 

i)  No  - partnerships  and  other  things  do  require  attention,  but  support  in  place. 

X.  MICHAEL  ROMBACH  - MARKETING 

1)  Marketing  consists  of  3 main  groups  for  2009:  product  management  for  current  products  (red 
and  purple),  Web  (new  product  group)  and  the  support  functions  (events,  marcomm  and  Web 
marketing). 

2)  Mike  has  too  much  on  his  plate  and  hiring  is  critical. 

3)  Marketing  delivers  prospects;  we  must  do  promotions  to  generate  new  business. 

4)  CovEx  and  GeoEx  (what  is  this?)  promotions  will  be  programmatic. 

XI.  BRIAN  HANEY  - MEMBER  SERVICES 

1)  Key  Challenges 

a)  When  asked  why  target  of  $ 1.336m  lower  than  last  year,  Brian  advised  that  we  are  out  ot 

runway  with  strategic  accounts.  This  was  questioned. 

b)  We  should  ask  “ What  can  we  sell  members  ” first,  then  ask  about  prospects. 
i)  What  does  that  imply  for  people  needs  on  our  team? 

c)  Brian  and  team  must  take  charge  of  the  $253K  in  up-sell 
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i)  We  have  1500  members.  How  do  we  get  them  to  buy  more?  Can  we  sell  10%  of  the 
500  big  customers  a $10K  product  > yielding  $500K  Revenue 

ii)  Even  with  the  large  # of  members  Brian  still  believe  we  are  out  ol  runway  due  to  the 
shift  in  mix  to  small  bus.  Mix  shifts  to  higher  risk  customer,  based  on  pure  renewal 
efforts.  Growth  will  be  at  a lower  c.v. 

iii)  We  need  to  be  doing  task  order  or  other  things  recommended  earlier  to  find  the 
upside 

d)  The  renewal  plan  was  built  bottom  up 

i)  We  want  to  stretch  another  point,  but  do  not  want  to  quota  that  point. 

ii)  CovEx  is  in  the  renewal  rate. 

iii)  We  have  found  that  certain  products  suggest  likelihood  to  buy  other  products. 

e)  We  added  an  FTE  to  support  S/W  sales  more  fully. 

i)  Overlay  in  active  sense  not  passive. 

ii)  Salesforce,  MS  CRM,  & others  will  follow 

1)  The  Upsell  Specialist  on  org  chart  will  have  a quota.  And  would  like  to  re-visit  in  light 
of  the  “Top  20”  initiative. 

2)  Key  Initiatives 

a)  We  are  outsourcing  FOIA  to  a fast  growing,  significant  organization  that  started  way 

after  us.  It  is  a shame  that  we  missed  the  opportunity 

b)  Member  Health  and  knowledgebase  are  both  important. 

XII.  KEVIN  PLEXICO  - OPERATIONS 

1 ) Key  Initiatives 

a)  SBC  (outsourcer)  cannot  implement  the  Near  Real-Time  Opportunity  Notifications  as  the 

data  requires  much  analysis  which  cannot  be  trusted  to  a 3r  party. 

b)  Briefings  to  Government  on  Govt  Community  are  most  important  for  our  Business  and 

the  Company  mindset.  Kevin  and  Tom  will  follow-up  on  opportunity  to  present  to  more 
Gov.  Employees  (Monthly  presentations  at  Ft.  McNair) 

2)  Resource  Plan 

i)  There  must  be  a back-up  for  Kevin  in  Federal  Operations. 

ii)  The  Ors  Charts  must  be  updated  to  make  clear  the  information. 

iii)  Tech  Ops  will  stay  under  Kevin’s  management. 

iv)  Red  & Purple  initiatives  will  be  slotted  against  individuals  on  the  ors  charts. 

v)  Top  20  and  IA  responsibilities  and  staffing  are  separate.  They  have  different  buyers, 
so  keep  products  separate. 

XIII.  MARYBETH  COCKERHAM  - SALES 

1)  Key  objectives 

a)  Marybeth  confirmed  that  the  plan  included  an  increase  in  transactions  per  month  from  an 

average  of  2.0  to  2.5  based  on  maintaining  recent  performance;  however,  seasonality  is  a 
factor  that  must  be  considered. 

b)  We  agreed  to  bring  in  a channel  sales  person  (e.g.  Ingram)  who  will  report  to  MBC  not 

Deepak. 

c)  We  must  address  how  CovEx  sales  will  be  sold  to  non-IT  companies. 

d)  Mary  Beth  to  document  and  report  the  mix  shift  from  last  year  to  now. 

2)  Resource  Plan 
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a)  There  seem  to  be  more  than  enough  prospects  for  existing  products  identified  on 

segmentation  slide  #53  for  Sales  to  make  the  plan  without  adding  new  products  or 
increasing  capacity.. 

b)  Therefore  selling  CovEx  should  be  based  on  an  increase  in  sales  team  resources  and 

capacity. 

XIV.  TIM  DOWD  - APPLICATION  DEVELOPMENT 

1 ) Key  initiatives 

a)  Outsell  is  in  process  of  doing  an  infrastructure  assessment  with  report  due  week  of  1 1/1 7. 

b)  Database  analysis  is  planned  for  December 

c)  Business  Intelligence? 

i)  Where  is  it?  Did  not  make  list  because  no  revenue  tied  to  it.  This  is  not  consistent 
with  our  strategic  framework 

ii)  We  will  do  a proper  analysis  of  BI  and  then  report  to  the  Board  with  an  answer. 

Hi)  We  committed  to  assess  and  to  add  to  the  schedule.  We  can  then  discuss  when  to  do 
it  rather  than  if. 

XV.  TIM  DOWD  - INFRASTRUCTURE 

a)  Agreed  the  business  needed  a true  geographic  redundancy 

b)  Agreed  to  update  SharePoint  and  Knowledge  base  system  and  put  in  plan 

c)  We  will  investigation  of  Web  based  communication  tools  to  support  sales  and  member 
interaction 
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MEMORANDUM 


TO: 


DATE: 


FROM: 


October  24,  2008 
INPUT  BOD 
Peter  Cunningham 


SUBJECT:  Board  Minutes 


Agenda: 

1 . Action  items  from  October  Strategy  meeting  and  related  expectations  for  November 
meeting. 

2.  Agenda  for  November  meeting. 

3.  'Rocks'  for  4th  Qtr  (and  implications  for  objectives,  if  any.) 

4.  Timeline  for  compensation  plans  development  for  2009 


i The  Strategic  Plan  to  be  used  for  review  is  the  Jupiter  plan.  The  last  Rockefeller 
plan  was  circulated  as  an  example  of  what  we  could  use  and  although  much  of 
the  content  is  still  relevant  it  was  not  mtended  to  represent  the  current  plan 
We  have  agreed  to  use  the  Rockefeller  plan  format  as  the  strategic  planning 
reporting  vehicle  to  the  Board  at  our  quarterly  meeting. 

li.  We  agreed  to  review^  what  went  right  (renewals,  for  example)  as  well  as  what 


Minutes: 


2. 


the  whole  executive  team  would  attend  all  except  the  staff  review  session 


a.  Business  Review 


went  wrong. 


b.  Market  Data  would  presented  as  in  the  draft  agenda 


not  become  actionable. 
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d.  Target  Markets.  We  need  to  know  where  are  our  members  and  prospects  spending  their 
money. 

For  example,  Jed  and  Tom  raised  the  issue  of  ad  spending.  Tom  said  that  FCW  has 
problems  with  ad  spending  but  Pete  pointed  out  this  is  true  for  all  paper  publications  as 
ad  and  promotion  spending  shifts.  Events  for  example  are  growing  fast.  We  have  a small 
ad  business  now  in  sponsorships.  Jed  stated  we  should  no  how  much  our  members  soend 
on  marketing  and  how  they  spend  it;  a bottoms  up  approach.  Peter  said  we  had  done  a to 
down  approach  in  the  past  using  Veronis  Suhler  data  and  factoring  it.  (We  should  do  both 
actually  in  each  area  and  see  if  we  come  to  the  same  rough  sizes;  that  is  what  good 
market  research  is  about) 

Tim  pointed  out  that  he  did  not  have  much  of  this  data  and  only  had  1 Vi  weeks  to  put  it 
together. 

(A  possible  solution  to  this  problem  is  for  us  (probably  me)  to  spec  a market  research 
project  at  the  corporate  level  and  put  it  out  to  bid.  The  internal  organization  can  bid  if  it 
chooses.  This  will  probably  be  a multi  hundred  thousand  dollar  project  but  it  will  tell  us 
what  is  our  ecosystem,  work  flows  in  our  members,  potential  market  sizes  by  type  of 
organization,  etc.  It  could  feed  into  our  strategic  planning  process  next  year.) 

e.  Strategic  Roadmap  or  Framework;  Tim  pointed  out  that  this  will  be  a rough  guide 
showing  the  sources  of  revenue  by  year  but  not  the  detail  of  markets/products/etc.  as  that 
will  be  the  strategic  planning  process  next  year. 

f.  2009  Existing  Market/Product/Business  Initiatives.  For  the  Board  we  want  a one  page 
summary  of  each  product;  including  number  of  members  by  year  (2008/9),  pricing, 
revenues  by  year,  marketing,  product  and  sales  initiatives,  staffing  and  organization,  etc. 
As  Maryann  said  the  summary  dashboard  for  all  products  then  broken  down  into  the 
granularity  of  each  product/business  area  including  Events,  etc.  Peter  will  w ant  to  see 
further  granularity  in  the  detailed  plans. 

g.  2009  New  Market/Product/Business  Initiatives.  This  is  the  “Challenge"  area.  We  want 
more  detail  on  this.  Tom  said  this  is  where  we  should  be  spending  most  of  our  time.  We 
want  the  same  format  for  material  as  for  existing  products  but  more  discussion  on  reason 
for  choice,  etc. 

h.  Functional  Plans;  accepted  w ith  no  discussion  that  we  would  cover  these. 

i.  Financial  Plan.  Tim  said  he  was  used  to  starting  w ith  this  and  then  showing  the  bricks 
that  made  up  the  numbers  in  a waterfall  approach.  He  would  start  with  the  existing 
‘bricks’  and  then  add  new  ones. 

There  was  general  agreement  that  this  was  a good  approach  and  the  Agenda  was 
subsequently  modified  substantially  as  a result  (see  below'). 

j.  Organization  & Staff  Review.  Jed  stated  and  it  was  agreed  that  it  was  important  to  define 
the  roles  needed  in  the  organization  and  then  how  they  would  be  populated,  either  by 
hiring  or  promotions.  This  should  be  related  to  the  new  product  flow  where  particular 
characteristics  were  required. 

We  must  spend  enough  time  on  this  to  discuss  both  the  roles  and  the  personnel 
requirements. 

We  discussed  the  need  to  agree  the  structure  of  the  compensation  plans  including  bonuses 
as  Gates  needs  to  leave  this  meeting  to  prepare  the  budget  for  2009  that  is  to  be 
AGREED  December  18  and  RELEASED  December  22.  Compensation  plans  must  be 
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finalized  well  beforehand;  this  includes  sales  and  MS  incentive  plans  which  Rachel  asked 
about. 

It  was  agreed  that  Tim  will  submit  his  ideas  to  the  comp,  committee  (Maryann.  Peter  and 
Rachel)  before  the  November  meeting.  The  comp,  committee  will  review  and  Tim  will 
present  the  agreed  incentive  plans  plus  general  and  executive  bonus  plans  to  the  Board  at 
the  November  meeting. 

3.  Revised  Agenda  for  the  November  meeting. 

a.  It  was  agreed  that  the  background  material  should  be  circulated  to  the  Board  beforehand. 
The  Board  will  review  it  and  we  will  simply  have  a session  that  addresses  question  s and 
issues  that  arise  from  the  material  after  the  formal  Board  meeting. 

b.  The  Agenda  for  the  remainder  of  the  first  day  will  be  setting  the  Strategic  Roadmap  or 
Framework.  Normally  for  this  meeting  (2009  Plan  Meeting)  there  would  simply  be  a few 
charts  (and  the  Rockefeller  two  page  strategy  report)  to  set  the  stage.  However,  as  we  do 
not  yet  have  a revised  detailed  strategic  plan  other  than  last  year’s  Jupiter  plan  we  will 
have  this  session  to  make  sure  we  have  a rough  guide  to  our  direction.  Tim  will  develop 
the  detail  in  the  first  half  next  year. 

c.  The  afternoon  of  the  first  day  w ill  get  into  the  detail  of  the  business  plans  for  the  current 
markets/products  and  business  approaches.  Changes,  modifications,  cancellations  (if  any) 
will  be  presented  with  expected  investment  requirements  and  results. 

We  will  start  with  red  markets/products  but  will  cover  purple  as  time  permits. 

Tim  will  prepare  a detailed  schedule. 

d.  The  morning  of  the  second  day  will  be  devoted  to  new  (purple  and  blue)  initiatives 

e.  The  afternoon  of  the  second  day  w ill  start  w ith  the  functional  plans  (again  something  that 
w ill  be  circulated  in  advance  in  terms  of  organization  and  staffing  levels). 

f.  The  remainder  of  the  afternoon  will  be  spent  on  compensation,  organization  and  staffing, 
particularly  at  executive  and  manager  levels. 

4.  The  'Rocks’  contained  in  the  2-Page  plan  were  agreed  except  that  we  agreed  to  add  the  MS 
Renewal  rock.  They  are  for  the  4th  Qtr: 

a.  Build  out  the  staff: 

i.  S VP  Technology 

ii.  Business  Leader  for  Analysis  (Reporting  to  Tim) 
in.  SVP  Sales 

iv.  (insure  Marketing  team  is  built  out) 

b.  Launch  1 new  product  with  target  at  least  $1  Million  in  revenue  in  2009 

c.  New  Sales  $1,843  M and  sales/rep  of  $80K. 

d.  Member  Services 

i.  Renewals  $4,949k:  renewal  rate  of  72.5%. 

ii.  Up  sell  $42 IK 

iii.  Sponsorships  $66K 
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5.  Timeline  for  Compensation  Plans  for  2009;  See  above.  We  need  a detailed  timeline  from  Tim  for 
each  item:  general  staff  increases,  sales  reps  and  sales  managers  plans,  MS  plans,  incentive  plans 
(if  any)  in  Marketing.  Operations  and  R&D.  and  bonuses  (general  and  executive). 

*** 
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Strategy  Meeting  Notes  - BOD  Meeting  10/16/08,  (10  AM  to  2PM) 

(PART  2 of  2 — Notes  taken  during  Tom  Hewitt’s  presentation) 

Note  - The  following  notes  are  a compilation  of  notes  from  both  Mike  and  Tim.  Although  Mike  took 
detailed  notes  during  the  9 Am  to  1 0AM  Tactical  discussion,  such  notes  were  not  his  primary  task  during 
Tom ’s  presentation.  Rather,  his  goal  was  to  engage  in  that  conversation  with  the  BOD  and  to  capture 
some  of  the  specific  potential  product  discussions  on  the  whiteboard.  Accordingly,  the  following  notes 
are  slightly  less  detailed,  but  still  a meaningful  summary  of  the  conversation.  We  suggest  having  an 
assigned  note-taker  present  for  future  meetings  in  order  to  capture  minutes  in  a more  focused  fashion. 


Attendees  - All  BOD  members  were  present  either  in  person  or  via  phone 


Slide-specific  Notes  from  discussion  during  the  strategy  session 

(Slide  # references  relate  to  slides  included  as  part  of  Tom  Hewitt 's  presentation  attached  as 
Annexure  B) 

Introduction 

• Tom  Hewitt  prefaced  his  presentation  by  encouraging  a focus  on  strategy  rather  than 
tactics.  The  objective  for  his  presentation  was  to  offer  both  insights  and  observations 
concerning  INPUT’S  current  situation,  thoughts  on  the  market  in  which  we  are  operating, 
and  ideas  regarding  strategic  and  product  decisions  that  lay  ahead.  His  goal  was  to  foster 
an  open  conversation  amongst  all  members  of  the  BOD  to  move  the  strategy  and  the 
associated  decision-making  forward. 

Slide  2 - Meeting  Ground  Rules 

• Peter  made  a point  of  clarifying  that  New  Initiatives  (e.g.  -this  could  be  an  existing 
product  directed  against  a new  market)  are  just  as  important  as  New  Products  in 
preparing  our  strategy  for  the  next  few  years. 

Slide  3 - Status 

• All  agreed  on  emphasizing  Information,  Intelligence,  and  Insight  as  a theme  moving 
forward 

• Much  discussion  regarding  “Plan  B”.  Tim  interpreted  this  conversation  as  follows: 

o Achieving  growth  and  profit  numbers  are  the  primary  goals.  In  doing  so,  we  must 
deliver  a plan  that  is  flexible  enough  to  achieve  the  goals,  even  if  we  need  to  do  so 
through  adaptation  of  sour  strategy  and  tactics  along  the  way. 

o Tom  described  Plan  B as  back-up  plan  to  be  invoked  when  performance  shortfalls 
occur 

o Jed  noted  the  significance  of  the  culture  of  being  solid,  inward  looking,  risk 
averse  and  lacks  initiative.  Inquired  of  Tim  how  we  could  change  it.  Tim 
responded  by  giving  voice  to  lower  level  associates,  adding  new  talent, 
encouraging  risk  and  directly  engaging  the  organization  at  all  levels. 
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Slide  4 - “The  Challenge” 

• General  agreement  on  the  nature  of  our  challenge 


Slide  5 -“Model  4” 

• General  agreement  on  the  nature  of  our  challenge 

• Peter  suggested  that  the  New  Initiatives  line  (red)  will  necessitate  big  new  initiates  and 
drew  attention  to  how  important  this  item  will  be  in  our  preparation  of  a Strategy  Plan. 
“Big  dogs  need  big  bones” 

• Universally  agreed  that  we  need  new  products  and  initiatives  to  reach  the  20+  % growth 
initiatives 

• Tim  stated  the  base  line  growth  (green  line)  requires  product  enhancements  in  2009  but 
new  initiatives  would  likely  be  needed  in  the  2010  and  201 1 

• Peter  agreed  to  share  his  model  with  operating  team 

Slide  6 

• No  notes  or  action  items 

Slide  7 

• There  was  general  discussion  on  the  assumptions  from  the  Laird  report,  it  was  universally 
agreed  that  optimizing  sales  was  still  required 

• Bullet  point  2 - Action  Item  - be  sure  to  address  this  assumption  as  part  of  our 
assumptions  set  forth  in  support  of  recommended  strategy  for  November  BOD  Mtg. 

Slide  8 - Assumptions  (Part  I) 

• Tom  stated  that  agreement  on  assumptions  was  critical  to  success  and  we  needed  to 
review  them  at  quarterly  BOD  meetings. 

• Takeaway  Idea  - Target  defense  contractors  who  may  be  going  “down-market”  to  pick 
up  new  IT  projects  while  seeking  to  replace  projects  lost  to  cuts  in  defense  spending 
(likely) 

• Peter  stated  all  and  any  change  was  likely  good  for  our  business 

• There  was  debate  over  the  quality  of  our  current  story'  but  there  was  consensus  we  need  to 
better  define  our  growth  runway 

• There  was  agreement  that  the  current  changes  would  entice  new  entrants  into  government 
contracting  creating  potentially  new  members 

Slide  9 - Assumptions  (Part  II) 

• Group  consensus  was  that  we  do  NOT  see  large,  well-heeled  competitors  (such  as  Lexis- 
Nexis,  McGraw  Hill,  etc.)  emerging  as  serious  competition  soon,  BUT  we  COULD  get 
“Googled”  by  an  unseen  competitor  making  a move  into  the  government  space. 
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Slide  10  - Spaces  to  Avoid 

• Re:  first  item  (Lobbying  and  Policy);  the  group  agreed  that  we  did  not  want  to  pursue  this 
business. 

o However,  it  was  also  agreed  that  there  MIGHT  be  an  opportunity  to  serve  the 
lobbyists  with  a product  geared  to  their  needs/tastes.  This  is  worth  more 
consideration 

• Agreed  to  remove  Item  3 (Deep  dives. . . ) and  related  sub-bullets  for  m the  “Avoid  list 
for  now 

o On  sub-bullet  2 (Where  we  have. . . ) it  was  agreed  that  we  should  change  “in- 
house  expert”  to  “in-house  expertise ” instead 
o We  also  discussed  how  we  can  offer  access  to  items  like  proposal  support  and 
capture  consulting  without  owning  the  expertise  but  providing  a conduit  to  those 
types  of  services. 

Slide  1 1 - “Criteria  for  New  Product  Ideas” 

• Change  Item  4 (“Has  sustained  growth”)  to  read  “ Need  a long  runway"  instead 

• We  also  agreed  we  need  to  develop  multiple  revenue  models  and  not  rely  on  just  the 
traditional  subscription  model 

Slide  12  - Growth  to  10% 

• Reemphasized  that  meaningful  enhancements  are  needed  to  drive  10%  growth 

Slides  13  and  14- 

• Peter  indicated  his  definition  of  new  product  is  something  that  is  added  to  the  price  list 

• Tim  also  indicated  our  growth  will  be  a combination  of  new  products,  initiatives  and 
enhancements  to  existing  products 

• It  was  agreed  we  need  to  re-invigorate  our  analysis/consulting  offering  with  a dedicated 
leader  reporting  directly  to  President/CEO.  There  was  some  spirited  debate  on  the  type 
of  leader  needed  Tom  felt  like  there  were  only  a select  few  individuals  who  could  lead 
this  effort,  Peter  shared  that  an  execution  oriented  person  could  leverage  the  current  team 
to  deliver  a compelling  offering.  Tim  agreed  to  follow-up  with  Tom  to  gain  more  insight 
on  the  type  of  person  needed  from  his  perspective.  A search  will  commence  in  Q4 

Slide  15  - Goals 

• Re:  Item  1 - agreed  to  read  “New  Product  each  Quarter  Starting  01  ‘ 09 ” 

Addendum  portion  ofTH presentation: 

Slide  19  - “Growth  Areas. 

• Re:  Item  1 - emphasis  on  “upcoming  programs"  - with  discussion  being  “NOT  on 
GWACS” 

• Re:  Item  4 (Target  High  dollar. . . ) 

o Could  lead  to  “Area  Reports”  product 
o Probably  events-centric 
o Get  outside  of  DC  to  execute  this  plan 
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Slide  20 

• (No  changes  noted) 

Slide  21 

• Key  takeaway  - “Make  other  people’s  information  available  through  INPUT"  (with  a 
follow-up  item  to  consult  with  MAH  on  what  that  right  content  might  be) 

Slide  22 

• (No  changes  noted) 

Slide  23 

• Per  Tim  Dowd,  we  must  develop  a filter  to  understand  these  potential  markets  better. 
What  are  the  important  characteristics  of  each?  (importance  to  buyer) 

Slides  24  and  25 
(No  changes  noted) 

(End  of  slide-specific  notes  from  the  strategy  session) 


Other  General  Notes  (not  slide-specific)  from  discussion  during  the  strategy  session: 

JL  “Stop  trying  to  be  “ The  Authority ” and  change  to  “ Aiding ” the  ecosystem/market” 

Enable  the  ecosystem  to  work  better  “We  should  create  the  Linkedln/MySpace  for  this 
industry 

PC  “Sponsored  Research”  is  a chance  to  tap  ad/promo  budgets  rather  than  Research/BD 
Budget 

New  iteration  might  be  a “Buyers  guide”.  Distribute  to  2,000  people  where  suppliers  pay 
for  ads  to  be  associated  with  IT.  Need  ad  sales  experts  to  sell  IT. 

TD  Key  Takeaway:  we  can  move  horizontally  into  market  with  analysis  even  before  or 
independent  of  having  opportunities  product  to  serve  that  market. 

Action:  Peter  wants  us  to  consider  software  as  a product  opportunity.  Gets  better 

multiples But  Tim  pointed  out  we  are  not  a software  company. 

New  SVP  Technology  should  be  capable  of  “productizing”  software  using  current  assets 

PC  Asserts  that  we  should  explore  vendor  analysis  as  a product  opportunity. 

TH  Who  will  buy  it? 
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Sidebar  Dialogue  RE:  TOP  20  PROGRAMS 
Regarding  the  Outsourced  B.D.  idea. . . 

JL  Is  excited  because  it  “gets  us  to  3k  customers,  with  good  average  price” 

PC  also  likes  the  idea. 

TH  Recommends:  Pick  top  5 and  cover  them  comprehensively 
TD  When  do  I get  revenue  from  this  effort? 

TH  People  will  call  you  to  ask  for  the  data 

PC  2nd  life  is  a “ Must-Do ” - run  this  past  SVP  Tech 

PC  Asked  us  to  revisit  the  one  page/four  page  strategy  plan  document  (and  update  by  Q) 

Assess  the  failures  (post  mortems)  and  the  ongoing  initiatives  (forensic  assessment) 

Possible  Idea 

• Advice  from  Tom  - look  at  presidential  candidates  statements  re:  where  they  plan  cuts 
etc.  - see  if  it  may  create  opportunity.  May  be  a product  for  analytical  team. 


Meeting  concluded  with  the  following  comments: 

• Tim  commented  that  the  thoughts  of  the  BOD  were  in  synch  with  a lot  of  the  planning 
the  operating  team  was  currently  developing. 

• Furthermore  he  stated  that  the  team  developed  the  initiatives  as  a result  of  the  research 
and  the  BOD  was  a combination  of  experience  and  insight. 

• The  Operating  team  will  deliver  in  November  a strategic  roadmap  and  2009  initiatives 
with  a first  look  at  2009  budget. 

• Details  for  2010  and  201 1 would  be  addressed  in  the  2009  planning  process. 


SUMMARY  OF  PRODUCT  IDEAS  THAT  EVOLVED  DURING  THIS  SESSION: 

1.  Vendor  Analysis/Information 

2.  Intellipedia 

3.  Web  2.00 

4.  Buyers  Guide 

5.  Technology  Trends  (Analytical ) 

6.  Salesforce.com  (on  steroids) 

7.  Business  information  add-on  (Cognos  idea) 

8.  Connective  Tissue 

9.  Expanding  beyond  IT  (Into  other  markets) 

10.  Bottom  up  Analysis 

11.  Information,  Intelligence,  Insights 

12.  Top  20  programs 

13.  Health 
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2009 

2008 

Growth 

2009/2008 

Orders 

Renewal  Base 

23,049,439 

Subscriptions  - Renewal 

17,056,585 

15,160,000 

13% 

Renewal  rate 

74% 

72% 

Subscriptions  - New 

Sales  Teams 

6,900,000 

6,300,000 

10% 

Upsell 

1,600,000 

1,533,000 

4% 

Electronic/Web  Sales 

Events 

1,000,000 

770,000 

30% 

Other 

300,000 

170,000 

76% 

Total  Ord 

ers 

26,856,585 

23,933,000 

12% 

Revenue 

22,993,000 

Subscriptions* 

24,070,472 

21,908,533 

Events 

1,000,000 

831,237 

Other 

300,000 

216,489 

Total  Net  Revenue 

25,370,472 

22,956,259 

% Growth 

11% 

* Conversion  factor  applied  to  increase  in  Orders  over  prior  year  is: 

42% 

R 2009  Orders  Rev  (2)  111308  PAC.xls 
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• Profit  Sensibility 

o Focusing  on  the  "bottom  line"  has  enabled  us  to  increase  our  cash  reserves 
at  a time  of  economic  uncertainty 
o Foundation  set  for  profitable  future  performance. 

• Member  Services  Up-Sell 

o Increased  orders  levels  by  25%  year-over-year,  despite  missing  plan, 
o Dedicated  focus  on  new  business  pipeline  management 
o High  volume  of  up-stream  migration  to  Solution  and  Complete  - both  Fed 
and  S&L. 

o Still  working  to  achieve  specific  product  focus,  especially  in  Analysis, 
Software. 

• Sales  Organization  and  Traction 

o Results  slightly  slower  to  manifest  than  anticipated  but  results  are  now 
showing  progress. 

o Momentum  has  instilled  confidence  in  the  team, 
o Sales  realignment  in  Q1  is  now  translating  to  productivity  in  Q3/Q4. 

• Sales  and  Member  Services  Training  and  Education 

o Implemented  certification  program  in  both  organizations  - helped  to 
identify  areas  of  training  need. 

o Cornerstone  implementation  strengthened  leadership  teams. 

• E-Commerce  Document  Sales 

o Migration  of  document  library  to  open  Web  has  driven  $20k  in  e- 
Commerce  sales. 

o Sales  have  resulted  even  with  almost  no  promotion  or  sales  activity  - 
presents  a significant  opportunity  to  expand. 

impi  o v cment Opportunities  > 

• Focus  on  Key  Initiatives 

o Jupiter  Initiatives  were  quickly  overshadowed  by  other  projects 
o Three  of  five  had  no  early  revenue  projections  attributed  to  them 

• Product  Development/Product  Management 

o Issues  with  product  planning,  release,  and  go-to-market  activities 
hampered  new  product  launch  and  overall  performance 
o No  clear  “owners”  of  release  activities. 

o Lack  of  marketing  support  (prospecting/lead  generation)  in  the  process 

• Marketing  Resourcing 

o Marketing  has  run  lean  all  year  - unable  to  get  to  staffing  plan 
o Lack  of  focus  on  product  development  and  strategic  branding 

• Consulting  Database 

o Not  made  a priority  - no  time  dedicated. 

o Did  not  consider  benefits  of  partnering  rather  than  building  ourselves 

• Business  Intelligence  Tool 

o Lack  of  compelling  business  case  caused  opportunity  to  be  overshadowed 
by  other  priorities 
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• Government  Community  Development 

o Lack  of  dedicated  internal  “champion”  and  PM 
o No  marketing  cover  to  support  interest  generation. 

• IEP  Program 

o Lack  of  selling  skills 
o Limited  interest  below  Strategic  level. 

• Execution  of  New  Sales  to  New  Markets 

o Placed  all  true  growth  expectations  on  untested,  under-developed  products 
and  unproven  sales  models. 

• Sponsorships 

o Untested  sales  model  (Member  Advisors) 
o Lack  of  true  “repeat”  business 

• Outsourced  Sales  Model 

o Orders  expectations  associated  to  an  untested  model, 
o Products  require  human  attention  to  sell  - people  who  “know”  INPUT, 
o No  true  “standard”  to  orders  - many  exceptions 

• E-Commerce  Subscription  Sales 

o Products  were  ultimately  not  suited  to  “sell  themselves.”  GovEdge  has 
proven  to  have  a human  sales  dimension. 

Lessons  Learned 

• Insufficient  vetting  of  forecasts 

• Strong  product  development  process  and  organization  are  critical  to  our  new 
business  success. 

• Need  to  manage/mitigate  initiative  creep. 

• We  cannot  bank  all  new  business  on  unproven  sales  models.  Must  be  a healthy 
mix  of  channels. 

• Sponsorships  need  specialized  sales  focus.  They  do  not  sell  themselves,  as  was 
assumed. 

• Up-sell  is  key.  If  Sales  can  “get  the  member  into  the  tent,”  MS  can  grow  the 
business. 

• Marketing  is  critical  - product  development,  strategic  branding,  and  lead 
generation  are  all  connected.  We  cannot  be  slow  to  hire  or  underinvested  here. 

• We  must  continue  to  strengthen  the  core  just  to  stay  competitive. 

• Partnerships  are  an  important  part  of  rapidly  taking  new  offerings  to  market  - 
whether  consulting,  business  intelligence,  reseller  channel. 

• Need  to  eliminate  inconsistent  goal  setting  and  ambiguous  ownership 

• Provide  more  training  support  for  non-database  sales 
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Fed  Complete 
Fed  Sales  Solution 
Federal  Opportunities 
TJtner 

Total 


1 

Yellow  Shaded  Areas  Reflect  YTD/Results  vs.  Plan 

2008  YTD 
Thru  Oct 

? 

t$n 

6,294,818 

4,455,753 

3,233,608 

rM 

w 

8,938,642 

4,990,443 

3,168,936 

CV% 

Change 

30% 

11% 

-2% 

9,849,934 

4,101,552 

3,250,676 

L\\o 

—LI-* 

TW 

16,930,078 


2,205,623 

19,303,644 


-20% 

12% 


270,750 

17,472,912 


•27 


1 7.*f7 


Total  Direct  Expenses 


2,629,213 


Contribution  Margin  ($) 
Contribution  Margin  (%) 

Key  Objectives 


PSCJTU^. 


INPUT  as  the  indispensable  “first  stop"  to  access  information  on  government 
buying 

Results:  Total  page  views  up  33%  vs.  prior  year.  Monthly  Unique  Users  up  33%  vs. 
prior  year.  Unique  users  per  member  up  18%  vs.  prior  year. 

Expand  vendor  community  and  establish  government  community  - increase  interactions 
(show  # users/usage  2007/8  chart) 

Results:  # of  member  companies  up  12%  vs.  prior  year.  # of  Active  Users  up  33%  vs. 
prior  year.  Number  of  government  community  users  over  1 ,000. 

Incorporate  INPUT  into  member  applications 

Results:  Implemented  Salesforce.com  v2  Connector  penetrating  over  100  member  ufko^- 
accounts.  Released  MS  CRM  Connector  beta  in  October. 

Open  web  strategy  - expose  more  content  to  external  search  engines 

Results:  See  Open  Web  Initiative  Update  in  this  packet. 

Improving  operational  efficiencies 

Results:  Increased  number  of  active  opportunities  maintained  per  analyst  by  19% 
while  increasing  quality.  Estimate  we  have  saved  $400k/year  by  offshoring  some  of  our 
content  operations.  .J 


i|  M 
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2008  Recap 
S&L  IS 


Yellow  Shaded  Areas  Reflect  YTD/Results  vs.  Plan 


2007 

2008 

% Change 

Oct 

Existing  Products 

State  & Local  Complete 

1,585,021 

1,275,191 

State  & Local  Sales  Solution 

679,153 

786,598 

State  & Local  Opportunities 

1,257,814 

984,493 

Vertical  Solutions/Other 

380,499 

Total 

2,676,042 

3,521,987 

32% 

3,426,781 

Expenses 

1,586,144 

Contribution  Margin  ($) 

1,935,843 

Key  Objectives: 

* Existing  products  break  even  in  2008 

Results:  Growth  has  been  strong  in  2008  - on  pace(for  20-25°/^  Based  on  growth  of  S&L  IS  and  costs 
being  in  line  with  plan,  S&L  IS  is  well  positioned  to  be  a profitable  business  for  INPUT  in  2008. 


UlMt-  /<7  (2c$Otr-  \ 
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2008  Recap 
Industry  Analysis 


11/7/2008 


Yellow  Shaded  Areas  Reflect  YTD/Results  vs.  Plan 

2008  YTD 

2007 

2008  Plan 

% Change 

Thru  Oct 

Existing  Products 

Federal  Industry  Analysis 

855,162 

1,011,872 

18% 

808,760 

Federal  Trend  Advisor 

148,500 

87,192 

S&L  Industry  Analysis 

288,984 

404,789 

40% 

336,106 

S&L  Trend  Advisor 

128,700 

- 

E-commerce  Report  Sales 

89,000 

355,000 

299% 

Total 

1,233,146 

2,048,860 

66% 

1,232,058 

Direct  Expenses 

432,542 

Contribution  Margin  ($) 

1,616,319 

Kev  Objectives: 

* Achieve  growth  in  Industry  Analysis  through  creation  of  new  Trend  Advisor  product  targeting  small/medium  sized  companies 

cocx^js.  nzs  { ___________ 

Resulteff$87k  in  Trend  Advisor  subscriptions  have  been  sold  vs.  plan  of  $275k.  Sales  & MS  upsell  have  not  gained  sufficient 
tractibm  Stfong’price  resistance  and  reluctance  of  sales  and  MS  to  lead  with  'analysis'  offering  are  contributing  factors. 


Establish  thought  leadership  positon  in  the  market  for  INPUT'S  analysis. 

Results:  Executive  Briefings  and  Speaking  Engagements  up  at  least  20%  vs.  prior  year.  We  are  getting  called  on  to  present  in  front 
of  executives  much  more  frequently.  Tvledia  Mentions  YTD'vs.  2007  are- up  21%. 
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2008  Recap 
IEP 


11/7/2008 


Yellow  Shaded  Areas  Reflect  YTD/Results  vs.  Plan 


2008  YTD  Thru 

2007  2008  Oct 

Orders  169,867  839,325 

Program 

Terminated 

Direct  Expenses  893,347 

Contribution  Margin  (433,687) 


Key  Objectives: 

* Establish  IEP  as  the  premier  peer  group  program  for  the  government  industry 

* Deliver  high  quality,  high  impact  IEP  research  and  events. 

* Grow  IEP  contract  value  by  a factor  of  5X  to  $839,000  with  a stretch  goal  of  over  $1 .1  MM  if  we  can 
launch  an  additional  community 


Results:  Program  terminated  in  2nd  quarter  2008  due  to  lack  of  traction.  Lack  of  sales  skills  to 
senior  executives-anti'price/value  issues  in  small  & mid-sized  accounts  were  key  factors?-^ 
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Strategic  Initiatives  - 2008  Recap 


® Organization  Charts  & Contacts 
® GovEdge  (FKA  S&L  Leads) 

® Sales  Acceleration  System 
® Open  Web  Initiative 
® Vendor  Ratings  (JD  Power) 


fbvu  W+ 


"ft  n<rt- 
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2008  Strategic  Initiative  Recap 
Organization  Information  Service  (Ol 


r3 

STl 


INPUT 


Description  of  the  Initiative 
Business  Rationale 

Provide  government  contacts  + org  charts 
information  service  that: 

•Saves  people  calling  into  government  agencies 
time  in  finding  their  targets. 

•Increases  productivity  by  shortening  research 
time  and  increasing  sales  time  (or  other 
functions  they  may  serve). 

$15-30m  market  opportunity 


Actions/Decisions  to  Date 

• 10/07  - Deployed  initial  software  and  200  org 
charts.  200+  more  added  in  01/08 

• 12/07  - Added  Org  Charts  to  Fed  Complete 
package  to  drive  Fed  Complete  sales 

• 05/08  - Implemented  eCommerce  sales 
capability  and  implemented  new  pricing 

• 06/08  - Cut  2H  2008  investment  plan  $1 00k 
based  on  sales  performance 

• 08/08  - Released  Dynamic  Org  Charts 


Irf&io  noifa  f jftAl  " 


Goals: 

Achieve  direct  order^of  $1 .04m 


Results: 

• Direct  orders  Jan-Oct  = $83k_ 


l Tjwn 


Bundle  with  Federal  Complete  to: 
* Support  70.7%  renewal  rate 


Renewal  rate  Jan-Oct  = 73.8% 


Drive  upsell  of  Federal  Completl 


Fed  Complete  C V up  $1m  (13%)  since  Jan  1 


Org  Charts  & Contacts  usage: 

• 5%  of  federal  IS  page  views 

• 9%  of  users  use  them 
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2008  Strategic  Initiative  Recap 
GovEdge  (FKA  S&L  Leads) 


INPUT 


Description  of  the  Initiative 
Business  Rationale 

Provide  information  service  targeting  small 
cos  and  work  groups  in  large  cos  doing 
business  with  government  to: 

•Arm  them  with  govt  sales  leads 
•Save  them  time  searching  so  they  may 
focus  on  selling  to  their  best  targets 
$20-80m  market  opportunity 


SlM-\ 


Actions/Decisions  to  Date 

• 6/08  - Product  released  for  sale  and 
access 

• 6/08  - First  sale  made 

• 7/08  - Email  marketing  shut  off  due  to 
legal  barriers 

• 08/08  - Product  & e-commerce  revisions 
made  based  on  initial  market  feedback 

V ov 

(*cto  WoCH-  Cpt^T'7 


— LX?  . 


Goals: 

$484k  in  orders 


>utts: 

Orders  J un-Oct  = $2 5k 


UJ  kv  ? 


C££*T-$ 
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2008  Strategic  Initiative  Recap 
Sales  Acceleration  System 


INPUT’ 


Description  of  the  Initiative 
Business  Rationale 

•Leverage  existing  CRM  platforms  to  build  a govt 
vertical  oriented  sales  solution  that  supports  best 
practices  sales  processes  found  in  the 
government  contracting  environment. 

•Increase  member  adoption  of  INPUT  and  sales 
automation  systems  by  integrating  content  with 
member  workflow. 


Actions/Decisions  to  Date 

• 02/08-Released  v2  of  Salesforce.com  (SFDC) 
Connector 

• 03/08-06/08-Examined  feasibility  of  building 
app  on  salesforce.com .platform 

• ~D6/08-Secured  $20l<  in  funding  frorrTMicrosoft  * 

for  MS  CRM  Connector  beta. 

• 10/08  - Installed  MS  CRM  Connector  beta  at 
first  member  site. 


Goals: 

• Build  Salesforce.com  Connector  for  sale 
Build  Microsoft  CRM  Connector  for  sale 

sales 
and 

MS^CRM  platf^fms 


fr 


Results: 

• Released  SF  Connector  v2  for  sale  - 
$55k  in  orders  and  137  members  YTD 

• Releasing  beta  of  MS  CRM  Connector  in 
11/08  - built  with  Microsoft  funding 

• Salesforce.com  platforn^ffot  sultaBle)for 

building  government  ‘sales  acceleration 
system’  NJc?ConH  oao* 


L 


tih<l 
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2008  Strategic  Initiative  Recap 
Open  Web  Initiative 


ou 


INPUT 


Description  of  the  Initiative 
Business  Rationale 

•Leverage  information  generated  by  INPUT  and 
collected  from  government  sources,  add  value  to 
it  (formatting,  reporting  tools,  etc.)  and 
disseminate  it  on  the  open  Web  for  the  purpose 
of  generating  sales  leads,  online  ad  revenue  and 
eCommerce  sales. 

•Exploit  the  government’s  strength  in  generating 
information  but  inefficiency  in  disseminating  it. 

Actions/Decisions  to  Date 

• 02/08  - Exec  team  agreed  on  set  of  initial 
priorities:  E-letters,  Free  FBO,  FOIA  Contract 
Library,  Govt  Community,  Govt  Metasearch. 

• 02/08  - Launche^LFed  & S&L  e-lettersT^>, 

• 05/08  - Announced  Govt  Community  & 

Contract  Library  ^ 

Goals: 

• Expand  INPUT  Network  to  ‘Government 
Community’ 

• Develop  action  plan  and  business  plan  for 
Open  Web 

Results: 

• E-letters  had108k  combined  subscribers 

before  we  were  forced  to  switch  to  Opt-ln  only 
email.  Sold  e-letter  sponsorship  sold  to  ? 

Google  in  June.  J 

• Contract  Library  YTD  orders  = $23k  - running 
$2k  per  month 

A^Govt  Community  membership  growing  slowly  1 
V (at  rouqhly  1 300  members) 

• No  formal  business  plan  developed. 

^ — — 
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2008  Strategic  Initiative  Recap 
Vendor  Ratings 


INPUT 


Description  of  the  Initiative 
Business  Rationale 

Provide  ratings  of  government  vendors  vis- 
a-vis  JD  Power  Ratings  based  on  primary 
research  of  government  buyers  to  support: 
-Competitive  intelligence/benchmarking 
-Teaming  decisions 
-Source  selection  in  government 


Goals: 

• Determine  feasibility  of  offering  and 
‘Go’/’No  Go’  based  on  assessment 


9 


Actions/Decisions  to  Date 

• 12/07-02/08  - Conducted  preliminary 
research  to  test  our  ability  to  secure 
vendors  ratings  from  govt  buyers 

• 02/08  - Dropped  initiative  from  near  term 
priorities 


Results:  Wt>o  1 f 

• Conducted  interviews  with  government 
and  industry  to  assess  feasibility 

• Determined  it  was  not  feasible  to  develop 
such  a service  with  our  current 
capabilities  and  brand  awareness  with 
government  buyers 

• Agreed  to  re-evaluate  after  a healthy 
"^Govemfnent  Community  is  captured 
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Strategic  Canvas  - Member  View 


INPUT 


INPUT - 
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Revised  BHAG: 

[-texp  *-  ss-ocn-i  f®L<- 


“The  essential  source  for 
information,  intelligence,  and  insight 
for  public  and  priVi 


Commerce  (e.g.  for  government,  health  care, 
and  financial  services) 
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Step  3:  Collect  the  Data  & Create  the 


© 


© 


© 


© 


^ i/Vu  j l— 

Prospect  universe:  defined  by 
underlying  activity  - company 
shows  minimum  market  interest 


Total  Addressable:  Market 
attractiveness  defined  by  type  of 
company 


2009:  Adding  coverage  expansion  into 
selected  Professional  Services  grows 
Red  Ocean  market  segment 


Today:  Red  Ocean  of  > $1M  revenue 
and  core  NAICS  segments 


709,729 

(Prospect  universe) 


176,069 

(Addressable  NAICS 
segments) 

27,539 

(>$1  M + 
NAICS 
expansion+ 
active) 

19,335 

(>  $1 M + 
core 

NAICS  + 
active) 
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Step  2:  Select  Criteria 


INPUT 


© Based  on  Member  segmentation  and: 

• Accessibility  — Info  is  readily  available/acquirable 

• Measurability  — Info  can  be  scaled 

• Actionability  — Info  can  be  used  to  develop  or  deliver  the  offer 

• Believability  — Info  is  intuitively  important  in  defining  growth 
potential  or  buyer  profile 

® Selected  criteria  for  member  segmentation: 

® Type  of  company  - NAICS  segment 
® Market  engagement  - interested,  marketing,  selling 
® Revenue  - company  size 
® Geography  - company  location  and  gov’t  activity 


INPUT  - Ihe  authority  on  government  business 


Confidential  & Proprietary 
For  Internal  Use  Only 


51 


( 


r 


r 


Members  by  Revenue  & Market  Engagement  INPUT 


Passive  or 
Active 

Cold  Marketing 

Prime  Activity  in  Last  Two  Years 
$100K- 

$1-$100K  $10M  >$10M 

51  b + 

14 

2 

26 

67 

$100M-$1B 

31 

14 

44 

101 

$20-$100M 

56 

14 

69 

168 

$5-$20M 

110' 

40 

183 

175" 

$1-$5M 

138 

25 

168 

$100K-$1  M 

86 

8 

< $100K 

35 

2 

Totals 

470 

105 

490 

511 

70%  of  Members  are  > $1M  revenue  and  have  prime  federal  activity  in  last  two  years 
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Member  Segmentation 
Geography  (2) 


INPUT 


Atlantic 

Ocean 


. Urt. 

.AB.AM&  ^ Jacksony  i 1 1 e 


Guff  of 
Mexico 

Havana, 


THE 
BAHAMAS 


Monterrey 

Copyright©  and  (P<)x|98 8-20.08  Microsoft  Corporation  an  d/0  rjit-s 
suppliers.  All  rights  resFryed.^r Merida^  ; ^,7^,-^ 


{ T)VW' 


fry 


Nearly  half  our  members  are  in  DC-MD-VA  but  there  are  regional 
hotspots  in  CA,  TX  and  New  England 
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Step  4:  Define  the  Seg me nts  ( 1 ) 


INPUT 


® Multivariable  Segmentation  Model:  Revenue,  Engagement,  and  Type  of 
Company 

Prime  Activity  in  last  two  years 
$100K- 

$10M  >$10M 


Revenue 

Passive  or 
Active 

Size 

Cold 

Marketing 

$1B  + 

/"ScT 

9?" 

$100M-$1B 

\ 134 

251 

$20-$100M 

(^5X^369 

$5-$20M 

1,204 

3,338 

$1-$5M 

2,869 

9,207 

$100K-$1M 

5,326 

19,080 

< $100K 

16,192 

30,702 

Totals 

26,144 

63,452 

> $1M 

Red  Ocean 
revenue,  prime  activity  in  la 

$1-$100K 


4,602 


23,040 


15,348 


2,079 
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® From  Core  to  Total  Addressable  for  Red  Ocean 


INPUT  Market  NAICS  Segment  # of  Prospects 


Total  Federal 
Spending 


IT  Services 


Core 


Engineering  Services 

Computer  hardware 
manufacturers 

Software  Publishers 


w / Coverage  Selected  Professional 

Expansion  Services  NAICS 


19,335  $73  billion 


27,529  $187  billion 


Total  All  NAICS  segments  viable  for 

Addressable  subscription  services 


39,067 


$261  billion 


Red  Ocean  Prospects:  Company  with  >$1  million  in  revenue  and  federal  prime 
contract  revenue  in  last  two  years 
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Strategic  Timeline 


INPUT 


2009 

2010 

2011 

Total 
Markets, 
Value  ' 

Red  Ocean  Initiatives 

■ 1 S82M  | 

/ * — “* 

Purple  Ocean  Initiatives 

| $23M 

/ 

Blue  Ocean 

1 $1B  / 

Enhance  core 
products  and 
strengthen  our  current 
position 

Expand  into  adjacent 
markets 

Broaden  our 

involvement  with,  and 
access  to,  spending 
across  entire  business 
spectrum  (web  portal) 
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Millions 


CV  Waterfall  (All  Business  Lines 


INPUT 


© 1 5%  year-over-year  growth 

$38.0  t—  — 


$34.0  + 


Jan  1, '09  Red  Purple  Blue  Jan  1, '10  Red  Purple  Blue  Jan  1, '11  Red  Purple  Blue  Jan  1, '11 


© Chart  includes  existing  products  and  2009  initiatives  only 
© Will  need  to  identify  $9-1 4M  in  additional  initiatives  to  reach  $45-50M  in  201 1 
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One-Page  Strategic  Plan 


P OnePageStrategicPlan  110808  KMP.docx 
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Printed:  1 1/7/2008 

One-Page  Strategic  Plan 


Organization  Name 

INPUT 

Your  Name 

KevnjJ^fexico 

Date 

11/07/2008 

Core  Values/Beliefs 

(Should/Shouldn't) 


Purpose 

(Why) 


Targets  (3-5  yrs.) 

(Where) 


Goals  (1  yr.) 

(What) 


Yr  Ending 

12/31/09 

Revenues 

$25. 5m 

Profit  - N.I. 

$600k 

Mkt  Cap 

$10  m 

S & M Costs 

27% 

Cash 

$6. 5m 

Sales 

$27. 3m 

Sub  C.V. 

$26. 3m 

Rey/Emp. 

$145k 

Innovation  - Constantly 
innovate.  Innovate  or  Die. 
Nimbleness  - be  agile,  fast 
and  decisive 

People  - respect  and  grow 
people 

Understanding  - knowledge 

action  = Success 

Trust  - Integrity  engenders 

Trust 


t 


BE  the  leading  global 
provider  of  information 
solutions  that  HELP  buyers 
and  sellers  conduct  business 
to  CREATE  value  for  our 
members,  employees, 
partners  and  shareholders 

Actions 


Launch/  communicate 
expanded  analytical 
capabilities  - ‘Breaking 
Views’. 


ixpand  coverage  9 po " 
beyond  IT 


K - 


Build  out  marketing 
team. 


Develop  detailed  game 

fifi  ^ 

four 


finperitfVes. 


Develop  reward 
program  for  speed  & 
nimbleness 


Check  boxes  above  after 
assigning  accountability 

BHAG  — 

The  essential  iowxe  for  information, 
intelligence,  and  insight  for  public 
and  private  sector  commerce. 


Future  Date 


Revenues 


Profit-N.I. 


Mkt  Cap 


12/31/2011 


$45-50m 


$8-10m 


$100  m 


Sandbox 

Web-based  infonnation  solutions 
for  public  sector  planning,  sales 
and  procurement  functions 

Key  Thrusts/Capabilities 


3-5  Year  Priorities 

1 

Establish  community  of 
750,000  visitors  (govt  & 
industry)  through  Open 
Web. 

2 

Establish  non- 
subscription revenue 
streams  of$^  0m. 

3 

Expand  outside  of 
traditional  IT  to  other 
govt  purchased  services 

4 

Expand  geographic 
presence. 

5 

Establish  meaningful 
government  relationships 
and  brand. 

KPI/Overt  Benefit 

Contract  Value 
Renewal  Rate 

Web  Audience/T raffle-  (Wes 

Brand  Promise 

Knowledge  Now  - when  and 
where  you  want  it! 


Key  Initiatives 

Annual  Priorities 


Achieve  CV  retention 
rate  of  74.5% 


Implement  5 new  product 
offerings. 


Integrate  into  user 
workflow  through 
software. 


Improve  sales 
productivity  by  1 5%. 


Achieve  employee 
retention  rate  of  80% 


1 or  2 Critical  #s 

Contract  Value 


Revenue  per  employee 

<y 
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Opportunities  to  exceed  plan 


Threats  to  making  plan 


Printed:  11/7/2008 


1 

Expanded  coverage  (outside  technology) 

2 

Task  Order  Opportunities 

3 

Open  Web  (monetized  by  ad,  e-commerce  ) 

4 

5 

1 

Ability  to  increase  sales  productivity 

2 

Economic  crisis  driving  down  renewal  rate  and  sales 

3 

Ability  to  execute  product  development/launch 

4 

Free  Information  (Google  / Government) 

5 

Infrastructure/resources  to  execute  plan 

Actions  (Qtr) 

(How) 


Theme  (Qtr/Annual) 


Your  Accountability 

(Who/When) 


Qtr.# 

Q1  2009 

Revenues 

Pending 

Profit  -N. I. 

Mkt  Cap 

S&M  Costs 

Cash 

Sales 

CV 

Rev  / Emp. 

Prioritize  your  Rocks. 


1 or  2 Critical  #s 

New  Sales  & Upsell 
Renewal  rate 


t 


1 

Rocks 

Ouarterlv  Priorities 

; ... 

Implement  ‘Breaking  Views’  blog  & 

e-letter. 

2 

Launch  expanded  coveragej 

MR 

3 

Implement  SLA  group. 

MC 

4 

Implement  Opportunity  Advisor 
product  offering. 

KP 

5 

Build  plan/schedule  for  releasing 
Foundational  Initiatives. 

TO 

Deadline 


3/30/09 


Measurable  Target/Critical  # 
Sales  of  $TBD 


Theme  Name 


TBD 


Scoreboard  Design 

Describe  and/or  sketch  your 
design  in  this  space. 

TBD 


Celebration/Reward 

TBD 


Your  Quarterly  Priorities 


Due 


1 Breaking  Views  blog  & e-letter  12/08 


Release  expanded  coverage  in 
Federal  IS. 


Demonstrate  measurable 
of  SLA  group 


ct 


Release  Opportunity  Advisor 


Build  plan  for  releasing 
foundational  initiatives. 


12/08 

02/09 


01/09 


Accountability 

x /[guA5|^>/,/ Aclions  \\  <3^2; 
j I AnnuaMy'~>/  Goals  \ \ <//^WhAfj 


Purpose 


CoreV 


For  Editable  Word  Document 
goto 

www.gazelles.com 
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Rockefeller  Habits 


Checklist 


Name 


Company 


Date 


1)  Everyone  aligned  with  #1  thing  that  needs  to  be  accomplished  this  quarter  to  move  company  forward 

□ 5 priorities  (Rocks)  are  identified  and  ranked  for  the  quarter 

□ A Critical  Number  is  identified  and  aligns  with  the  #1  priority 

□ A Quarterly  Theme  is  established  that  brings  the  key  priority/Critical  Number  alive 

□ A scoreboard  for  the  Critical  Number  is  posted  and  Theme  announced 

□ All  employees  know  what  the  Celebration/Reward  will  be 

2)  Communication  rhythm  is  established.  Information  moves  through  organization  accurately  and  quickly 

□ All  employees  are  in  some  kind  of  a daily  and  weekly  huddle 

□ Huddles  cascade  from  senior  management  to  frontline  or  visa  versa 

3)  Every  facet  of  the  organization  has  a person  assigned  with  accountability  for  ensuring  goals  are  met 

□ Income  (P&L),  Cash  Flow,  & Balance  Sheet  statements  have  persons  assigned  to  each  line  item 

□ An  accountability  chart  has  been  created 

4)  Ongoing  employee  feedback  and  input  is  systematized  to  remove  obstacles  and  identify  opportunities 

□ Employee  hassles/ideas/suggestions/issues  are  being  collected  weekly 

□ There  is  a systematic  process  for  addressing  issues  and  opportunities 

□ Thank  You  cards  are  being  written  every  week  by  senior  management 

5)  Reporting  and  analysis  of  Customer  Feedback  data  is  as  frequent  and  accurate  as  financial  data 

□ All  employees  are  involved  in  collecting  customer  data 

□ There  is  a person  assigned  accountability  for  customer  feedback 

□ All  senior  leaders  communicate  with  at  least  one  customer  weekly 

6)  Core  ideologies  are  "alive”  in  the  organization 

□ Core  ideologies  are  discovered  and  defined 

□ Stories  are  being  shared  of  employees  who  represent  the  ideologies 

□ Core  ideologies  are  included  in  appraisal  and  recognition  processes 

7)  Clear  understanding  of  the  firm's  market  position  drives  strategic  planning  and  sales  and  marketing 

□ Brand  Promise  and  market  (Sandbox)  are  clearly  defined 

□ The  organization  is  aligned  around  5 key  strategies  (Thrusts/Capabilities)  for  growth 

8)  All  employees  can  report  at  any  time  what  their  productivity  is  and  how  it  compares  against  goals 

□ Smart  Numbers  (key  performance  indicators)  are  identified  for  the  organization 

□ Weekly  measures  for  each  individual/team  are  clearly  displayed  and  reviewed 

9)  A "situation  room"  is  established  for  the  weekly  executive  team  meeting 

□ Smart  Numbers  and  Critical  Numbers  are  posted  bigger  than  life  with  goals  clearly  shown 

□ Data  is  presented  graphically  to  help  visualize  trends 

□ Core  ideologies,  priorities,  and  market  maps  posted 

1 0)  As  goes  the  Executive  Team  goes  the  rest  of  the  firm 

□ Team  members  understand  each  other's  differences,  priorities,  and  styles 

□ The  team  meets  offsite  every  few  months  for  strategic  thinking  and  renewal 

□ The  team  is  having  fun  together 
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INPUT’S  Ecosystem 


INPUT 


® 


® 

® 


INPUT  serves  the  public  sector  business  develop 
process  [yu-fr 


• Primarily  concentrating  on  the  prospects/pipeline 
development  steps 

4 NAICS  segments  define  61%  of  our  members  •— — 


43%  of  members  are  located  in  DC-MD-VA 


Regional  hotspots  exist  in  CA,  TX  and  New  England 


INPUT  has  traditional  and  increasingly  non- 
traditional  competitors 

• Government,  social  networking  sites,  associations./ 


INPUT - 


authority  on  government  business 
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Business  Development  Process 


INPUT 


1 


Entry 


>1 


Plan 


►1 


Position 


Prospect/ ^^^(Captu re) Program 
f Pipeline  Propose  J Delivery 


Tasks 

To  enter 
public 
sector 
market 


/ Mv  cruv'fc£> 

Cjvttf-  jC  Osvc*- 

involved  **  '>^5 

UIVVJIVKSU...  ’ rlK-T^t  .n^T^^OK^cv 

•Activities 


•To  conduct 
strategic 
planning, 
including 
M&A 

tO  ofln.  $4*) 
{loc>vU<r 


to  position 
company 
in  market 


INPUT  - The  authority  on  government  business 


To  identify 
prospects 
and 

teaming 
partners 
To  build 
sales 
pipeline 


err 

Ce>r\P&n  r* 
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To  develop 
winning 
strategy 
To  craft 
proposal 


To  support 

client 

profitably 


Sr^P^t  vc,. 
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Market  sizing 

Market 

overview 

Market 

assessments 


Account  plans 


Identify 
program 
managers  and 
buyers 
Call  plans 
Opportunity 
identification 
Task  order 
identification 
Prioritize 
upcoming  re- 
competes 


? 


Teaming 

Decisions 

Bid/No-bid 

decisions 


A- 


Ui  14*  BUter  /£ 

t 


t 


r 


r 


Source:  Primary  Research  Project  and  E-Commerce  Purchase  Analysis 
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Roles  INPUT  Supports  Today 


4 


o 

V) 


S 


**  o 
A HI 


0) 


% 

2 A'XP 


ro 

E 

C/5 


O 

O 


< <*' 


‘.Sv 


% 


u 


i 


INPUT 


Position 


> 


Prospect/ 
^ Pipeline 


(Capture) 

Propose 


BD/Sales  Mgrs  & Execs 

Strat  Planners 

BD/Sales  Reps 

Mkt  Research 

Capture  & Program  Mgrs 

BD/Sales  Mgrs  & Execs 


Executives 


BD/Sales  Reps 


Program  Mgrs 


Program  Mgrs 


Tasks  being  performed  by  people  who  are  doing  everything 
(Business  Development/Capture/Program  Management) 


Program 

Delivery 


7 

\.an+4./ 
faX-OTv 


1 n-t-cv- 

fai 


a»j. 


BD/Sales  Mgrs  & Execs 

BD/Sales  Reps 

Source:  Primary  Research  Project  and  Omniture  User  Segment  Analysis 

imdiittl  i , . Confidential  & Proprietary 
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Provided  Products/Services 

Information  Intelligence  Insight 


Competitive  Landscape 


e. Republic 


FSI 


vj 

Centurion/iFour 


Social  networking  sites 
(not  to  scale) 


INPUT 


Google 
(not  to  scale) 


FBO.gov 
(not  to  scale) 


J 


Onvia 


INPUT 


1 


Planning 


| 


Prospect/Pipeline 

Business  Development  Process 


Program  Delivery 


INPUT  must  pay  attention  to  non-traditional  competitors 
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Competitors’  Web  Traffic  Rankin 


INPUT 


Website 

Grants.gov 

FB0.gov 

Government  Technology  (top  S&L  publication) 

Federal  Computer  Week  (FCW)  (top  Federal  publication) 
Onvia 
INPUT 
AFCEA 
ITAA/GEIA 
Federal  Sources 

Source:  Alexa.com 


Website  Traffic 
Ranking 

24,146 

82,669 

111,398 

113,858 

256,645 


As  plans  for  website  expand,  we  compete  for  traffic  with  a wider 

range  of  websites 


A 
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9 


( 


© Voice  of  Industry 

• Prospects 

• Industry  experts  and  analysts 

© Voice  of  Members 

• Research  projects 

• Satisfaction  surveys 

• Member  visits 

© Voice  of  Employees 
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® Hewitt’s  10/2008  Board  Presentation 
® UVA  Project  Survey 

• 221  of  respondents 

® Scanned  24,984  Sales  CRs 
® Competitive  Research 

• Review  of  49  “Rumor  Mill”  blog  posts  and  comments 

® Media  Mentions  Analysis 

• 461  for  INPUT 

• 430  for  FSI 

• 250  for  CDG 

• 70  for  Onvia 


trtt  i to 


n 


INPUT - 


^ authority  on  government  business 
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For  Inti 
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® Discussions  with  Outsell 

• Segmentation  of  analysis  products 

• Open  vs.  Paid  content  and  cannibalization  experiences 

• Value  of  content  for  ad  rates 

® Hirsch’s  Jupiter  Presentation 
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i 


5f  Members  (1) 


INPUT 


& Member  Satisfaction  Surveys 

• 397  respondents  from  291  companies 

® 213  federal  only^tfS&L  on|^,  72  federal  + S&L 


® Primary  Research  Project 

• Discussions  with  77  people  from  67  companies 

>i " * 

® 57  members  - 20  federal  only,  37  federal  + S&L 
® 10  prospect  companies  __ 

® Validation  of  Strategic  Canvas 

• 851  member  respondents 

® 513  federal  only,  46  S&L  only,  292  federal  + S&L 


ViFT  <ron 


? 


INPUT  - "ITe 

c 
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r 


® 79  Member  Requested  Enhancements 
® Scanned  5,049  Member  CRs 

® Usage  Traffic  and  Pattern  Analysis 

• 17,400  visitors 

• 211,575  visits 

• 2,675,162  page  views 
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© Internal  Validation  of  Strategic  Canvas 


© CEO  Engagement  Sessions 

• 164  employees 

© Employee  Submitted 

• 241  enhancements 

• 150  central  idea  blog  and  log/QMI  blog  ideas 

• 58  July  strategy  session  initiatives 

• 38  S&L  August  strategy  session  initiatives 

INPUT  - authority  on  government  business  C°Fo“n"e(  ^ U^ToJly^ 


• 38  employee  responses 


r 


Key  Research  Findings  (1) 


INPUT 


Findings 

VOI 

VOM 

VOE 

Many  new  market  entrants  but  they  do  not  know 
how  to  pursue  it  effectively 

!d> 

d 

d 

Every  company  teams. . .or  wants  to 

d 

4 J 

Enterprise  members  starting  to  settle  for  “good 
enough”  competitors 

d 

d 

Value  to  small  members  less  than  for  others 

d 

& 

d 

Market  challenges  are  different: 

• Product  vs.  services 

• New  market  entrant  vs.  established 

d 

d 

b ^ 

Member  expectations  for  INPUT’S  website  are 
increasing 

d 

d 

BD  Professionals  uniformly  complain  they  do  not 
have  enough  time  to  do  their  job 

0 

d 
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Key  Research  Findings  (2) 


INPUT 


Qy 


Research  Finding 

Members  consider  government  FPDS  spending 
website  more  accurate  and  timely  than  INPUT 

Members  want  more  analysis  around  opportunities 

A significant  number  of  web  visitors  view  one  page 
and  leave 

Technology  enablers  lower  barrier  to  entry 
Government  transparency  sites  are  competition 
New  consortia  of  competitors  forming 


J-  Jl  01 

VOM 

VOE 

<3 

& 

& 

£ 

& 

INPUT- 


l 
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i r> 


Attractiveness  Scorecard 


Those  used  in  bold. 

7 


Products  Purchased 

GSA  Schedule  Holder  (federal  contract)?  (or  State  Term) 
Previous  Customer? 

Tenure  with  INPUT 
Order  Size 
# of  Users 
Company  Type 
Geography 

Company  Revenue  in  Segment  (Fed,  S&L) 

Service  Requirements  - Volume 
Service  Requirements  - Hours 

Buyer  of  Similar  Services 

Product  Usage 

User  Role(s)  (and  Usage?) 

Depth  of  Personalization? 

Centralized  vs.  Decentralized 
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3 
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2 

2 
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Y 
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Included  in 
Segmentation  Report 


Selected  Focus  Segments 


® Tenure 

® Usage  and  User  Role 
® Support 
® CV 

® Company  Type 
® Size 
® Geography 
® Market  Engagement 
® Product 
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® User  Roles: 


• More  senior  executives  are  active  users  in 
smaller  member  companies 

• Large  percentage  of  users  across  roles  are  ‘low 
usage’  (less  than  50  hits  in  last  6 months) 

• Heavy  users  concentrated  in  functions: 

® Sales  & Business  Development,  Analysts,  Senior 
Executives 

, 

• Low  users  concentrated  in  functions: 

® Procurement  & Administration,  Delivery  i**'"1' 
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® Opportunity  to  drive  price  - or  mitigate 


support  level  - at  small  tier 

• 51  members  with  CV  of  less  than  $5K  use  more 
than  25  support  hours/year.  - @ 

• 232  members  less  than  $5M  in  size  use  more 
than  25  support  hours/year. 


• No  significant  difference  at  this  tier  of  support 

requests  for  renewing  vs.  non-renewing  f 

members. 

OtfL 

• 45%  of  members  we  lost  used  more  than  25^~ 
hours  of  support  ^ 
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® Equipment  and  software  companies  still  the 
greatest  renewal  challenge 

• Equipment  companies  (units)  non-renewals  8% 
higher  than  average 

Pfl<P>vCT. 

• Software  companies  (units)  non  renewals  4% 
higher  than  average 

® A quarter  of  our  members  operate  in  the 
proposed  Coverage  Expansion  space. 

• 400  companies  overall  - 120  engineering,  114 
general  administrative  services 
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INPUT8 


NAICS 

Description 

# of  Members 

5415 

Computer  Systems  Design  & Related  Services 

555 

334 

Computer  & Electronic  Product  Manufacturing 

334 

541330 

Engineering  Services 

120 

IU< 3 

5112 

Software  Publishers  7 

111 

Member  Segmentation  Conclusi 
Company  Type  (2) 


Ifi 


7 • 


Four  NAICS  segments  describe  61%  of  our  member  companies 
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® Largest  concentration  of  members  in  Small- 
Business  - and  growing 

• 36%  of  members  are  less  than  $5M  in  size 

• 1,001  “Small  Business”  members 

>>(rp7«o£'- 

® 561  companies  irxsmaller  tieri)spend  less 
than  $10K  and  only  232  spend  more 

• $10K  appears  to  be  the  natural  price  sensitivity 

point  at  those  tiers  kjvwvr  z 


'btfn'Hr- 


1%U.I 
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Member  Segmentation  Conclusi 
Geography  (1) 


INPUT* 


® Current  members  are  consolidated  in  certain 
states: 


• 80%  of  current  members  are  located  in  10  states 

® DC-Metro  Area  weighs  heavily 

® Other  technology  corridors:  Boston,  Denver, 
California,  Austin 


• 80%  of  prospects  are  located  in  20  states 
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Member  Segmentation  Recap 


INPUT 


7 

® Geography:  43%  in  VA,  MD  & DC,  80%  in  top  10 
® Revenue:  90%  with  > $1M  revenue  lt>>.  Us c,  (issf 

© Type  of  company: 

• Top  4 NAICS  segments:  61% 

• Top  4 ^Coverage  expansiortL90% 

© Market  engagement:  70%  with  prime  federal 
activity  in  last  two  years 

© Market  Engagement  + Revenue:  70%  7 

© Combined:  56%  are  > $1M  revenue  & federal 
activity  & expanded  NAICS  segments 
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Recommendations  (1) 


© 


INPUT 


® Hit  small  businesses  where  it  counts: 

• Customer  contacts 

• Time  for  basic  BD 


• Qualification  of  opportunities 

• Finding  good  teaming  partners 

® Investigate  education/training  offering  primarily  for  new 
entrants 

® Plan  to  perform  more  quantitative  research  -Ujijw  \u?ur 

® Explore  needs  of  other  roles/processes  within  member 
companies 

® Reconsider  “one-size-fits-all”  member  services  strategy  v/  a 
based  on  differences  between  large  and  small  member  • 
demands  - 


INPUT  - The  authority  on  government  business 

e 


Confidential  & Proprietary 
For  Internal  Use  Only 


40 


Better  INPUT  Support  Throughout  Bi 
Development  Process  j| 
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Recommendations  (2) 


INPUT 


BD  Applications:  Consider  going  ‘broad  and  shallow’  to  have 
a more  complete  integration  story 

® Investigate  a low  tech,  loosely-coupled,  export  / 
import  type  solution. 

® Retain  ‘turnkey’  Connectors  for  the  more  popular 
platforms  (Salesforce.com,  Microsoft  CRM,  etc.) 


O 


® 


9 


Further  investigation  of  info  sources  - is  INPUT  losing/^*^ . 
differentiation? 


® Make  notes  from  sales  discovery  and  member  services  9 
Value  Business  Discussions  mandatory  and  available 
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Recommendations  (3) 


INPUT 


® Consider  additional  segmentation  metric  in  addition 
to  size  and  organization  type 

• Add  market  maturity  dimension 

® Accept  member  offer  to  provide  usability  expertise 
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Key  Finding:  Leading  Trends  Reveal 
Expectation  of  Tougher  Market  En' 


• Need  to  stay  ahead  of  tech  curve 

• Automation,  Green  IT,  security, 

• Legislative  changes 

• Budgetary  changes 

• More  agency  usage 

open  source 

• Acquisition  reform 

• Longer  contract  terms 

• Some  large  companies 
avoiding  IDIQs 

Rapid  Tech 
Change,  10.1% 

New 

administration 
/ 20.2%  ^ 

Declining  quality  of  RFPs 
Slower  acquisition  process 
Inexperience  contracting  staff 


Increase  in 
Competition, 
20.2% 


Budget  and 
Economy,  13.5% 

■ Continuing 
Federal/S&L 
budget  constraints 

■ Slowing  economy 

■ DoD/DHS/Intel 
budget  priority 


Loss  of  opportunity  from 
SDVOB/ Alaska  Native 
setasides 

More  competing  companies 
Domination  of  large  systems 
integrators 
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Minimal  Distinction  in  Expected  Trends 
Between  Small  and  Large  Companies 


Except: 

© Small  business 
respondents  are 
more  concerned 
about  the  rise  of 
IDIQ  contracts 

© Enterprise/strategic 
respondents  find 
the  rapid  change  of 
technology  to  be  a 
driving  trend 


New  administration  and  policies 


Budget/Economy 


More  Acquisition  Challenges 


Increase  in  IDIQs 


Increase  in  Competition 


Rapid  Tech  Change 


u Small  h Enterprise/Strategic 
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INPUT  is  Among  Several  Primary  3rd  Part 
Information  Sources 


r 


INPUT' 


100.00% 

90.00% 

80.00% 

70.00% 

60.00% 

50.00% 

40.00% 

30.00% 

20.00% 

10.00% 

0.00% 


Third  Party  Market  Direct  Networking  News/Trade  Contacts  and  Indirect  leads,  Search  Engine  Government 

Research  Leads/Tracking  Publications  Companies  customer  & Spending 

competitive  info 
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Summary  of  Key  Findings 


© Tactical  BD  Needs  Top  the  List  of  Business  Challenges  iff* 

• Building  Customer  Relationships  and  Basic  BD  Are  Biggest  Small7  Business  Challenges 

• Finding  Competitive  Advantage  and  Actionable  Intel  are  Key  Large  Businesses  Challenges 

• Top  Challenges  Evolve  with  Market  Maturity  from  Gaining  Market  Understanding  to  Competitive 
Strategy 

• Challenges  Consistent  Across  Roles 


be  » 


© BD  Processes  Are  More  Formal  the  Larger  the  Company,  but  Small  Business  is 
Becoming  More  Sophisticated 

• “Price-to-Win”  is  More  Common  Sense  Than  Formal  Strategy 

© Companies  Use  l^puljeaming  Solutions  to  ID  Partners  and  Perform  Due  Diligence 
© INPUT  is  Not  a One-Stop  Shop  for  Information  ■ — ’ . 

© Leading  Trends  Reveal  Expectation  of  a Tougher  Market  Environment 

• Trends:  Acquisition  Challenges,  Increase  in  IDIQs,  Increase  in  Competition,  New  Administration 
Uncertainty,  Budget/Economy,  Rapid  Technology  Changes 

© Salesforce.com  Dominates  BD  System  Utilization...  But  Not  for  Capture 

© Find  the  Right  People  Tops  Members’  Wish  List  _ ^45* 
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Key  Findings 
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Key  Finding:  Tactical  BD  Needs  Top 
of  Business  Challenges 


m 


INPUT 


Top  Challenges 


19 


17 


Customer  contact:  Finding  and/or  face  time  with  right  customer 
contacts 

Time  for  basic  BD:  Time  for  basic  BD  research  and  activities  (maybe 
symptom  of  many  hats  in  some  cases,  lack  of  investment  or  allocation). 

Often  mentioned  as  proactive  vs.  reactive  desires. 

Get  ahead  of  the  curve:  Early  lead  time  on  new  opps,  often  mentioned 
in  need  to  position  early  and  influence  acquisition  and  requirements) 

Qualification  of  opps:  (mentioned  as  information  need,  not  time)  Is  it 
real?  Competition:  Incumbent  status,  wired?  Money:  Funded? 

Requirements,  matched  to  capabilities? 

Total  ol(29  Challenges  with  171  total  mentions.  ‘Chicken  before  the  Egg’  challenge 
mentionetFexoUcitly  twice,  but  embedded  in  many. 


Count 

^GzjtyV- 


15 


15 
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What  Are  Your  Top 
Challenges  in  Pursuing 
Government  Business? 
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Key  Finding:  Building  Customer  Relationships 
Basic  BD  Are  Biggest  Small  Business  Challen^ 


Small  Company  Market  Challenges 

Customer  contact 

Time  for  basic  BD 

Qualification  of  opps 

Get  ahead  of  the  curve 

Teaming  (finding,  meeting,  traction,  deciding) 

Awareness  of  company  by  the  market 

Don't  know  anything  about  the  market,  exploring,  planning 

Pricing 

Proposal  resources 


INPUT 


% 


INPUT  - 'Ihe  authority  on  government  business 


Confidential  & Proprietary 
For  Internal  Use  Only 


15 


Key  Finding:  Finding  Competitive  Adva 
Actionable  Intel  are  Key  Large  Busines: 


INPUT 


Large  Company  Market  Challenges 

Get  ahead  of  the  curve 

Timely,  accurate,  complete  info  & intel 

Qualification  of  opps 

Acquisition  strategy  is  a moving  target 

Internal  info  gates,  internal  teamwork  and  coordination 

Customer  contact 

Decrease  in  government  acquisition  capabilities/quality 
Can  only  sub  and/or  loss  of  control  to  primes 
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more 


challen 


INPUT 


# of  Top 
Challenges 


Products 


Services 


47 


124 


# of 

Companies 

Interviewed 

13 

47 


Top 

Challenges 
per  company 


Only  2 explicit  mentions  of  ‘It  is  hard  selling  products  in  a solutions  world’,  yet 
Product  companies  mentioned  more  top  challenges  on  average. 
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Key  Finding:  Top  Challenges  Evolve  from  Mi 
Understanding  to  Competitive  Strategy 


Market  Maturity 


Wishing 
More  concentration  in  early  BD 


Leadership 


Challenges  more  diffuse  across  process 


Government  Market  Maturity  Top  Challenges 


Wishing 

What  do  1 do  first? 

Planning,  Exploring 

What  do  1 do,  BD  Time,  Establishing  past 
performance 

Presence 

Getting  ahead  of  the  curve,  customer  contact, 
qualifying  opps,  basic  BD 

Traction 

Customer  contact,  qualifying  opps,  basic  BD 

Success 

Getting  ahead  of  the  curve,  customer  contact 

Leadership 


Customer  contact/intimacy  challenges  declines  from  Presence  to  Leadership. 
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Key  Finding:  “Price-to-Win”  is  More 
Sense  Than  Formal  Strategy 


INPUT’ 


Price  to  Win  mostly  means  pricing  your  proposal  to  be 
neither  the  low  or  high  bidder  rather  than  specific 

methodology  \jer  9^’  > 

» 

“We  use  a best-value  approach.  We 
won’t  be  the  cheapest,  but  also  not 
the  most  expensive.”  (Large 
Services  Company) 


“We’ve  changed  our  pricing 
strategy  recently.  Instead  of  being 
the  cheapest,  we  now  insert 
highest  value  language  to 
emphasize  the  superiority  of  their 
services.”  (Small  Services 
Company) 
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Key  Finding:  BD  Processes  Are  Mor 
the  Larger  the  Company... 


INPUT 


® ...but  small  companies  have  some  surprisingly 
sophisticated  processes/methodologies,  usually  in 


the  areas  of: 

• Pricing 

• Selection  of  teaming  partners 


“I  create  a matrix  of  our  skill 
sets  and  an  exact  list  of  our 
value  propositions  for  primes 
and  require  the  same  of  our 
subs.”  (Small  services 
company) 


® Small  businesses  rarely  have  dedicated  proposal 
production  “shops”  - everybody  writes 

® Bid/no-bid  decisions  are  made  quickly  by  small 
businesses  - rarely  use  a “gated”  process 
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Key  Finding:  Motivation  for  Teaming  V 
Between  Service  and  Product  Comp 


INPUT 


■ i 


For  services  companies,  it’s  all  about  who  and  what  you  know. . . 

Agency  Relationships 
Worked  Together  Before  1 5% 

Personal  Relationships 
Capabilities 
Reputation/Referral 


0% 


5% 


1 0%  1 5% 

Percent  of  Responses 


20% 


25% 


.and  for  product  companies,  reasons  are  more  varied  and  less  opportunity-specific 


Capabilities 
Certified  Resellers 
Set-aside  Status 
Risk  Factors 
Geographic  Presence 


0% 
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Key  Finding:  Companies  Use  INPUT  Two 
Ways  When  Searching  for  Partne 


INPUT 


10  out  of  67  companies  said  they  use  INPUT  in  the 

tec 


:eamm§pF© 


• V3 


6T^ 


ViY 


m 5 
<u  3 

in 

c 

o 

a. 

i/i  4 
0) 
oe 


t-  a 
0)  3 


XI 

E 

3 


Due  Diligence/Other  Research 


Identify  Potential  Partners 
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Key  Finding:  Find  the  Right  People 
Members’  Wish  Lists 


INPUT 


© Find  the  right  teaming  partners. 

© Receive  earlier  notification  of 
Opportunities. 

• Information  to  make  Bid/No  Bid 
decision. 

© Connect  with  the  right  government 
people. 

• Through  a service. 

• Through  more  frequent  events 
aimed  at  small  business. 

© Find  the  right  qualified  Business 
Development  people. 

• People  who  know  the  Agency 
(to  get  them  “wired”). 

© Improvements  to  INPUT: 

• Better  search,  task-based 
navigation,  folders,  mobile. 


Improve  INPUT  Search 


Information  to  make  Bid/No 
Bid  Decision 


Connect  with  the  Right 
Government  People 


Need  Business  Development 
People 


M Small 
1 Mid  Tier 


More  Networking  Events 


Earlier  Notification  on 
Opportunities 


Finding  Teaming  Partners 
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Key  Finding:  Salesforce  Dominates... 
for  Capture 


^ VV7  7^ 

© Salesforce  predominates^  6°' 

J Using  Deltek  GovWin 
B Using  Onyx 
B Using  Siebel  CRM 


© HoweveriTof  1 5 don’t  use  it 
for  capture 

© Too  expensive  for  others 


© Opportunity  Pipeline  Management 
is  more  automated  than  Capture 
Management 

© Microsoft  is  a significant  player: 
CRM,  Excel,  Access  & SharePoint 

© SharePoint  was  listed  as 
proposal  / collaboration  tool  in 
6 out  of  10  responses 


U Using  ACT! 

■ Using  Goldmine 

U Using  SA VO 

H Using  Zo ho 

B Using  Access 

B Using  SugarCRM  / Open- 
source 

B Using  Sharepoint 
B Using  Microsoft  CRM 
B Using  Excel 


© Salesforce  usage  evenly  split 
between  product  and  service 
respondents  (8/7) 


B Using  Custom  / 
Homegrown 
B Using  or  have 
Salesforce.com 


© However,  product  companies 
are  more  likely  to  use  it  for 
commercial  sales 


Total 


INPUT* 
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What  Trends  Will  Affect 
Your  Ability  to  Do  Business 

w/Government? 


INPUT  - Ihe  authority  on  government  business 

e 


Respondent  Characteristics 


INPUT 


Respondents:  77/fc  ^ 

Sales  & BD  - Mgmt.:  27 
Sr.  Executive:  10 
Sales  & BD  - Staff:  9 
Marketing:  4 7 
Practice  Lead:  4 
Market  Research:  3 
Proposal  Manager:  2 
Strategic  Planning:  1 
Alliance  Manager:  1 

Companies:  67 

Members:  57 

Non-members:  10 

Geography:  26  companies 
headquartered  in  DC,  MD,  or  VA 


ioB% 


*■> 


/ft. 


Member  Base 


Interviews 


Strategic  ■ Enterprise 
Mid-Market  ■ Small 
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Teaming  Profiles 


Prime  and  Subcontract 


Always/Mostly  Prime 


0 5 10  15  20 

Number  of  Responses 
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Step  7:  Take  Action  on  Top  Clusters  — J|  INPUT 


Prospects  and  Penetration 
by  Geography 


® 80%  of  our  prospects 
are  in  20  states 


® We  have  1 4% 

penetration  in  DC-MD- 
VA  in  core  market 

• 3%  in  CA 


O 500 

Prospect  Count  $1M+  R. 
Members  in  NAICS  = 5 


Ocean 


Nassau 

CUBA 

C o pyr  i g araelj  8 8^-30  (D  8i  >M  i c ro  s oftvG3  rp  o rahgnggton 


and/or  its  suppliers-Alrnqhitsy?eserved.  V 


Penetration  by  State  in  Core  Market 


Map  indicates  regional  targets  for  expansion 


INPUT  - 'Ihe  authority  on  government  business 


Confidential  & Proprietary 
For  Internal  Use  Only 


57 


Market  Opportunity  in  Segments 


INPUT 


Core 


Vendor  Segments  Description 


ffyJL-  F*Vl_  NJ'C  -POftiU* 


• Revenue : > $1  million 

• Engagement : Prime  contract  spending  in  last  two  years 
• Type:  IT  Services,  Engineering  Services,  Hardware 
Manufacturers,  Software  Publishers 


Core  + Coverage 
Expansion 


•Same  as  Core  (above)  with  addition  of  selected  Professional 
Services 


New  Market  Entrants 


• Revenue:  Any  size 

• Engagement : Received  first  prime  contract  in  last  2 years 

• Type:  IT  Services,  Engineering  Services,  Hardware 
Manufacturers,  SW  Publishers,  Selected  Professional  Services 


Blue  Ocean 


Revenue:  Any  size  (by  revenue) 

Engagement:  Any  company  that  wants  to  sell  into  public 
sector  market 


(jv-nvr 
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Role  of  User  by  Size  of  Company  m INPUT 


Spread  of  users  consistent  across  company  sizes  with  a couple 
exceptions  - see  call  outs  below 


in 

<D 

-Q 

E 

QJ 


ro 

3 

;u 

c 


vP 


■«  $0-5M  ■ Micro  ($5-10m)  ■ Small  ($10-20m)  ■ Mid  Market  ■ Enterprise 
60% 

50% 

40% 

30% 

20% 

10% 

0% 


Much  more 
involvement 
from  senior 
executives  in 
small 

companies 


Increase  in 
number  of  ‘Other’ 
roles  in  large 
firms  due  to  more 
overhead 
positions  - similar 
pattern  in  Analyst 
and  Strategic 
Planning 
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The  authority  on  government  business 


Segmentation  Appendix 
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Level  of  Usage  by  Role  of  User 


INPUT 
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Level  of  Usage  by  Role  of  User  INPUT 


® Large  percentage  of  users  across  roles  are  ‘low 
usage’  (less  than  50  hits  in  last  6 months) 

® Heavy  users  concentrated  in  functions: 

• Sales  & Business  Development 

• Analysts 

• Senior  Executives 

® Low  users  concentrated  in  functions: 

• Procurement  & administration 

• Delivery 
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Market  Segmentation  - Years  asaM< 
vs.  CV  Range 


# of  Members  by  CV  Range 


Grand 


Years  as  a Member 

<$5k  $5k-10k 

$10-15k 

$15-25k 

>$25k  Total 

<1  Year 

20 

161 

102 

26 

9 

318 

1-2  Years 

59 

308 

160 

54 

25 

606 

3-5  Years 

14 

135 

97 

41 

26 

313 

5 Years  or  More 

9 

66 

70 

67 

100 

312 

Grand  Total 

102 

670 

429 

188 

160 

1549 
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Market  Segmentation  - Years  as  a 
vs.  Number  of  Users 


# of  Members  by  Number  of  Active  Users 


Years  as  a 
Member 

1-2  Users 

3-5  Users 

6-10  Users 

11-25  Users 

>100 

26-100  Users  Users 

Grand 

Total 

<1  Year 

28 

77 

86 

90 

33 

4 

318 

1-2  Years 

121 

182 

135 

125 

41 

2 

606 

3-5  Years 

15 

40 

85 

103 

59 

11 

313 

5 Years  or  More 

17 

44 

99 

87 

65 

312 

Grand  Total 

164 

316 

350 

417 

220 

82 

1549 
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# of  Members  by  Hours  of  Support  (<12  Mos) 


Member  CV 

0 Hours  1-5  Hours 

5-10  Hours 

10-25  Hours  >25  Hours  Grand  Total 

<$5k 

1 

41 

5 

4 

51 

102 

$5k-10k 

9 

311 

48 

48 

254 

670 

$10-15k 

6 

210 

49 

36 

128 

429 

$15-25k 

3 

94 

28 

22 

41 

188 

<$25k 

38 

23 

33 

66 

160 

Grand  Total 

19 

694 

153 

143 

540 

1549 

INPUT” 


Member  Segmentation  by  CV  Range  vs 
Hours  of  Support  ^ 
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Member  Segmentation  by  Size  & Usage  INPUT 


Company  Revenue 


of  Members  by  Level  of  Usage  (Last  6 Mos) 


>1000  Hits  250-1000  Hits  50-250  Hits  <50  Hks  No  Usage  Grand  Total 


$0-5M 

71 

220 

178 

79 

13 

561 

Micro  ($5-10m) 

49 

96 

67 

16 

4 

232 

Small  ($10-20m) 

51 

77 

65 

14 

1 

208 

Mid  Market 

81 

109 

52 

25 

9 

276 

Enterprise 

118 

82 

46 

/is  , 

(?) 

272 

Grand  Total 

370 

584 

408 

iy 

153 

34 

1549 
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Member  Segmentation  by  Size  and  CV  J INPUT 
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Member  Segmentation  by  Size  and  # 
Active  Users 


# of  Members  by  # of  Active  Users 


Company 

Revenue 

1-2 

Users 

3-5 

Users 

6-10 

Users 

11-25 

Users 

26-100 

Users 

>100 

Users 

Grand 

Total 

$0-5M 

113 

195 

152 

90 

11 

561 

Micro  ($5-10m) 

i 

16 

55 

83 

67 

11 

232 

Small  ($10-20m) 

13 

27 

62 

87 

19 

208 

Mid  Market 

13 

27 

38 

118 

73 

7 

276 

Enterprise 

9 

12 

15 

55 

106 

75 

272 

Grand  Total 

164 

316 

350 

417 

220 

82 

1549 
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Member  Segmentation  by  Size  and  C V i J INPUT 


# of  Members  by  Hours  of  Support  (<12  Mos) 


Company  Revenue 

0 

Hours 

1-5 

Hours 

5-10 

Hours 

10-25 

Hours 

>25 

Hours  Grand  Total 

$0-5M 

9 

250 

39 

31 

232 

561 

Micro  ($5-10m) 

3 

112 

18 

27 

72 

232 

Small  ($10-20m) 

4 

108 

24 

15 

57 

208 

Mid  Market 

2 

134 

30 

30 

80 

276 

Enterprise 

1 

90 

42 

40 

99 

272 

Grand  Total 

19 

694 

153 

143 

540 

1549 
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Member  Segmentation  - # of  Active  Uj 
Hours  of  Support  jfl 


# of  Members  by  Hours  of  Support  (<12  Mos) 

Grand 


# of  Active  Users 

0 Hours  1-5  Hours 

5-10  Hours 

10-25  Hours 

>25  Hours  Total 

1-2  Users 

59 

6 

2 

97 

164 

— £»'r. 

3-5  Users 

6 137 

19 

17 

137 

316 

yy  ■/. 

6-10  Users 

8 161 

37 

29 

115 

350 

11-25  Users 

4 229 

46 

36 

102 

417 

26-100  Users 

103 

36 

36 

45 

220 

< 

>100  Users 

1 5 

9 

23 

44 

82 

Grand  Total 

19  694 

153 

143 

540 

1549 
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Member  Segmentation  - Years  of 
Membership  vs.  Hours  of  Support 


e 


INPUT’ 


Years  as  a Member 


# of  Members  by  Hours  of  Support  (<12  Mos) 


Support  increases  sharply 
after  Year  1 renewal. 
Members  using  this  much 
still  leave. 


0 Hours  1-5  Hours  5-10  Hours  10-25  Hours  >25  Hours  Grand  Total 


A 


J 


<1  Year 

155 

34 

32 

97 

318 

1-2  Years 

10 

271 

48 

37 

240 

606 

3-5  Years 

4 

139 

27 

34 

109 

313 

5 Years  or  More 

5 

129 

44 

40 

94 

312 

Grand  Total 

19 

694 

153 

143 

540 

1549 

I 

<v>?- 
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Market  Segmentation  - Years  as  a Me 
vs.  Active  Users  ^ 


INPUT* 
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Market  Segmentation  - Size  of  a Non- 
Renewing  Member  Company  vs.  U 


Member  Usage  by  Hits 


Member  Size  by 
Revenue 

No  Usage 

< 50  Hits 

50-250  Hits  250 

-1000  Hits 

>1000  Hits 

Grand  Total 

$0-5M 

9 

39 

42 

41 

4 

135 

Micro  ($5-10m) 

3 

12 

14 

8 

3 

40 

Small  ($10-20m) 

3 

13 

7 

7 

2 

32 

Mid  Market 

3 

11 

11 

18 

4 

47 

Enterprise 

3 

9 

8 

9 

2 

31 

no 

to 

?H 

Grand  Total 

21 

84 

82 

83 

15 

285 

i 
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Losses  by  Number  of  Users  (Sm 


Service  Year  1 Losses: 


Service  Year  2 Losses: 


# of  Users 

Loss  % 

No  Active  Users 

9.14% 

1-2  Users 

20.81% 

3-5  Users 

33.50% 

6-10  Users 

( > 

63%  of  losses  have  less  than  5 

18.27% 

11-25  Users 

users. 

V 7 

12.69% 

26-100  Users 

5.58% 

# of  Users 

Loss  % 

1-2  Users 

10.71% 

3-5  Users 

25.79% 

6-10  Users 

23.81% 

11-25  Users 

28.37% 

26-100  Users 

10.12% 

>100  Users 

1.19% 

Confidential  & Proprietary 
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Members  vs.  Non-Renewing  Organizai 
by  Company  Size  ^ jfl 


Company  Size  Range 


$0-5M 

Micro  ($5-10m) 

Small  ($10-20m) 

Mid  Market 

Enterprise 

of  Members 

36.22% 

14.98% 

13.43% 

17.82% 

17.56% 

Non-Renewing  Org. 

47.37% 

14.04% 

11.23% 

16.49% 

10.88% 

/ — \ 

73%  small 

\ / 
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Members  vs.  Non-Renewing  Organizati 
by  Company  Type 


Members:  Company  Type 

AEC 

Aerospace/Defense 

Equipment 

Financial  Services 

Industry  Consultant 

Other 

Services 

Software 

UNKNOWN 

Non-Renewing: 

Company  Type 

AEC 

Aerospace/Defense 

Equipment 

Financial  Services 

Services 

Software 

UNKNOWN 


% of  Members 


$ 


1.05% 

0.35% 

8.07% 

1.05% 

71.58% 

12.63% 

5.26% 
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Members  vs.  Non-Renewing  Organizati 
by  Usage  Level 


Members: 


Non- 

Renewing: 


Usage  Level 


% of  Members 


No  Usage 
<50  Hits 
50-250  Hits 
250-1000  Hits 
>1000  Hits 


2.19% 

9.88% 

26.34% 

37.70% 


23.89% 


Usage  Level 


% Non-  Renewing 


No  Usage 
<50  Hits 
50-250  Hits 
250-1000  Hits 
>1000  Hits 


7.37% 

29.47% 

28.77% 

29.12% 

5.26% 
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Members  vs.  Non-Renewing  Organizai 
by  Support  Level 


Members: 


Non- 

Renewing: 


# of  Requests 

% of  Members 

0 Requests 

19.30% 

1-10  requests 

55.26% 

11-25  requests 

15.11% 

26-100  requests 

7.75% 

>100  Requests 

2.58% 

# of  Requests 

% Non-Renewing 

0 Requests 

I- 10  requests 

II- 25  requests 
26-100  requests 
>100  Requests 

INPUT  - Ihe  authority  on  government  business 

Q 
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25.61% 

61.40% 


e 


Members  vs.  Non-Renewing  Organizati 
by  Length  of  Time  with  INPUT 


Members: 


Non- 

Renewing: 


Member  for 

Members 

<1  Year 

27.11% 

1-2  Years 

32.54% 

3-5  Years 

20.21% 

5 Years  or  More 

20.14% 

Member  for  % Non-Renewing 


<1  Year  0.35% 

1-2  Years 
3-5  Years 

5 Years  or  More  9.82% 


69.12% 


20.70% 
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Members  vs.  Non-Renewing  Organizai 
by  CV  and  Support  Used 


INPUT 


Non- 


Company  CV 

0 Hours 

1-5  Hours 

5-10  Hours 

10-25  Hours 

>25  Hours 

Grand  Total 

<$5k 

1 

41 

5 

4 

51 

102 

$5k-10k 

9 

311 

48 

48 

254 

670 

$10-15k 

6 

210 

49 

36 

128 

429 

$15-25k 

3 

94 

28 

22 

41 

188 

>$25k 

38 

23 

33 

66 

160 

Grand  Total 

19 

694 

153 

143 

540 

1549 

Company  CV 

0 Hours 

1-5  Hours 

5-10  Hours 

10-25  Hours 

>25  Hours 

Grand  Total 

<$5k 

6 

1 

17 

24 

$5k-10k 

1 

53 

4 

3 

57 

118 

$10-15k 

2 

48 

13 

2 

37 

102 

$15-25k 

10 

3 

2 

13 

28 

>$25k 


Grand  Total 


45% 


121 


24 
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Introduction 


© 


INPUT' 


® Survey  of  members  conducted  in  October 

• 220  respondents  from  93  member  companies 

• 358  member  companies  invited  to  participate  - 
27%  response  rate 


INPUT  - 'Ihe  authority  on  government  business 
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Number  of  Responses  by  Rating  INPUT 

kg 


■ Overall  Importance  - 4.1  ■ Overall  Satisfaction  - 4.1 


120  -r- 

106 


Rating 


INPUT  - Ihe  authority  on  government  business 

e 
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Margin  of  error  on  avg  rating=+/-.1 
Responses=220 


Overall  Importance  vs. 
Role  of  Individual 


by 


INPUT 


Average  of  Overall  Importance  ■ Average  of  Overall  Satisfaction 


M 

x 

ii 

in 

3 

o 


4.14.0  4.1 


- B 


_C 

re 

QC 

0) 

buo 

re 

CL) 

> 

< 


& 


'b 


,C 

P \<^ 


/ /■  J «/  J 

/ J?  <f  ,0*' 

*<s 

c0<> 

Role  of  Individual 


n>x  \V~  "o'  \<2/'  or 


7 
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Importance  vs.  Satisfaction  with  Co 
of  Service  m 


■ Importance  ■ Satisfaction 


Qua  ity  (218)  Depth  (211)  Timeliness  Quantity  Caseof  Analyst  Training 

(208)  (210)  Use/Layout  Access  (168)  (149) 

(215) 


Component  of  Service  (#  of  Responses) 
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Overall  Importance  vs. 
Company  Size 


■ Average  of  Overall  Importance  ■ Average  of  Overall  Satisfaction 

5 


4.3 


Micro  (<$5m)  Small  ($5-20m)  Mid  Market  ($20-  Enterprise  Strategic  Accounts 

100m)  (>$100m) 


Company  Size 
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Overall  Importance  ysr Satisfaction 
Individual  Usage 


■ Average  of  Overall  Importance  ■ Average  of  Overall  Satisfaction 


Light  (<50  Hits)  Moderate  (50-250  Hits)  Heavy  (250-1000  Hits) 

Individual  Usage  (Last  6 Months) 
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2009  IAP  Plans 
Financial  Summary 


© 

12/8/2008 


2008  Act 

2009  Plan 

Var.  vs.  2008 

$ 

% 

Product  Line 

Federal  IA 

823,672 

864,101 

40,429 

5% 

Federal  Trend  Advisor 

80,283 

44,873 

(35,410) 

-44% 

S&L  IA 

336,106 

284,121 

(51,985) 

-15% 

Why  shrinkage?  Why  are  we  still 

doing  it? 

Total  Orders 

1,240,061 

1,193,094 

(46,967) 

-4% 

Gross  Margin  ($) 

717,594 

Orders  Per  Employee 

248,994 

NOTE:  ORDERS  NOT  FINALIZED 

Primary  role  of  the  Director  is  sales;  they  should  contribute  several  hundred 
thousand  dollars  of  orders. 
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2009  IAP  Plans 
Monthly  Plan 


12/8/2008 


2009 

Plan  Component 

Assumption 

Jan 

Feb 

Mar 

Apr  May 

Jun 

Jul 

Aug 

Sep 

Oct 

Nov 

Dec 

Total 

Sales  Plan  (Orders) 

Federal  Industry  Analysis 

Total  Upsell 

12,967 

13,180 

11,194 

9,780 

10,328 

1 1 ,786 

9,935 

12,534 

10,905 

11,150 

10,877 

25,340 

149,976 

Total  New 

7,153 

8,093 

9,153 

7,166 

6,485 

7,861 

7,490 

8,642 

8,974 

8,268 

9,223 

12,473 

100,980 

Renewal  Plan 

72,504 

56,368 

21,329 

30,581 

57,526 

35,972 

46,915 

62,131 

32,759 

16,840 

20,921 

159,298 

613,145 

Non-Subscription  Sales  (e.g.,  E-commerce) 

- 

Total 

92,624 

77,642 

41,676 

47,527 

74,340 

55,619 

64,340  83,306 

52,637 

36,258 

41,021 

197,111 

864,101 

Federal  Trend  Advisor 

Total  Upsell 

- 

- 

- 

- 

- 

- 

- 

- 

- 

- 

- 

- 

Total  New 

- 

- 

- 

- 

- 

- 

- 

- 

- 

- 

- 

- 

- 

Renewal  Plan 

- 

- 

- 

5,049 

5,346 

13,676 

9,504 

5,940 

- 

- 

5,358 

44,873 

Non-Subscription  Sales  (e.g.,  E-commerce) 

- 

Total 

- 

- 

- 

5,049 

- 

5,346 

13,676 

9.504 

5,940 

- 

- 

5,358 

44,873 

S&L  Industry  Analysis 

Total  Upsell 

4,666 

4,743 

4,028 

3,519 

3,717 

4,241 

3,575 

4,510 

3,924 

4,012 

3,914 

9,119 

53,971 

Total  New 

- 

- 

- 

- 

- 

- 

- 

- 

- 

- 

- 

- 

- 

Renewal  Plan 

23,570 

17,849 

18,204 

- 

34,933 

24,187 

- 

38,394 

19,620 

- 

- 

53,392 

230,150 

Non-Subscription  Sales  (e.g.,  E-commerce) 

- 

Total 

28,237 

22,592 

22,232 

3,519 

38,650 

28,429 

3,575 

42,904 

23,544 

4,012 

3,914 

62,511 

284,121 

Total  Orders  Plan 

120,861 

100,234 

63,908 

56,096 

112,989 

89,394 

81,591 

135,715 

82,121 

40,270 

44,935 

264,980 

1,193,094 

Staffing 

Headcount 

Director 

TBH 

1.0  1.0  1.0  1.0  1.0  1.0  1.0  1.0  1.0  1.0 

Manager 

CD 

1.0  1.0  1.0  1.0  1.0  1.0  1.0  1.0  1.0  1.0  1.0  1.0 

3.8  3.8  2.8  2.8  2.8  2.8  2.8  2.8  2.8  2.8  2.8  2.8 

Principal/Sr.  Analyst 

DP.  LJ,  JS,  J 

Analyst 

Research  Associate 

Total 

4.8 

4.8 

4.8 

4.8 

4.8 

4.8 

4.8 

4.8 

4.8 

4.8 

4.8 

4.8 

Cost 

Total  Staffing  Cost 

28,229 

28,229 

39,325 

39,325 

39,325 

39,325 

39,325 

39,325 

39,325 

39,325 

39,325 

39,325 

449,707 

Total  Resource  Reqs 

2,147 

2,147 

2,150 

2,150 

2,150 

2,150 

2,150 

2,150 

2,150 

2,150 

2,150 

2,150 

25,794 

Total  Direct  Costs 

30,376 

30,376 

41,475 

41,475 

41,475 

41,475 

41,475 

41.475 

41,475 

41,475 

41,475 

41,475 

475,501 

Gross  Margin 

90,485 

69,858 

22,434 

14,621 

71,514 

47,919 

40.116 

94.240 

40,647 

(1,205) 

3,460 

223,505 

717,594 
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2009  IAP  Plans  12/8/2008 

Ann  Schedule 


* Month  Ending  Date,  **  Number  of  Working  Days  in  the  Month  (excludes  holidays) 

Program  (PPPPP)  or  Description  of 
Activity 

Start  Date 

End  Date 

Total  Days 
2008 

Total  Days 
2009 

Month  Ending 

Owner 

1/31  * 

2/28 

3/31 

4/30 

5/31 

6/30 

7/31 

8/31 

9/30 

10/31 

11/30 

12/31 

Comments 

— 

Industry  Forecast  (1) 

1 

Industry  Reports  (3) 

1 

1 

1 

3 Industry  Reports 

Industry  Insights  (14) 

1 

2 

1 

1 

1 

1 

1 

2 

2 

1 

1 

14/Insight 

Exec  Briefings  (1  /member) 

5 

4 

6 

5 

5 

4 

4 

3 

5 

5 

4 

3 

1 per  member  is  part  of  prodi 

Recorded  Webinars 

1 

2 

1 

1 

1 

2 

1 

2 

2 

2 

1 

2 

1 for  each  deliverable 

Industry  Forecast  (1) 

1 

Industry  Reports  (3) 

1 

1 

i- 

3 Industry  Reports 

Industry  Insights  (12) 

1 

1 

1 

1 

1 

1 

1 

1 

1 

1 

1 

1 

12/Insight 

Exec  Briefings  (1 /member) 

2 

2 

3 

2 

2 

2 

2 

2 

3 

3 

2 

2 

1 per  member  is  part  of  prodi 

Recorded  Webinars 

1 

2 

1 

1 

1 

2 

1 

1 

2 

1 

1 

2 

1 for  each  deliverable 

Effort 

Develop  Forecast  Model  (Fed  & S&L) 

1/2/09 

3/31/08 

30.0 

30.0 

DP 

10.0 

10.0 

10.0 

Federal  Deliverables 

Federal  Forecast  Report 

3/3/09 

6/10/09 

35.0 

35.0 

DP 

5.0 

15.0 

10.0 

5.0 

Federal  Industry  Reports 

Topic  1 

1/2/09 

3/15/08 

35.0 

35.0 

DP 

10.0 

10.0 

15.0 

Topic  2 

6/10/09 

8/20/08 

35.0 

35.0 

DP 

10.0 

15.0 

10.0 

Topic  3 

9/2/09 

11/19/09 

25.0 

35.0 

DP 

10.0 

15.0 

10.0 

Federal  Industry  Insights 

78.0 

84.0 

DP 

6.0 

12.0 

0.0 

6.0 

6.0 

6.0 

6.0 

6.0 

12.0 

12.0 

6.0 

6.0 

6 days  per  Insight 

Breaking  Views'  Blog 

57.8 

63.0 

DP 

5.3 

4,8 

5.5 

5.5 

5.0 

5.5 

5.5 

5.3 

5.3 

5.5 

4.8 

5.3 

2 hours  per  day 

25.0 

27.0 

DP 

2.0 

2.0 

3.0 

2.0 

2.0 

2.0 

2.0 

2.0 

3.0 

3.0 

2.0 

2.0 

1 day/briefing. 

7.0 

8.0 

DP 

0.5 

1.0 

0.5 

0.5 

0.5 

1.0 

0.5 

0.5 

1.0 

0.5 

0.5 

1.0 

4 hours  for  each  webinar 

Member  Support 

110.0 

120.0 

DP 

10.0 

8.0 

10.0 

10.0 

10.0 

12.0 

10.0 

10.0 

12.0 

10.0 

8.0 

10.0 

Providing  rough  2.25  days/m< 

Sales  Support 

22.0 

24.0 

DP 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

Industry  Briefings 

22.0 

24.0 

DP 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

1 day / briefing  24  planned 

PR/Media  Interactions 

11.0 

12.0 

DP 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

Conference  Attendance 

19.0 

20.0 

DP 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

1.0 

1.0 

2.0 

2.0 

1.0 

1.0 

S&L  Deliverables 

S&L  Forecast  Report 

3/3/09 

6/10/09 

35.0 

35.0 

CD 

10.0 

10.0 

10.0 

5.0 

S&L  Industry  Reports 

Topic  1 

12/15/08 

2/22/09 

20.0 

20.0 

CD 

10.0 

10.0 

Topic  2 

6/10/09 

9/8/09 

30.0 

30.0 

CD 

10.0 

10.0 

10.0 

Topic  3 

9/12/09 

12/15/09 

20.0 

30.0 

CD 

10.0 

10.0 

10.0 

Industry  Insights  (10  @ 6 days  each) 

66.0 

72.0 

CD 

6.0 

6.0 

6.0 

6.0 

6.0 

6.0 

6.0 

6.0 

6.0 

6.0 

6.0 

6.0 

6 days  per  Insight 

Breaking  Views'  Blog 

57.8 

63.0 

CD 

5.3 

4.8 

5.5 

5.5 

5.0 

5.5 

5.5 

5.3 

5.3 

5.5 

4.8 

5.3 

2 hours  per  day 

37.5 

40.5 

CD 

3.0 

3.0 

4.5 

3.0 

3.0 

3.0 

3.0 

3.0 

4.5 

4.5 

3.0 

3.0 

1 /member  - 1 .5  days  per  due 

7.0 

8.0 

0.5 

1.0 

0.5 

0.5 

0.5 

1.0 

0.5 

0.5 

10 

0.5 

0.5 

1.0 

4 hours  for  each  webinar 

Member  Support 

27.0 

29.5 

CD 

2.5 

2.0 

2.5 

2.5 

2.5 

2.5 

2.5 

2.5 

2.5 

2.5 

2.5 

2.5 

Providing  roughly  1.1  days/mt 

11.0 

12.0 

CD 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

9.0 

10.0 

CD 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

1 day/briefing  - 12  planned 

5.5 

6.0 

CD 

0.5 

0.5 

0.5 

0.5 

0.5 

0.5 

0.5 

0.5 

0.5 

0.5 

0.5 

0.5 

Conference/Meeting  Attendance 

7.0 

7.0 

CD 

1.0 

3.0 

3.0 

Days  Planned 

— 

845 

915 

82 

83 

88 

76 

73 

74 

75 

69 

72 

83 

72 

71 

21 

19 

22 

22 

20 

22 

_ i 2 

21 

21 

22 

-IS 

21 

FTEs 

4.5 

4.5 

94  5 

85.5 

99 

99  90 

99 

99 

94  5 

94.5 

99 

85  5 

94.5 





75.6 

68.4 

79.2 

79.2  72 

79.2 

79.2 

75.6 

75.6 

79.2 

684 

75.6 

CD.  DP,  JS.  LJ  (3/4  time),  JP 
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2009  IAP  Plans 
Assumptions 


12/8/2008 


CV  Renewal  Base 

Federal  Industry  Analysis 

$ 823,672 

$ 80,283 

$ 336,106 

74.4% 

Federal  Trend  Advisor 

55.9% 

S&L  Industry  Analysis 

68.5% 

Avg  Price  Per  Order 

Federal  Industry  Analysis 

$ 14,500 

Why  no  price  change?  How  many 
are  paying  $14.5 

Federal  Trend  Advisor 

$ 9,900 

$ 14,500 

75% 

60% 

70% 

S&L  Industry  Analysis 

Renewal  Rates 

Federal  Industry  Analysis 

Trend  Advisor 

S&L  Industry  Analysis 

Staffing  Assumptions 

Training  Budget/Person 

$ 750 

15% 
7.5% 

Benefits  as  % of  Salary 

Incentive  Comp  as  % of  Salary 
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2009  IAP  Plans 
Ann  Summary  Federal 


12/9/2008 


Program  (PPPPP)  or  Description  of 
Activity 

Start  Date 

End  Date 

2008 

2009 

Member 
Satis 
faction 
Rating  2008 

Price 

(Value)  2008 

Members  End  of  Year 

Standard 

X 

y 

Trend  Advisor 

a 

b 

Standard  Price 

Standard 

w 

y 

Trend  Advisor 

Average  Price 

Standard 

Trend  Advisor 

Renewal  base 

Standard 

Trend  Advisor 

Renewal  Rate 

Standard 

Trend  Advisor 

Renewal  Orders 

Standard 

Trend  Advisor 

Nw  Orders 

Standard 

Trend  Advisor 

Total  Orders 

Standard 

Trend  Advisor 

Total  Ordres 

Orders  per  Employee 

Federal  Deliverables 

Federal  Forecast  Report 

3/3/09 

6/10/09 

#REF! 

50.0 

Federal  Industry  Reports 

Topic  1 

1/2/09 

3/15/08 

#REF! 

#REF! 

Topic  2 

6/10/09 

8/20/08 

#REF! 

#REF! 

Topic  3 

9/2/09 

11/19/09 

#REF! 

#REF! 

Federal  Industry  Insights 

#REF! 

#REF! 

Exec  Briefings  to  Members 

#REF! 

#REF! 

Recorded  Webinars 

#REF! 

#REF! 

Member  Support 

#REF! 

#REF! 

Sales  Support 

#REF! 

#REF! 

Industry  Briefings 

#REF! 

#REF! 

PR/Media  Interactions 

#REF! 

#REF! 

Conference  Attendance 

#REF! 

#REF! 

Total 

#REF! 

#REF! 

200  Days  per  person  FTEs  #REF!  #REF! 
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e 

12/9/2008 


Program  (PPPPP)  or  Description  of 
Activity 

Start  Date 

End  Date 

Total  Days 
2008 

Total  Days 
2009 

Member 
Satis 
faction 
Rating  2008 

Price 

(Value)  2008 

Members  End  of  Year 

Standard 

X 

y 

Trend  Advisor 

a 

b 

Average  Price 

Standard 

Trend  Advisor 

S&L  Deliverables 

S&L  Forecast  Report 

3/3/09 

6/10/09 

0.0 

50.0 

CD 

S&L  Industry  Reports 

Topic  1 

12/15/08 

2/22/09 

0.0 

0.0 

CD 

Topic  2 

6/10/09 

9/8/09 

0.0 

0.0 

CD 

Topic  3 

9/12/09 

12/15/09 

0.0 

p 

b 

CD 

Industry  Insights  (10  @ 6 days  each) 

0.0 

0.0 

CD 

Breaking  Views'  Blog 

0.0 

0.0 

CD 

Exec  Briefings  to  Members 

0.0 

0.0 

CD 

Recorded  Webinars 

O 

b 

0.0 

Member  Support 

0.0 

0.0 

CD 

Sales  Support 

0.0 

0.0 

CD 

Industry  Briefings 

0.0 

0.0 

CD 

PR/Media  Activities 

0.0 

0.0 

CD 

Conference/Meeting  Attendance 

0.0 

0.0 

CD 

Total 

#REF! 

#REF! 

200  Days  per  person  FTEs  #REF! 

#REF! 

2008  Act  2009  Plan  Var.  vs.  2008 
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Industry  Analysis 


Key  Initiatives 

• ‘Breaking  Views’  Blog 

• Expand  Primary  Research  in  Industry  Reports 

• Produce  Powerpoints  and  Recorded  Webinars  for  Each  Deliverable 


Implement  ‘Breaking  Views’  Blog.  If  this  is  a public  blog  it  is  not  a deliverable  in  the 
program.  Shouldn’t  it  be  in  Marketing?  Time  would  be  better  spent  in  calling  prospects. 


What: 

• Implement  blog  where  INPUT  analysts  feature  our  ‘Breaking  Views’  on  key  events  in  the 
news. 

• Use  blog  page  to  promote  related  research  for  sale  through  e-commerce,  events  and  the 
Industry  Analysis  programs. 

Why: 

• Members  wish  to  have  insight  and  opinion  on  news  events  in  near  real  time  so  they  can 
be  prepared  to  address  internal  executives  and  other  company  stakeholders  on  the  impact 
of  such  events. 

• By  making  the  blog  a public  blog  and  using  it  to  promote  Industry  Analysis  and  output 
from  the  products,  we  believe  it  will  help  strengthen  INPUT’S  brand  as  an  ‘authority  on 
government’,  drive  e-commerce  sales  and  drive  sales  of  industry  analysis  subscription 
products. 


Expand  Primary  Research  in  Industry  Reports 

What: 

• Expand  primary  research  in  the  Industry  Reports  from  the  10-15  interviews  done  today  to 
50-100  per  report.  Why  this  number?  Usually  30  interviews  is  enough  for  users  and  10- 
15  for  vendors  in  a particular  area.  Need  a EOT  more  in  industry  forecasts.  We  should 
also  use  electronic  research  techniques  surveying  hundreds  of  members  and  perhaps 
thousands  of  government  employees.  We  have  1,500  members  and  hundreds  of 
thousands  of  gov’t  employees;  then  the  respondents  get  a summary  report  that  is  a teaser 
for  buying  the  whole  report 

Why: 

• Primary  research  allows  us  to  report  measurable  interview  data  that  should  strengthen  the 
value  of  the  research. 

• The  response  data  provides  research  we  will  leverage  in  other  deliverables,  such  as  the 
Industry  Insights. 

• The  data  will  be  a key  component  that  allows  us  to  increase  the  value  of  our  industry 
analysis  for  government  buyers. 
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Produce  Powerpoints  and  Recorded  Webinars  for  Each  Deliverable 


What:  how  will  these  be  delivered  as  standalone  sales?  How  will  they  be  delivered  to  any  gov’t 
buyer? 

• Produce  Powerpoint  based  reports  to  respond  to  member’s  needs  for  sharing  and 
incorporating  charts  into  internal  presentations.  All  presentations  will  be  accompanied 
with  Speaker  Notes  and  an  executive  summary  of  the  results  in  Word  format. 

• Produce  recorded  Webinars  for  each  deliverable  that  is  recorded.  Webinars  will  be  free 
for  Industry  Analysis  members  and  we  will  charge  a fee  for  non-members.  Significant 
(see  below) 

Why: 

• Based  on  interviews  with  members,  the  Industry  Report  format  is  not  as  helpful  as 
Powerpoint.  The  results  must  be  shared  internally  as  part  of  their  workflow.  For 
Industry  Reports,  they  have  to  re-format  graphics  in  the  PDF  INPUT  provides  into  a 
picture  in  Powerpoint  so  they  can  share  it  internally.  An  executive  summary  in  Word  is 
sufficient  as  they  need  the  explanatory  text.  By  providing  Powerpoints,  we  actually  save 
them  work  in  communicating  our  results  internally.  Agree! 

• Members  informed  us  that  the  longer  reports  are  not  read  internally  - something  shorter 
and  more  targeted  to  an  executive  level  audience  is  required  by  members.  This  is  not  to 
say  that  we  will  reduce  the  research  quality  of  the  deliverables.  In  fact,  we  expect  to  use 
the  time  savings  in  the  production  time  associated  with  a formal  report  to  invest  in  more 
primary  research. 

• The  webinars  will  be  recorded  and  associated  with  the  deliverables  in  the  Industry 
Analysis  products.  They  will  be  free  for  Industry  Analysis  members  and  a fee  will  be 
charged  for  non-members.  How  much?  This  has  to  be  significant.  Is  there  any  executive 
summary  with  it? 

Questions: 

What  do  we  have  to  do  to  sell  these  products?  How  can  we  be  shrinking  in  orders?  What  has  to 
be  done  to  finalize  orders? 

The  monthly  orders  numbers  make  no  sense  at  all  Shouldn’t  Upsells,  Renewals  and  New 
Sales  be  in  discrete  multiples  of  the  unit  price?  What  was  our  sales  experience  in  20089  How 
many  orders  each  month  did  we  upsell  or  new  sell?  Surely  we  do  not  have  discounts  in  these 
products  or  price  variation? 

Where  is  list  of  members  and  key  prospects?  How  many  members  do  we  have  in  each  program9 
How  many  do  we  have  at  end  of  year? 

Where  is  revenue  calculation?  I see  orders  but  no  revenues. 

Is  gross  margin  (orders  - costs)?  I do  not  think  so. 

Have  we  allowed  for  travel  costs? 

We  have  363  days  for  S&L  IAP  and  only  $284,000  orders.  I suggest  we  cut  it  back  to  180  days; 
save  a person.  Focus  on  only  what  is  important 
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What  does  the  survey  say  about  the  value  of  each  component  of  the  program?  What  value  (sales 
price)  are  we  allocating  to  each  component  of  the  program  (enter  on  sheet)  9Provide  data. 

In  2008  what  was  the  satisfaction  with  each  report? 

Where  is  the  equivalent  sheet  for  2008  to  the  Annual  Schedule  so  we  can  see  changes?  Does  not 
have  to  be  by  month;  just  fill  in  column  to  the  left  of  Total  Days  2009. 

Have  we  collected  T/S  data  against  these  components?  If  not  how  are  they  justified? 

The  support  days  are  just  a plug  because  there  is  no  seasonality?  What  is  the  distribution  in 
20089  What  is  the  justification  for  these  numbers? 

What  do  you  expect  the  Director  to  do?  You  require  roughly  4.5  people  to  do  the  work  and  after 
March  you  only  have  3.5  workers.  How  is  the  director’s  time  distributed?  I would  suggest  at 
least  half  his/her  time  should  be  on  sales.  Rest  on  member  interface  and  management;  we  have 
planning;  we  want  to  grow  our  analytical  business  so  that  needs  time. 

Why  only  2 days  per  month  on  sales  support  for  federal  and  1 day  per  month  for  S&L  programs9 
Incredibly  low?  What  was  it  in  2008?  Is  there  any  out  of  DC  area  travel  built  in  for  sales 
support?  If  you  travel  for  a presentation  aren’t  there  sales  opportunities  out  there  too? 

Where  is  time  on  marketing  promotions? 

Have  we  done  a topic  survey  for  1 st  Qtr?  Easy  to  do.  Survey  Monkey  can  get  it  done  almost 
instantly.  Why  don’t  we  survey  non-IAP  members  who  are  members  of  the  DB  products?  It  will 
be  Marketing.  Why  not  ask  them  issues  to  be  addressed  and  markets  they  want  to  know  about9 
Could  we  give  them  something  for  taking  survey? 

How'  long  does  it  take  to  produce  the  new  PowerPoint  version  of  a report  versus  the  old  method? 
How  long  does  it  take  to  produce  a PowerPoint  report  from  an  existing  report9  Shouldn’t  we 
produce  one  and  test  its  acceptance  before  making  this  change? 

Could  you  please  separate  the  documents  for  S&L  and  Federal?  There  should  be  a set  for  each 
one  so  we  can  look  at  independently.  Can  you  read  the  printed  version  of  Exhibit  A?  I cannot 
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© Market  Size: 

• 270,000  vendors  sell  to  S&L  (estimate  22,000  IT  vendors) 

• Captured  Market  $40  million 

© Current  Member  Distribution 


State  & Local  Information  Services 
Market  Opportunity  & Profile  of 


UT 


fl  fl 


Member  by  Line  of  Business  # of  Members 

% of  Members 

S&L  Only 

114 

/ 

7.4% 

S&L  and  Federal 

356 

23.0% 

Federal  Only 

S&i,  $6*.  Oder/?. 

1079 

69.7% 

Grand  Total 

1549 

100.0% 
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S&L  InformatiojrServices  Backgroun 


r~ 


4.500 

4.000 

3.500 

3.000 
H 2,500 

LO 

1_ 

QJ 

"E  2,000 

o 

1.500 

1.000 

500 


Included  S&L  Opportunities  in 
Federal  Complete  killing  S&L 
growth 


4,011 


Released  S&L 
products  in  2001 


INPUT 


Pulled  S&L  Ops  back  out  of 
Fed  Complete  - S&L  on  path 
to  grow  20-30%  in  2008 


1,064 


Revised  strategy  - made 
major  investment  to  build 
S&L  Vertical  Coverage 


2002 


2003 


2004 


2005 


2006 


2007 


2008  = 
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State  & Local  Information  Servio 
2008  Game  Plan 


INPUT 


® Introduce  pre-RFP  Opportunity  Alerts  tO  1+eX) 

• More  opportunities  with  existing  headcount 

® Continue  analyst  engagement  for  sales  support 

setose  rate  higher  with  analyst  involvement 

7 sous*-  one,''— 

© Finalize  partnership  with  PTI  and  Governing  . 

• For  brand  awareness  and  access  to  government  officials 

© Targeted  marketing  to  generate  leads 
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Coverage  Expansion  (1) 


INPUT 


U tso  ioil-l  MWwrZ 

Targeted  expansion  into  targeted  segments  of  professional  services 

Description 

•Expands  the  market  of  tracked  opportunities  from  Core  IT  to  adjacent  professional 
services,  including:  R&D,  administrative/business  support  services,  non-IT 
consulting,  facilities  support  services,  engineering  design  and  implementation. 

•Expanded  coverage  becomes  part  of  the  current  Opportunities  product,  using 
existing  research  methodology. 

Justification 

•These  markets  are  a natural  expansion  path  for  our  current  member  base  as  they 
assess  their  new  areas  of  opportunity 


•Competition  has  already  expanded  into  these  new  areas  and  INPUT’S  core  is 
increasingly  at  risk.  - 

Risks  Target  Markets 

•8,237  additional  prospects  > than  $1 


•Overselling  and  und6r-delivering;  too 
few  opps  injjoo  many  sub-segments 
• HoninigTHe  “right”  focus  areas. 


million  in  revenue 
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Coverage  Expansion  (2) 


Up-sell 

New 

Total 

Costs 

People 

SW  Dev 

Other 


Vi* 


lot? 


© 


INPUT 


L04- 

Total  Market: 


3Q09 

$17. OK 

$165K 


4Q09 

$26*.  OK 

$205K 


$24M 

Total 

$80. OK 

$516K 


2009 

2 FTE 
20  days 


Implementation  Start:  10/2008  Launch:  12/2008 

• Develop  collateral,  pricing  and  identify/recruit  initial  FTE 

• Develop  research  agenda 

•Train  sales  andnVIS^taff - formally  release  offering 
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ATI 

0^  ^ 


INPUT 


Strengthening  Opportunities 

Description 

■ 

Implement  near  real-time  opportunity  updates  through: 

< -Coverage  during  off-hours  and  weekends 

-Improvements  in  processing  procurement  notices 

•Real  time  notification  to  members  of  key  changes  to  opportunities  - ? 

• S&L  Pre-RFP  Opportunity  Alerts 

•Allows  us  to  expand  our  coverage  in  S&L  without  expanding  resources 

Justification 

•Activity  essential  necessary  to  maintain  competitiveness  and  avoid  member  losses 

• Usage  of  ‘Opportunities’  represents  80%  of  our  traffic  h 

•Biggest  gap  in  member  satisfaction  is  in  ‘timeliness’  1 

•4.4  importance  vs.  3.8  satisfaction  v L ^ 7 

Risks  Target  Markets  [pc(lt^ 

•N/A  • All  members 
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Government  Community 
Description 

• INPUT  free  for  government  employees 

•Grow  government  usage  of  INPUT 

•Continue  to  draw  government  into  our  INPUT  Network  / professional  community 
• Intel  from  government  to  feed  INPUT  info/intel/insight 
•Provide  industry  insights  to  new  administrative  and  on-going  breaking  views 
•Sell  ad  inventory  (Ad  rates  above  $100/CPM  from  hyper-qualified  prospects) 

Justification 

• If  own  buyer  mindshare,  we  own  the  sellers 

• Government  is  our  source  of  raw  information  - build  stronger  relationships 
•Stronger  brand  when  we  sell  to  our  vendor  Members  and  prospects;  initial  sales  results 

and  traction 

•Ad  revenue:  highest  ad  rates  from  targeting 

• Better  information  for  government  - “Program  Manager  for  this  Opp  is  . . 

Risks  Target  Markets 

• None  • All  government  employees 
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Foundational  Imperatives  (4) 


INPUT 


Improve  Usability 


Revenue 

Renew 

Up-sell 

New 

Costs 

People 

SW  Dev 

Other 

Implementation 


1Q09 


2Q09 


3Q09 


Total  Market: 
4Q09 


2009 


Start:  12/2008 


To  be  determined  by  Technology  leader 


"Needs  to  be  validated 


$82M 

Total 


$0 

$0 

$0 


2010 


2011 
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Foundational  Imperatives  (6)  'ZjfiiH  INPUT 


Government  Community 


Revenue 

Transaction 

Advertising 

Total 

Costs 

People 


1Q09 

$400 

$2,000 


2Q09 

$800 

$3,000 


3Q09 

$1,200 

$10,000 


Total  Market: 
4Q09 

$1,600 

$10,000 


Total 

$4,000 

$25,000 

$29,000 


SW  Dev  Dev  time  + 3rd  party  software  assessment  and  procurement 


Other 

Implementation  Start:  Underway 

•To  be  determined  by  Technology  leader 


-P  l— , PphJ 

_ 

H KT^v . 
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FPDS  Modernization 
Description 

• Implement  changes  to  products  where  FPDS  data  is  used  (Opportunities,  Agency 
Profiles,  Vendor  Profiles)  to: 

•Take  advantage  of  more  current  information  - be  more  timely 
•Improve  reporting  capabilities 

Justification 

•Activity  essential  necessary  to  maintain  competitiveness  and  avoid  member  losses 

• FPDS  data  is  a foundational  data  source  in  our  federal  products 
•The  government  changed  the  data  structure  and  frequency  of  release 

• If  we  don’t  do  this  members  do  not  get  the  full  depth  and  breadth  of  insight  data  can 
provide 

• Delivering  a suboptimal  member  experience 

Risks  Target  Markets 

•N/A  • All  federal  members 
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Foundational  Imperatives  (9) 


INPUT 


Description 

• Launch  Microsoft  CRM  Connector  and  widgets  so  INPUT  is  embedded  in  workflow 

• Deploy  INPUT  Toolbar  so  that  INPUT  can  be  accessed  whenever  the  Internet 
browser  is  open 

IntroduceTNPUT  Mobile  so  members  can  access  INPUT  via  selected  mobile 
devices  . Wl-ffir"  Hew  kihubtxiu  f exO ^ 


Justification 

• Activit/esserrtiaKnecessary  to  maintain  competitiveness  and  avotdrhember  losses 

• From  m^mteers^0%  of  our  member  companies  use  Microsoft  CRM 

• From  CV  Analysis:  Average  order  size  for  orders  with  Salesforce.com  Connector 
are  17%  higher  (among  like  companies) 

• From  management  judgment:  Almost  every  member  doing  business  development 
has  a mobile  device 


Risks 

•N/A 


Target  Markets 

•All  members 
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Foundational  Imperatives  (8) 


INPUT 


FPDS  Modernization 
Revenue  1Q09 

Renew 

Up-sell 

New 

Costs 

People 

SW  Dev 

Other 

Implementation 

•To  be  determined  by  Technology 

*Needs  to  be  validated 


2Q09 


3Q09 


Total  Market: 
4Q09 


$82M 

Total 


2009 


175  days’ 


Start:  05/2009 


leader 


$0 

$0 

$0 


2010 


2011 


Kloo 
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Foundational  Imperative  (10) 


INPUT 


INPUT  Access 
Revenue 

Renew 

Up-sell 

New 

Costs 

People 

SW  Dev 

Other 

Implementation 


1Q09 


9,375 


2Q09 


Total  Market: 
3Q09  4Q09 


9,375 


9,375 


Start:  Underway 


•To  be  determined  by  Technology  leader 

*Needs  to  be  validated 


$82M 

Total 


9,375 


2010 


2011 


to 


Tuthority  on  government  business 
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olidate  Company  Information  & Integrate  with  MPS 


Description 

• Integrate  our  ‘company  information’  across  MPS  and  INPUT  products  into  a single 


^Activity  essential  necessary  to  maintain  competiti\ 

• l\m^co^  r s p erTdfn  gd  aTa~ancf  I^UTcomract^a  rd  s' 

data  are  all  loosely  coupled  in  disparate  databases 

•We  need  to  integrate  these  databases  and  improve  reporting  across  them  to: 

• Improve  mining  for  new  prospects  and  prospect  prioritization  of  700k  companies 

• Improve  competitive  intelligence  for  our  members 

• Reduce  management/maintenance  time  trying  to  correlate  the  data 

• Support  our  objectives  to  segment  members  effectively 

Risks  Target  Markets 

#N/A  • All  members 


database 


Justification 
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r 


INPUT 


Consolidate  Company  Information  & 
Integrate  with  MPS 

Revenue 

Renew 


Total  Market: 


$82M 


Up-sell 
New 
Costs 
People 
SW  Dev 
Other 

Implementation 


$0 

$0 

$0 


175  days' 


Start:  02/2009 


•To  be  determined  by  Technology  leader 

'Needs  to  be  validated 
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® At  this  time,  no  significant  changes  proposed  for 
pricing  or  packaging  in  2009 

• Economic  climate  increases  downward  pricing  pressure 

• Competitive  landscape  maintains  downward  pricing 
pressure 

• Improved  sales  performance  indicates  ability  to  command 

current  list  prices  

© GovEdge  --  Leverage  3rd-party  distribution  channel 
to  increase  sales  coverage 

• Opportunities  content  will  become  part  of  INPUT  Portal 
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Red  Ocean  Initiatives  Recap 


INPUT 


Revenue 

Initiative 

Start  Date 

Estimate 

Coverage  Expansion 
Fundamental  Imperatives 
Strengthen  Opportu n iti es 
improveUlsabt+tty 


1 0/2008 


• Government  Community 
FF9S  Modernization 

• INPUT  Access 

•^Consolidate  Company  Information  & Integrate 
with  MPS 

Total 


Underway 

02/2009 


$596K 


$37.5 


This  number  is  in  addition  to  $1.8  million  of  core  growth 
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Description  , 

\ \/QTfL  *rC-  ev^ri-. 

• Market  entry  mechanic^  seminars  fojvnew  market  entrants  (seminars,  webinars) 

•Teaming  events  to  facilitate-collabdration  between  large  integrators  and  subs 

• Podcasts  and  other  free  how  to  content  for  wide  distribution  and  lead  generation 

Justification 

• Economic  conditions  making  the  public  sector  market  more  attractive  to  new  market 
entrants  that  need  support  services 

• The  seminar  attendees  represent  a strong  set  of  new  business  prospects  for 
subscription  sales. 

• Teaming  events  (general  or  program-specific)  address  the  teaming  challenges 

mentioned  by  members  during  primary  research  ? 

• Bundling  this  training  content  into  a subscription  package t$999/yr)  would  provide 

additional  ups-ell  offerings  for  Member  Services.  vJ 

Risks  Target  Markets 

• Compete  with  free  content  • 8,297  companies  entered  market  in  2007 

• Distract  from  core  services 


INPUT  - The  authority  on  government  business 


Confidential  & Proprietary 
For  Internal  Use  Only 


90 


“How  To”  Marketing  Services  (2 


INPUT 


1Q09 


renue 

Renew 
Up-sell 
New 

Transaction 
Total 
Costs 
People 
SW  Dev 
Other 

Implementation 

• Recruit  Events  Leader 

• Create  and/or  license  content  and  instructors 

• Develop  marketing  plan 


Start:  01/2009 


Launch:  04/2009 
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Advertising  revenue  from  highly  relevant  ads  on  subscription  content 
Description 

Members  pay  for  premium  placement  in  Member-only  content. 

• Test  our  ability  to  sell  advertising  inventory  while  we  build  out  INPUT  Portal 

• Example:  [Your  company  here]  above  the  fold  in  related  to  teaming  (opportunities, 
FPDS  vendor  profiles) 

Justification 

• 1 ,000s  of  companies  vie  for  the  attention  of  the  few  large  primes 

•Top  15  control  50%  of  IT  spending,  with  increasing  share 
•We  have  audience  of  buyers  (primes),  sellers  (subs),  and  suppliers  in  the  same  place 

• Opportunities  = 340K  page  views/month 

• Marketers  desire  highly-targeted,  quantifiable  ROI 

Risks  Target  Markets 

• Members  will  not  want  to  see  ads  on  • Industry  suppliers  (companies  that  sell  to 

subscription  content  our  members) 


Small  business  members 
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INF 


Placement 


INPUT 


Total  Market: 

Revenue 

1Q09 

2Q09  3Q09 

4Q09 

Advertising 

$0K 

$5K  $15K 

$30K 

Transaction 

Costs 

2009 

2010 

People 

SW  Dev 

25  days 

Other 

Outsourced  ad  sales  and  ad 

$500K 

Total 

$50-$100K 

2011 


solution 

Implementation  Start:  02/2009 

• Confirm  paid  subscribers  receptivity  to  ads 


Launch:  06/2009 


• Negotiate  agreements^for  outsource  sales  and  ad  serving 

• Integrate  ad  serving  solution  with  product  content  to  ensure  placement  of  highly 

relevant  ads  ^ 
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Aggregate  and  distribute  task  order  opportunities  for  members 
Description 

Leverage  our  Web  scraping  capabilities  and  search/alert  capabilities  to: 

•Aggregate  and  disseminate  task  order  ops  across  contract  vehicles  for  members 

• Disseminate  them  to  individuals  to  make  rapid  bid/no-bid  decisions  

• Offer  discounts  to  members  that  allow  us  to  repurpose  and  re-sell  the 

Justification 

• 40%  of  federal  tech  spending  goes  through  task  orders  - we  have  no  visibility  nnjt!_ 
•2,600  primes  + thousands  of  subs  need  to  make  rapid  bid/no-bid  decisions  on  tasks 

order  opportunities  - dissemination  and  tracking  of  them  is  a critical  business 
challenge  for  companies 

•Will  add  new  revenue  stream  in  aggregating  and  disseminating  task  order 
opportunities 

Risks  Target  Markets 


Members  unwilling  to  share  task  order 


> $5M  all  members  with  task  order 
vehicles 


information 
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\ Order  Portal  (2) 


INPUT 


3Q09 


$36K 


Revenue  1Q09 

Renew 
Up-sell 
New 
Costs 
People 
SW  Dev 
Other 

Implementation  Start t 11/200 

• Draft  preliminary  requirements  and  sales  presentation 

• Recruit  pilot  participants 
•Complete  formal  requirements  and  define  development  plan 

• Develop  formal  launch  plan  and  “go  to  market”  —<3^7 


Total  Market: 
4Q09 

$68K 


$3-$13M 

Total 

$124K 
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Purple  Ocean  Initiatives  Recap 


Opportunity  AdVteo?  ^ 


“How  To”  Marketing  Services 
Paid  Placement 
Task  Order  Portal 


Total 


l*  (o  . 


INPUT 


Annualized 

Start  Date  Revamp  Fqtimnte^s^ 

12/2008 


01/2009 

02/2009 

11/2008 


$295. 7K 
100K 
$124K 


Sets  the  stage  for  $1.8  million  over  3 years 
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Blue  Ocean  Considerations  INPUT 


CX>  P 2-  O 'VY' 

...  2^7°  coo 

® Industry  lacks  a central  destination  ' 

® Diversify  revenue  streams  and  move  beyond 
subscription-only  business  model 

© Leverage  INPUT’S  trusted  market  reputation 

© Harness  existing  traffic  and  find  ways  to  multiply  it 

© Provide  framework  for  partnerships  with 
associations  and  industry  consultants 


Developing  the  “destination”  web  site  for  our  industry  is  critical  to  moving 

beyond  subscriptions  as  a business  model 
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© The  Industry  Web  Portal 


• Create  an  invaluable  destination  to  interest  and  to  engage 
active  members  of  the  government/business  community. 

• Accommodate  advertising 

• Social  networking  functionality 

® A Linked-in  style  application  that  connects 


• Enhance  Government  Community 


® Create  user-generated  content  to  attract  and  engage 
gov.  workers,  and  create  interest  in  direct  participation 


• Expert  Network  (industry  consultants,  suppliers) 

• The  portal  becomes  the  “one  front  door”  to  INPUT,  for 
both  paid  and  public  users 


INPUT -The 

c 


authority  on  government  business 
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Seizing  the  opportunity  to  become  a destination  for  all  market  stakeholders 

Description 

• Leverage  INPUT’S  leadership  position,  content,  and  traffic  to  create  an  industry 
portal  which  becomes  the  nucleus  for  government-related  commerce 

•Additional  platform  supporting  core  product  line  through  enhanced  subscription 
sales,  stronger  e-commerce  venue,  and  member  engagement  to  improve  renewal 

•Create  user-generated  content  to  attract  and  engage  government  workers,  and  to 
create  interest  in  direct  participation 

Justification 

•Expand  access  to  new  markets  and  revenue  streams  across  full  BD  continuum  and 

capture  network  effect  benefits  of  an  integrated  government  business  environment 

•Kernel  around  which  Ad  Network,  Gov.  Community,  and  Social  Networking  grows 

Risks  Targets 

•Time  to  build  and  launch  means  -All  contractors  and  service  providers 

delayed  return  on  investment  (large  and  small,  federal  and  S&L),  and 

• Must  successfully  drive  traffic  in  order  government  community 

to  capitalize  on  any  of  the  benefits  • BD/sales/market  research 
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INPUT  Industry  Portal  (2) 


Revenue 

Renew 

Up-sell 

New 

Advertising 

Transaction 

Costs 

People 
SW  Dev 
Other 


INPUT 


Total  Market: 


1Q09 


2Q09 


3Q09 


4Q09 


~$1B 

(Across  BD  continuum) 

$23M 

(Advertising  in  Gov  IT) 

Total 


$5K 

$7K 


2009 


$25K 

$20K 

2010 


$30K 

$27K 


2011 


Dev  time  + 3rd  party  software  assessment  and  procurement 
HW  needed  to  support  increased  capacity  demands 

Implementation  Start:  12/2008  Launch:  8/2009 

•Implementation  based  on  infrastructure  assessment  and  completed  launch  strategy 


INPUT  - The  authority  on  government  business 

G 


Confidential  <S  Proprietary 
For  Intent  Use  Only 


100 


© 


Initiative  Recap 


Initiative 

Coverage  Expansion 
Foundational  Imperatives 
Opportunity  Advisor 
“How  To”  Marketing  Services 
Paid  Placement 
Task  Order  Portal 
INPUT  Portal 

Total 


INPUT  - Ihe  authority  on  government  business 


INPUT 


Start  Date 

1 0/2008 
Various 
1 2/2008 
01/2009 
02/2009 
11/2008 
1 2/2008 


Annualized 
Revenue  Estimate 

$596K 

$66. 5K 

$193-J}48K 

$295. 7K 

$50-1 00K 

$124K 

$57K 
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e 


INPUT  Industry  Portal  — INPUT 


r~ 

Grow  core  business 


• Information  Services 

• Industry  Analysis 


Industry 
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Members 

New  Existing 


i i 


Laird  Valuation 


INPUT* 


P r od  u cts/Se  r v i ces 


Existing/Enhanced 

Target  3-5%  annual  improvement 


‘t 


$1 ,863K 
7.8% 


New 

Target  8-10%  annual  improvement 


$371 K 
1 .6% 


Target  5-8%  annual  improvement  • Target  $-2%  annual  improvement 

£ 6>. 


$51 7K 
2.2% 


$81 4K 


y. 


3.4% 


© Percentages  are  the  share  of  the  2009  growth  contributed  by  each  quadrant 
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Summary 


INPUT 


This  plan  delivers  profitable  growth 
by  leveraging  INPUT’S  core 
strengths,  expanding  into  the  most 
appealing  adjacent  markets , and 
creating  a launch  pad  for  informed, 
efficient  expansion  into  the  broader 
market 


INPUT - 


uthority  on  government  business 
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Printed:  December  3.  2008 


Finance  & Administration  Plan  Issues,  Peter  Cunningham 
12/02/08 


1. 

2. 


2. 

3. 

4. 

5. 


Do  we  have  a 01/01/09  Price  list  (What  are  we  going  to  sell,  when  to  whom  at  what 
price) 

What  is  the  Plan  for 

Internal  Community 

i.  Responsibility 

ii.  Schedule 

Business  Intelligence  (Dashboard  Development) 

Coverage 

Who  has  responsibility?  Is  it  on  their  schedule? 

Systems  support 

Electronic  Forms,  especially  in  HR 

i.  Coverage 

ii.  Who  has  responsibility?  Is  it  on  their  schedule? 

Sharepoint  content  update 

i.  Who  has  responsibility?  Is  it  on  their  schedule? 

DMS  (Sharepoint  replacement) 

i.  Who  has  responsibility?  Is  it  on  their  schedule? 

Practices  content  update 

i.  Who  has  responsibility?  Is  it  on  their  schedule? 

What  is  the  Plan  for  Audit 

What  is  the  Plan  for  Employee  Satisfaction  survey 

i.  Who  has  responsibility?  Is  it  on  their  schedule7 
What  is  the  Plan  for  Compensation  Survey 

i.  Who  has  responsibility?  Is  it  on  their  schedule? 

November  Plan  numbers  issues: 

These  are  CV  numbers  that  I derived  from  Waterfall  P10 


a. 


a. 


b. 


c. 


d. 


e. 


a. 


2008 

2009 

Growth 

Growth 

(%) 

($Million) 

Existing 

22:3 

23.9 

1.6 

7% 

Red 

25 

2.7 

2.7 

Purple 

0.7 

0.7 

Blue 

0.1 

0.1 

Total 

22.3 

27.4 

5.1 

23% 

b. 

c. 

d. 

e. 

f. 


h. 


c 


Red  ocean  (P85)  contributes  $650K  in  Orders  (CV) 

Purple  ocean  P96  contributes  $815K  (half  way  in  range) 

Blue  ocean  PI 00  contributes  57K 

So  $23.9  + b,  c and  d is  25.4  not  27.4  million  $ 

Sum  of  Products/Services  P109  gives  $3,565K  which  added  to  $22.3  Million 
gives  $25,865  Million 

So  3 different  numbers  for  2009.  Can  we  have  the  correct  CV  and/or  Orders 
numbers  for  the  plans  that  were  submitted? 

Not  to  mention  the  mix  up  of  orders,  Cv  and  revenues 
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MEMORANDUM 


TO: 


SUBJECT: 


DATE: 


FROM: 


December  16,  2008 

Tim  Dowd,  Kevin  Gates,  Peter  Cunningham 
Vicki  Paylor 

December  1 7th  Administration  Teleconference  Agenda,  re:  2009  Project  Objectives 


CC: 


Discussion,  Part  I:  Sharepoint,  Items  1-4. 


20  Minutes 


1.  Human  Resources 

Organization,  layout  and  flow 
/ Electronic  Employee  Handbook 


••/  Electronic  Performance  Evaluations 

HR  Practices:  Review,  edit,  draft  and  archive. 
Electronic  Personnel  Files 
Electronic  Documents 

Document  Libraries  & Electronic  File  Storage 
Access  & Maintenance 

2.  Practices 

Review,  edit,  update,  draft  and  archive. 

3.  Administration 


Application  user  education  .. _ 

Coordination  with  IT  Department,  who’s  responsible  for  what? 


Organization,  layout  and  flow 

Admin  Practices:  Review,  edit,  draft  and  archive. 

Electronic  Documents 

Document  Libraries  & Electronic  File  Storage 
Access  & Maintenance 


4.  General 


5.  Main  Page 


Organization,  layout  and  flow 
Document  Access  & Maintenance 
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Discussion  Part  II,  Human  Resources,  Items  1-5. 


20  Minutes 


1.  Training 

Lunch  & Learn,  Semi-Monthly  INPUT  Process  Opportunities 
— HR  Innovation,  Monthly  Staff/Manager  Opportunities 
Cornerstone  Leadership/Management 
HR  Staff  Training,  to  include  PHR/SPHR  Certification 
Admin  Staff  Training 


7 


2.  Recruiting  j (RcDrlt?  T1  ctaj 

Job  Fairs 
Campus  Based 
On-line/Extemal  Resources 
Internal  Resources 
Hiring  Interview  Days 
Job  Description  Database 


• Pp,(vcTueS  ~ 

0- 


3.  Benefits 


Daily  HR/administrative  support 

Open  Enrollment:  Medical,  Dental,  Life,  Section  125. 

FSA:  Move  to  Debit  Card. 

401  (k):  Open  Enrollment 

PTO  Accounting  through  ADP  Payroll 

4.  New  Hire  Orientation 


Revise  New  Hire  Program 
ADP  & Netsuite  Applications 
Electronic  Employee  Handbook  Acknowledgement 
Staff  Profile 

Discussion  Part  III,  Administration,  Items  1-2.  20  Minutes 

1.  Files 


Paper  File  Storage:  Clean-up  and  consolidation. 
Electronic  File  Storage:  IPR,  NDA  & IC. 
General  Files 
HR  Files 
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2.  Support  Services 


To  Executive  Team 

General  Staff  Training,  re:  Administrative  processes. 

Supply  Maintenance 

Roundtable 

Newsletter 


Facilities  Maintenance  and  Administration 
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Key  Objectives 


r / Hr*-  f H 


INPUT 


® Efficiency  - continuing  to^provide  necessary  and 

requested  support j/vithout  material  change  to  ~m 

headcount  \ , h n ow  ^ f 10$^ 

• - — n**1- " 


— 

r » * y \ v •' 

ROI/MeasurenlBfrt^aetermine  whether  recent 
investments  in  training  for  mgrs.  & sales  staff  have  paid 
dividends.  How  does  our  support  add  value/reduce 
cost  overall  in  the  business? 


® Scope  of  operation  - determine  proper  mix  of 
insource/outsource  for  recruiting,  training,  etc. 

® Metrics  - expand  analysis  of  critical  metrics  in  support 
of  operating  teams 

iMi-ii  it  ti  i , . Confidential  & Proprietary 
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The  authority  on  government  business 


Key  Initiatives  2009  - 
Finance  & Administration 

Kevin  Gates 

VP,  Finance  & Administration 

INPUT 


November  7,  2008 
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Description 


Benefit 


Finance:  Investigate  advanced  billing  module  to  automate  Will  allow  us  to  keep  billing 

billing  task  reminders  (reminders  are  currently  manually-  staff  at  current  level, 

entered  “tasks”).  Q1  2009  for  implementation  if  product 
meets  needs. 


Finance:  Implement  Fixed  Asset  software  to  add  speed  & 
accuracy  to  the  required  audit  and  tax  reporting  of  this  info. 
Started  Q4  2008,  should  have  data  reporting  for  Jan  ‘09. 


Est.  cost  savings  $3k/yr 
external  pius  several  days~oT 
internal  efficiency 

W Ktevt*—  T O 5 


Aetfmr'lnvestigate  options  for  (1 ) on-line  performance 
evaluation  forms  & tools,  (2)  on-line  career  pathing  tools,  and 
(3)  on-line  salary  information  for  benchmarking  (Options 
identified  Q1  2009;  would  have  people  trained  by  year  end  if 
we  did  option  (1 ) for  the  2009  annual  review  process. 


Admin:  Implement  “recruiting  fair  concept”  (multiple 
candidates  in  one  day,  interviewed  by  multiple  INPUT  staff) 
with  Ops/MS/Sales  departments  to  streamline  candidate 
selection. 


Admin:  Formalize  college  recruiting  relationship  with  3-4 
universities.  Target  3 annual  on-site  events  per  yr. 


HR  and  Mgmt  will  be  able  to 
summarize  & interpret  team 
and  company-wide  feedback 
more  efficiently.  “Green”  in 
the  sense  that  paper  not 
being  printed  +file  space 
savings 

Time  savings 


Having  consistent  & reliable 
talent  pool  has  clear  benefits 


INPUT* 


Cost 

No  incremental  costs,  only  time  of 
existing  team 


$3k  upfront  plus  $1000/yr 
maintenance 


$10k  - $30k  annual,  depending  on  if 
you  do  all  3.  Purchasing  the  salary 
data  in  this  way  is  intended  to  save 
$20kfrom  a 3rd  party  consulting 
arrangement. 


No  incremental  costs,  only  time  of 
existing  team 


$1 500/event  (assumes  3 INPUT 
staff  travel) 
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Resource  Plan  INPUT 


Team 

2008  Yr  End 
Staffing 

2009  Yr  End 
Staffing 

Changes 

Planned 

Finance  (incl.  KDG) 

8 

8 

Plan  to  take  payroll 
transmission  back  from 
HR,  may  need  late  yr  hire 

Administration  / HR 

5 

5 

-- 

*7  fry- 

it? 

Other  Major  Expenses 

2008  ($K) 

2009  ($K) 

Change  ($K) 

Health/Life/Disability  Benefits 

$81 5K 

$895K 

$80K  - increased 
headcount  plus  10% 
higher  costs  in  2nd  half 

Audit  & Tax  Fees 

$140K 

$140K 

$0  (2008  additional  work 
drops  off,  offset  by 
inflation  in  2009) 

Bad  Debts 

$110K 

$144K 

$34K  - more  small  biz 
customers  & weak 
economy 

n 
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Marketing  & Events 


Printed:  12/17/2008 


PROPOSED  ORG  AS  OF 
DECEMBER  17,  2008 


Michael  Rombach 
Senior  Vice  President, 
Market  Development 


Vacant 
Director 
Web  & Online 
Marketing 

Vacant 

Director 

Marketing 

Communications 

Vacant 

Director 

Events 

Vacant 

Director 

Product 

Management 

Vacant 
Director 
Destination 
Online  Portal 

Stacy  Taylor 

Helena  Brito 

Steve  Hanson 
Graphic  Designer 

Brooke  Long 

TBD 

Vacant 
Web  Analysis 

Sr.  Manager 
Web  & Online 
Marketing 

Analyst 
Mar  Comm 

Analyst 

Marketing  & Events 

Product 

Manager 

ORG-Org  Chart  Marketing  Only  121708  VLP.vsd 
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Topic:  Follow-up  2009  Marketing  Budget  discussion 

Date:  Monday,  Tuesday,  December  30,  2008  (Revised  Time) 

Time:  9:30  AM  to  10:30  AM 

Dial-In:  Dial  (888)  387-8686;  Conference  Room  Number  is:  3788740#. 

Agenda: 


I.  Review  Marketing  Budget  and  Staffing  —see  R-F Marketing  Bud-Ref-Act  (2)  122308 

MMRxlsx , JDs  and  Org  Chart. 

a.  Internal  spend 

b.  External  spend 

II.  Review  Marketing  activities  and  priorities  for  2009 

a.  Lead  Generation  (MMR) 

i.  Promotions;  do  we  have  a plan  laid  out? 

1.  Frequency?  Focus? 

a.  INPUT  Events  and  Webinars 

b.  Industry  Analysis  Reports  (different  targets  from  others) 

c.  Free  Trial/Demo  Offers/Other  promotions  for  IS  products?) 

d.  Newsletters.  Frequency?  Coverage? 

e.  Other 

ii.  Implementation  of  Marketing  Automation  Tool;  When?  How  much9 
Who?  Why  is  this  important?  Will  it  increase  our  productivity?  If  so  how? 

iii.  Classification  of  prospects 

1.  Finalize  actionable  segments.  When?  How  defined9 

2.  Who  will  do  each  segment  and  when? 

iv.  Search  Engine  Optimization  (SEO)  objectives  and  plan  (Director  (?), 
Online  Marketing.  (S.  Taylor  and  SEO  Inc.). 

1 . Objectives;  what  are  they  in  measurable  terms? 

2.  How  much  will  we  spend? 

3.  Plan: 

a.  Determine  target  keywords  for  INPUT  site  and  specific 
products  (By  when?) 

b.  Measure  current  rankings  for  targeted  keywords  (By  when?) 

c.  Develop  keyword-rich  content  and  make  frequent  content 
updates 

d.  Establish  linking  partners  (By  when?) 

e.  Optimize  Web  page  code  (By  when?) 

f.  Track  INPUT  rankings  on  major  search  engines  on  a 
monthly  basis,  (starting  when?)  make  corrections  to  Web 
site  as  required  to  continually  improve  rankings 

v.  Search  Engine  Marketing  (SEM)  (S.  Taylor  and  SEO  Inc.  ) 

1 . SEO  Inc.  - works  in  support  of  SEM  and  SEO  efforts  to  provide 
ongoing  keyword  and  search  term  tracking  and  optimization  (fee 
equals  1 5%  of  online  spend  - which  is  how  much?) 

2.  Objectives;  what  are  they  in  measurable  terms? 
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3.  How  much  will  we  spend? 

4.  Plan  (S.  Taylor): 

a.  Identify  keywords  to  bid  on  for  each  campaign  (how  many 
will  we  have  and  how  frequently?) 

b.  Create  Ad  copy  and  landing  page  development  (for  each 
one).  Who  does  this?  Skill  we  need  internally? 

c.  Review  campaign  results  on  a weekly  basis.  Make 
adjustments  to  bids,  keywords  and  ads  as  required 

d.  Ongoing  copy,  creative,  design  and  keyword  testing  to  drive 
continuous  improvement 

e.  Measure,  analyze,  refine  and  reallocate  spend  continuously 
on  results  and  ROI 

vi.  Revamp  public  Web  site;  schedule  and  who  responsible?  UI  consultant  to 
be  identified.  ($25K  budgeted  as  part  of  public  Web  site  redesign) 

1 . Market  Intelligence  Section  content/copy  revisions 

2.  Reformat  Research  Library  section 

3.  Rebrand  public  Blog  to  Breaking  Views 

vii.  Events  -Please  see  attached  Events  Plan.  ConnellyWorks  will  support 
events  (12  months  at  $16K/month  with  90-day  out) 

b.  Online  / Direct  Marketing^.  Taylor  until  Online  Marketing  person  is  hired)  Need 
schedule 

i.  Re-design  ecommerce/document  portion  of  public  site  to  make  contracts 
and  task  orders  easier  to  find  (this  can  be  contracted)  When9 

ii.  Sell  reports  on  3rd  party  sites  (MMR  for  relationships) 

iii.  Add  25  S&L  Account  planners  (Who  when?) 

c.  Marketing  Communications  Marketing  Communications  person  TBH) 

i.  Marcom  S.  Hanson? 

1 . Copy  creation  for  print  collateral,  Web  site,  promotions,  member 
communications,  testimonials,  case  studies 

ii.  Media  Relations 

1 . Produce  and  distribute  media  releases  H.  Brito  or  replacement9 
(Do  we  distribute  directly  or  do  we  just  use  contractor9  Who  owns 
the  section  in  our  MPS?) 

2.  Build  relationships  with  key  media  (MMR) 

d.  Research 

i.  Market  research  (MMR) 

1 . Budgeted  $100K  for  comprehensive  segmentation  research 
(When?) 

ii.  Member  satisfaction  surveys  (MMR) 

1 . Planned  one  per  quarter  (how  do  you  separate  IAP  and  other 
dissimilar  products?  We  need  multiple  survey  protocols) 

2.  Add  an  Advisory  Board  (we  already  have  one?) 

iii.  Competitive  analysis  - someone  must  be  responsible  to  make  sure  it  is 
done  overall.  Be  able  to  report  to  the  Board. 

1 . Ongoing  competitive  analysis  is  part  of  the  product  management 
function,  but  no  funds  are  budgeted  for  outsourced  analysis 
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e.  External  market  related  relationships 

i Identify  opportunities  (speaking  engagements,  etc.)  to  raise  the  profile  of 
INPUT  analysts  and  executives  (MMR) 

ii.  Associations  (MMR) 

1 . Reexamining  existing  association  memberships  to  extract  more 
from  the  relationships 

2.  Researching  additional  association  memberships  to  support  new 
product  initiatives  and  expand  coverage,  ETC.  (e  g.  local  software 
associations) 

iii.  Industry  consultants  (specific  consultants  like  Culver,  etc.) 

f.  Open  Web  strategy  implementation. 

i.  Not  currently  in  budget 

g.  Plan  and  implement  ad  sales  (3rd  Qtr) 

III.  Product  Management  of  Existing  products. 

a.  How  much  will  it  cost? 

b.  Discuss  the  proposed  organization.  (If  we  have  strength  in  the  PMs,  maybe  all  we 
need  in  the  functional  skill  teams  are  worker  bees.  If  we  have  strength  in  the 
functions  we  can  use  existing  staff  for  the  products.  We  cannot  afford  both  and  it 
would  be  overkill. 

c.  (5  people:  M.  Rombach,  S.  Dagutis,  and  A.  Higgs  + Two  Product  Management 
professionals  TBH.  All  reporting  to  MMR- AH  products  will  be  assigned  to  a 
Product  Manager) 

i.  Each  product  set  will  be  assigned  to  a dedicated  (?)  Product  Manger;. 

1.  Federal  IS 

2.  S&LIS 

3.  1AP 

4.  Events 

5.  Software  (?) 

ii.  The  Product  Manager  is  the  primary  business  owner,  planning  and 
managing  all  components  of  the  Marketing  Plan  for  each  assigned  product 
(when  will  Marketing  Plans  be  available  for  each  product  - we  must  have 
some  now  BEFORE  hiring.  Maybe  not  perfect  but  we  can’t  wait) 

iii.  Marketing  Plan  is  implemented  by  the  functional  skill  teams  within 
Marketing,  through  direct  management  and  hands-on  involvement  of  the 
Product  Manager 


IV  Beyond  2009 

a.  Discussion 
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Topic:  Follow-up  2009  Marketing  Budget  discussion 

Date:  Monday,  Tuesday,  December  30,  2008  (Revised  Time) 

Time:  9:30  AM  to  10:30  AM 

Dial-In:  Dial  (888)  387-8686;  Conference  Room  Number  is:  3788740#. 

Agenda: 


I.  Review  Marketing  Budget  and  Staffing  - please  see  R-F Marketing  Bud-Ref-Act  (2) 

122308  MMR.xIsx,  JDs  and  Org  Chart  . 

a.  Internal  spend 

b.  External  spend 

II.  Review  Marketing  activities  and  priorities  for  2009 

a.  Lead  Generation  (MMR) 

i.  Promotions;  do  we  have  a plan  laid  out? 

1 . Frequency?  Focus? 

a.  INPUT  Events  and  Webinars  (We  capitalize  “Web”) 

b.  Industry  Analysis  Reports  (different  targets  from  others) 

c.  Free  Trial/Demo  Offers  (is  this  the  only  promotion  vehicle 
for  the  data  base  products?) 

d.  Member  Communications/Upsell  (should  be  the  same  as 
for  prospects,  obviously  slightly  different  message) 

e.  What  about  newsletters?  Frequency?  Coverage9  (Forrester, 
Nelson  Hall  type  stuff) 

ii.  Implementation  of  Marketing  Automation  Tool;  when9  Why  is  this 
important9  Other  companies  do  not  have  that  I am  aware  of  Will  it 
increase  our  productivity?  If  so  how? 

iii.  Classification  of  prospects  (this  is  a bit  of  a minefield  as  Jed  has  rightly 
been  pushing  this  for  a couple  of  years  and  it  looks  like  it  still  has  not  been 
done  - we  should  have  made  some  progress.  I would  report  what  the  status 
is.) 

1 . Collaborate  with  sales  productivity  team  (Deepak)  to  finalize 
actionable  segments.  When?  Are  the  actionably  segments  by 
type/size  of  company  or  Federal/  S&L  or  what? 

2.  Who  will  do  each  segment  and  when? 

a.  Software,  SI,  etc.  by  size  or 

b.  Federal 

c.  S&L 

d.  Fed:  IAP,  or 

e. 

iv.  Search  Engine  Optimization  (SEO)  objectives  and  plan  (Director  (seems  a 
high  title?  We  need  workers).  Online  Marketing.  (S.  Taylor  and  SEO 

Inc  ).  What  are  our  ob  jectives  in  terms  of  leads  generated,  traffic, 
etc.  ?This  stuff  is  straight  forward  and  can  be  contracted  to  a certain 
extent;  just  put  scheduled  dates  alongside  each.  Look  for  push  back  from 
Tom  here. 
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1 . Determine  target  keywords  for  INPUT  site  and  specific  products 
(By  when?) 

2.  Measure  current  rankings  for  targeted  keywords  (By  when?) 

3.  Develop  keyword-rich  content  and  make  frequent  content  updates 

4.  Establish  linking  partners 

5.  Optimize  Web  page  code 

6.  Track  INPUT  rankings  on  major  search  engines  on  a monthly 
basis,  (starting  when?)  make  corrections  to  Web  site  as  required  to 
continually  improve  rankings 

v.  Search  Engine  Marketing  (SEM)  objectives,  spend  and  plan  (S.  Taylor  and 
SEO  Inc.  ) 

1 . SEO  Inc.  - works  in  support  of  SEM  and  SEO  efforts  to  provide 
ongoing  keyword  and  search  term  tracking  and  optimization  (fee 
equals  15%  of  online  spend  - which  is  how  much?) 

2.  Identify  keywords  to  bid  on  for  each  campaign  (how  many  will  we 
have  and  how  frequently?) 

3.  Create  Ad  copy  and  landing  page  development 

4.  Review  campaign  results  on  a weekly  basis.  Make  adjustments  to 
bids,  keywords  and  ads  as  required 

5.  Ongoing  copy,  creative,  design  and  keyword  testing  to  drive 
continuous  improvement 

6.  Measure,  analyze,  refine  and  reallocate  spend  continuously  on 
results  and  ROI 

vi.  Revamp  public  Web  site;  schedule  and  who  responsible? 

1.  Market  Intelligence  Section  content/copy  revisions 

2.  Reformat  public  home  page  for  usability  and  increased 
promotional  real  estate 

3.  Reformat  Research  Library  section  for  usability  and  increased 
promotional  real  estate 

4.  Rebrand  public  Blog  to  Breaking  Views 

vii.  Events  - Who  is  responsible  in  INPUT  for  working  with  CW?  Please  see 
attached  file  (R  Marketing  Events  Summary  2009  (2)  122208  MMR.doc) 
for  more  detail  regarding  Events  plan.  Connelly  Works  to  support  events 
(12  months  at  $16K/month  with  90-day  out) 

1 . Revenue  generating 

2.  Sales 

3 . Product  support 

4.  External  events  (conferences) 

b.  Online  / Direct  [Owner  is  S.  Taylor  until  Director  (don  7 think  we  need  a 
Director)  Online  Marketing  is  hired)  Need  schedule 

i.  Re-design  ecommerce/document  portion  of  public  site  to  make  contracts 
and  task  orders  easier  to  find  (this  can  be  contracted)  When9 

ii.  Sell  reports  on  3rd  party  sites  (MMR  for  relationships) 

iii.  Add  25  S&L  Account  planners  (Who  when?) 

c.  Marketing  Communications  ( Director(?  We  need?)  Marketing 
Communications , TBH) 
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i.  Marcom  S.  Hanson? 

1.  Copy  creation  for  print  collateral,  Web  site,  promotions,  member 
communications,  testimonials,  case  studies  (Pretty  basic  stuff) 

ii.  Media  Relations 

1 . Produce  and  distribute  media  releases  H.  Brito  or  replacement9 
(Do  we  do  directly  or  do  we  just  use  contractor?  Who  owns  the 
section  in  our  MPS?) 

2.  Build  relationships  with  key  media  (MMR) 

d.  Research  (MMR) 

i.  Market  research 

1 . Budgeted  $100K  for  comprehensive  segmentation  research 
(When?) 

ii.  Member  satisfaction  surveys 

1 . Planned  one  per  quarter  (how  do  you  separate  IAP  and  other 
dissimilar  products?  We  need  multiple  survey  protocols) 

2.  Add  an  Advisory  Board  (we  already  have  one?) 

iii.  Competitive  analysis  - someone  must  be  responsible  to  make  sure  it  is 
done  overall.  Be  able  to  report  to  the  Board. 

1 . Ongoing  competitive  analysis  is  part  of  the  product  management 
function,  but  no  funds  are  budgeted  for  outsourced  analysis 

e.  External  market  related  relationships 

i.  Identify  opportunities  (speaking  engagements,  etc.)  to  raise  the  profile  of 
INPUT  analysts  and  executives  (MMR) 

ii.  Associations  (MMR) 

1 . Reexamining  existing  association  memberships  to  extract  more 
from  the  relationships 

2.  Researching  additional  association  memberships  to  support  new 
product  initiatives  and  expand  coverage,  ETC.  (e  g.  local  software 
associations) 

iii.  Industry  consultants  (not  what  was  meant;  these  are  specific 

1 . UI  consultant  to  be  identified.  ($25K  budgeted  as  part  of  public 
Web  site  redesign) 

f.  Open  Web  strategy  implementation. 

i.  Not  currently  in  budget 

g.  Plan  and  implement  ad  sales  (3rd  Qtr) 

III.  Product  Management  of  Existing  products. 

a.  We  should  discuss  the  proposed  organization.  If  you  have  strength  in  the  PMs,  all 
we  need  in  the  functional  skill  teams  are  worker  bees.  If  we  have  strength  in  the 
functions  we  can  use  existing  staff  for  the  products.  We  cannot  afford  both  and  it 
would  be  overkill. 

b.  (5  people:  M.  Rombach,  S.  Dagntis,  and  A.  Higgs  4-  Two  Product  Management 
professionals  TBH.  All  reporting  to  MMR  All  products  will  be  assigned  to  a 
Product  Manager) 

i.  Each  product  set  will  be  assigned  to  a dedicated  Product  Manger;. 

1.  Federal  IS 

2.  S&LIS 
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3.  IAP 

4.  Events 

5.  Software  (?) 

ii  The  Product  Manager  is  the  primary  business  owner,  planning  and 

managing  all  components  of  the  Marketing  Plan  for  each  assigned  product 
(when  will  Marketing  Plans  be  available  for  each  product  - we  must  have 
some  now  BEFORE  hiring.  Maybe  not  perfect  but  we  can’t  wait) 
iii.  Marketing  Plan  is  implemented  by  the  functional  skill  teams  within 

Marketing,  through  direct  management  and  hands-on  involvement  of  the 
Product  Manager 


IV  Beyond  2009 

a.  Discussion 
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2009  Markting  Budget 
2008  Summary  (2) 


12/24/2008 


2008 

2008 

2008 

2009 

Plan 

Reforecast 

Actual/Re'cast 

Plan 

Total  "Core"  Markelinq  Costs 

679,609 

627,781 

605,330 

1,209,535 

5210  - Advertising 

258,800 

258,633 

257,473 

478,500 

‘ 2009  ad  budget  made  of:  3/4  PPC,  1/4  other  online/print 
for  testing  in  newsletter  ads.  banners,  regional,  associations 

Pay  per  click  -1105  Media/Marchex  Adhere 

108,000 

122,740 

184,000 

Targeted  contextual  PPC  ads  on  1105  Govlnfo  Group  web 
sites  (FCW,  GCN.  WT).  Majority  spent  on  existing  core 
products,  plus  paid  teaming. 

Pay  per  click  - search  engines 

140,800 

100,135 

152,500 

80%  of  SE  ad  spend  is  in  support  of  core  products.  20%  is 
for  new  product  initiatives  (Free  Leads.  How  to  Marketing, 
CovEx) 

Other  online 

10,000 

19,043 

75,000 

In  2009.  we  plan  to  expand  our  online  advertising  for  our 
core  offerings  and  new  initiatives  in  the  following  areas: 
verticals,  state  & local,  events,  hot  topics  (DHS  Eagle), 
reports,  regional  marketing,  CovEx. 

SEO,  Inc. 

15,556 

27,000 

PPC  optimization  and  management  fee  is  1 5%  of  SE  PPC 
spend 

Print  advertising 

40,000 

Announcement  advertising  for  covex,  regional  expansion 
and  regional  events 

5220  - Web,  Collateral  & Sales  Tools 
DemoMail  service/Point  Marketing 

140,200 

36,000 

100,842 

53,798 

6,320 

347,550 

36,000 

Includes  $60K  in  Marketing  Automation  (reclassification 
YOY  from  Direct  Marketing) 

Ability  for  sales  to  push  out  Demo  through  Outlook  and  track 
responses 

Demo  Production 

40,000 

$2 OK  for  How  to  Marketing,  $20K  for  core  products 

Public  Website  consultant  / Portal  design 

36,000 

25,000 

Ul  consultant  for  optimizing  web  site.  Professional  Services 
fees  in  2009  Budget 

Online  webinar/meeting  service  (Citrix  Online) 

38,600 

37,092 

40,000 

Corporate  Go-to-Meeting  service 

Other  collateral  & misc 

29,600 

10,386 

29,350 

Collateral  printing  (folders),  stock  photography,  giveaways, 
etc. 

Segmentation  Consulting 

100,000 

Professional  Services  fees  in  2009  Budget.  Alexander 
Group 

Mktg  Mgmt  Service  - Eloqua  or  similar 

60,000 

Marketing  automation  system  to  replace  ExactTarget  email 
service  provider  and  add  additional  demand  generation 
capabilities 

Project  mqmt  tool/software 

17,200 

@task  product/project  management  tool 

5235  - Events  - Marketing  Events 

118,700 

118,700 

125,022 

165,900 

2009  Budget  put  $105k  of  holiday  party  cost  in  Operations, 
and  overstated  Marketing's  request  by  approx  $60k.  The 
"true-  budget  request  is  therefore  the  $165,900  shown. 

Member  Holiday  Party 

85,000 

96,996 

105,000 

NASCIO  conference  sponsorships 

24,000 

15,000 

24,000 

Misc  sponsorships 

9,700 

13,026 

36,900 

Added  budget  to  expand  INPUTS  brand  and  participation  at 
key  industry  events  related  to  our  core  offerings  and  new 
initiatives.  2/3  Federal-related  events,  1/3  S&L  events.  Incl. 
events  such  as:  Federal  100  Awards,  Government 
Leadership  Summit,  GCN  Awards  Gala,  IAC  ELC 

5240  - Media  Relations 
Vocus  PR  Mgmt 

39,885 

30,000 

40,496 

38,121 

34,946 

48,885 

32,000 

Other 

9,885 

3,175 

16,885 

Media  Briefings.  Media  Training  and  CodiE  Award 
submission  fees 

5250  - Direct  Marketing 
Email  mgmt  service/ExactTarget/iEntry 

55,500 

25,000 

55,532 

78,966 

78,966 

108,500 

$60K  in  Marketing  Automation  reclassed  to  Web  Collateral 
& Sales  Tools) 

Hoovers 

14,300 

14,000 

Supports  company-wide  use  of  Hoovers 

List  rental 

16,200 

87,500 

Added  budget  for  list  rentals  to  support  existing  core 
products  and  new  product  initiatives.  We  need  to  reach 
audiences  beyond  our  existing  member/prospect  base 
(regional,  state  & local,  government,  non-IT).  Regional  lists 
$5-$8K,  Covex  list  - $10K  ea 

Other 

7,000 

Contractor  Stock  Index 

5140  - Membership  Dues 

66,524 

53,578 

51,950 

60,200 

Joining  additional  associations  to  support  Covex  and 
regional  expansion 

5230  - Events  Department  Costs 

457,200 

518,260 

511,643 

547,375 

ConnellyWorks 

192,000 

193,760 

193,760 

102,000 

Six  months  at  $17k.  subsequently  revised  to  $16K  for  12 
months 

Other  Direct  Events  Costs  (venue,  nametags, 
etc) 

265,200 

324,500 

317,883 

445,375 

Increased  number  of  events,  mix  shift  in  type  of  events 

Other  Marketing  Dept  Costs  for  2009: 

Recruitinq 

78,750 

Travel  & Entertainment 

7,000 

Misc 

10,150 

Total  per  above 

1 ,305,435 

Adjustment  pendinq  to  Markelinq  Events 

30,900 

Total  Other  Marketing  Costs  per  Inc  Stmt 

1,274,535 

R-F  Marketing  Bud-Ref-Act  (2)  122308  MMR.xIsx 
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Topic:  Follow-up  2009  Marketing  Budget  discussion 

Date:  Monday,  December  22,  2008 

Time:  1:00  PM  to  2:00PM 

Dial-In:  Dial  (888)  387-8686;  Conference  Room  Number  is:  3788740#. 


Agenda: 


I.  Review  Marketing  Budget  and  Staffing 

a.  Internal  spend 

b.  External  spend 

II.  Review  Marketing  activities  and  priorities  for  2009 

a.  Lead  Generation 

i.  Promotions 

ii.  Classification  of  prospects  (Jed;  you  had  a name  for  this) 

iii.  Search  Engine  Optimization  (SEO)  objectives  and  plan 

iv.  Search  Engine  Marketing  (SEM)  objectives,  spend  and  plan 

v.  Revamp  public  Web  site 


b.  Events 

i.  Revenue  generating 

ii.  Sales 

iii.  Product  support 

iv.  External  events  (conferences) 

c.  Online  / Direct  Marketing  (eBusiness) 

d.  Marketing  Communications 

i.  Media  Relations 

e.  Research 

i.  Market  research 

ii.  Member  satisfaction  surveys 

iii.  Competitive  analysis 

f.  External  market  related  relationships 

i.  Associations 

ii.  Industry  consultants 

g.  Open  Web  strategy  implementation. 

h.  Plan  and  implement  ad  sales  (personally  I think  this  is  for  later) 

III.  Product  Management  of  Existing  products 

IV.  Beyond  2009 
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Topic:  Follow-up  2009  Marketing  Budget  discussion 

Date:  Monday,  December  22,  2008 

Time:  1 :00  PM  to  2:00PM 

Dial-In:  Dial  (888)  387-8686;  Conference  Room  Number  is:  3788740#. 


Agenda: 


I.  Review  Marketing  Budget  and  Staffing 

a.  Internal  spend 

b.  External  spend 

II.  Review  Marketing  activities  and  priorities  for  2009 

a.  Lead  Generation 

b.  Promotions 

c.  Classification  of  prospects  (Jed;  you  had  a name  for  this) 

d.  Search  Engine  Optimization  (SEO)  objectives  and  plan 

e.  Search  Engine  Marketing  (SEM)  objectives,  spend  and  plan 

f.  Revamp  public  Web  site 

g.  Open  Web  strategy  implementation. 

h.  Plan  and  implement  ad  sales  (personally  1 think  this  is  for  later) 

i.  Market  research  (including  member  satisfaction  surveys) 

j.  Competitive  analysis 

k.  Marketing  Communications  (excluding  Media  Relations) 

l.  Media  Relations 

m.  Online  / Direct  Marketing  (eBusinessO 

n.  Events 

i.  Revenue  generating 

ii.  Sales 

iii.  Product  support 

III  Product  Management  of  Existing  products 

IV  Beyond  2009 
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Marketing  Questions,  Peter  Cunningham  12/02/08 

What  is  Price  list  as  of  01/01/09? 

a.  What  are  changes  during  year  and  when9 

b.  Multi  site  pricing9 

c.  Distributor  pricing,  e.g.  Immix? 

2.  What  is  Schedule  by  month  of  activities  first  quarter? 

a.  By  quarter  2nd  through  411'9 

T What  is  detailed  Organization  Structure  1/1/09  and  12/31/09 

a.  What  hires  from  now  until  April  1? 

b.  What  JDs  available  now? 

c.  How  much  time  will  MR  spend  on  hiring  in  December  and  1 st  Qtr? 

4.  What  is  the  definition  of  INPUT  products?  FedOps  regards  itself  as  a product  but  we 
seem  not  to?  So  will  you  have  plans  for  FedOps,  TOs,  Labor  Rates,  etc?  If  it  is  on  the 
price  list  is  it  a product? 

5.  When  will  the  Business  plan  development  schedule  by  month  be  available  covering9 

a.  Existing  Products  (on  price  list) 

i.  Specifically,  what  is  the  OIS  BP? 

ii.  Specifically,  what  is  the  GovEdge  BP9 

b.  New  Products 

i.  CovEx  (is  the  detailed  BP  available  and  if  not  when?) 

ii.  Teaming 

iii.  Marketing  Services 

iv.  Top  20  ( I have  responsibility  but  have  not  been  asked) 

v.  Task  Order  Portal 

vi.  UVa  Project 

vii.  Competitive  (Vendor)  Analysis 

viii.  Government  Community  - eLetter  advertizing 

ix.  Industry  Web  Portal 

x.  Financial  Industry 

xi.  Other 

6.  What  is  the  Marketing  Plan  by  month  for: 

a.  Existing  Products  (on  price  list) 

i.  Specifically,  what  is  the  OIS  MP9 

ii.  Specifically,  what  is  the  GovEdge  MP9 

iii.  Specifically,  what  is  the  CovEx  MP9  (this  is  new  but  in  train) 

b.  New  Products 

i.  Teaming 

ii.  Marketing  Services 

iii.  Top  20 

iv.  Task  Order  Portal 

v.  UVa  Project 

vi.  Competitive  (Vendor)  Analysis 

vii.  Government  Community  - eLetter  advertizing 

viii.  Industry  Web  Portal 

ix.  Financial  Industry 
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x.  Other 

7.  Who  has  responsibility  for  CovEx  development  and  is  there  a project  code  and  are  they 
managing  it? 

8.  Who  are  the  Associations,  publications,  events.  Consultants  and  other  external 
components  of  the  ecosystem  for  CovEx?  If  we  do  not  know  when  will  we  know9 

9.  What  is  the  Events  schedule? 

a.  By  month  for  first  quarter  with  specific  dates? 

b.  By  quarter  for  others  with  specific  dates  for  major  events? 

c.  What  is  geographic  distribution  of  each  of  these  events9 

d.  Have  we  signed  the  contract  with  Connolly?  How  much  is  it  for  and  should  this 
have  been  approved  at  my/Board  level9 

e.  How  are  events  related  to  IAP  and  other  deliverables9 

10.  What  is  the  budget  for  search  terms9  Who  manages  it  and  what  are  the  current  search 
terms? 

1 E What  is  budget  for  market  research  and  when  will  projects  be  held9 

a.  How  are  you  handling  IAP  subject  matter  research  between  you  and  Kevin9 

b.  When  are  member  satisfaction  surveys  being  held  and  how  are  you  segmenting 
them? 

12.  When  will  the  Board  start  to  receive  promotions  from  INPUT? 
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Resource  Plan  - Costs  (YO 


Other  Major  Expenses 

2008  ($K) 
Budget/Personnel 

2009  ($K) 
Spend/Personnel 

Change  ($K) 
Spend/Personnel 

* • 

Marketing 

Communications  and 
Public  Relations 

$174K/$1C>5K'' 

l 

$208K  / $21 5K 

U 

$34K/  $11  OK 

Online  / Web  Marketing 

$41 9K  / $83K 

( 

$597K  / $198K 

Is 

$178K  / $115K 

Product  Management 
( Promotion,  list  rental, 
outbound  email) 

$56K  / $286K 

1 

$133K  / $401 K 

Xs 

$77K  / $1 1 5K 

Events 

(Includes  Connelly) 

$483K  / $40 K 

$630K 

$147K / $160K 
• 

[a/H r 

/<• 

i ? 

% 
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Key  Initiatives 


INPUT 


Description 

Marketing  Communications 

*ygdate-CGllateral  for  sales-str 


Cost 


— S>Tyvv!'S^ 


• Develop  updated  messaging  — 

Online  / Web  Marketing 

•Spend-fTOreaggressivelyraT 

^Dnya^Commerce  sales-(reports  and  advertising) 

_Hnaprove-ORlfne gremotton  for  events 


(refer  to  next 
slide  for  YOY  cost 
changes) 


-^Drive  traffic  to  paid  and  free  (portah  site 

Product  Management 

•Disciplined  planning  and  execufion  by  producT 
•Increased  outbound  promotion 

Events 

•Increase  prospect  attendance  at  events 
•Support  geographic  expansion  initiative 
•Develop  support  for-‘T4ow  To’^tiative  (includes  Teaming  and 
Instructional  modules) 


0 
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Resource  Plan  - Staffing  (YOY) 


INPUT 


Team 

2008  Yr  End  2009  Yr  End 
Staffing  Staffing 

Changes  Planned 

Marketing 

Communications  / PR 

2 

-Director,  MarComm 

Online  / Web  Mktg 

1 

2 

-Director,  Web  & 
Online  Marketing 

Product  Management 

2 

3 

-Director,  Product 
Mgmt. 

Events 

1 

3 

-Director,  Events 

t)i^ 


-Events  Analyst  . 


INPUT  - Ihe  authority  on  government  business 


Confidential  & Proprietary 
For  Internal  Use  Only 


5 


Printed:  December  24,  2008 


Events 


Objectives; 

Manage  an  events  program  that  achieves  the  following  objectives: 

• Grow  events  business  revenue  profitably  (or  at  least  not  making  a loss) 

• Attract  new  members 

• Support  our  product  portfolio 

• Increase  our  brand  awareness  in  the  marketplace  as  the  industry’s  authoritative  voice 
You  could  have  sub-objectives  if  you  wanted 

What  would  be  useful  is  to  track  activities  by  the  objectives;  for  example  in  Schedule, 
show  what  out  of  DC  SMSA  events  will  be  held,  what  events  will  support  which 
products,  etc. 

Initiatives 

• What  new  things  are  we  going  to  do?  When?  Who  will  do  them?  How  to  and  similar  will 
fall  in  here 

Revenues  and  Costs 

Data  and  Discussion 

Revenues  and  costs  broken  down  by  type  of  activity;  breakfasts  in  area,  breakfasts  out  of 
area.  How  to  events,  major  conferences,  etc. 

What  will  be  the  distribution  of  sponsor  and  attendance  sales 
When  you  talk  costs  give  estimates  of  labor  days  associated  with  each,  your 
department  and  others  such  as  Operations 

Pricing 

• Prices  remain  unchanged  from  2008  for  recurring  events.  What  are  they  and  why  not 
changed? 

• Pricing  for  Teaming  and  “How  To”  events  are  addressed  in  the  product  initiative 
summaries.  What  are  they? 

Sales 

• How  will  it  be  handled  for  the  different  activities? 

Marketing 

• How  about  SEO/SEM  related  activities  for  events? 

• Email  campaigns  to  support  events  - how  many  and  how  often? 

• Website  activities? 

• Competitive  analysis?  Who  will  do  so  we  can  set  process  appropriately? 
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• Cross-promotion  of  upcoming  and  related  events  within  our  own  events 

• Contacting  and  partnering  with  relevant  associations  and  potential  partner  organizations  - 
who  will  do? 

• Cross-promoting  and/or  jointly  hosting  select  events  with  select  partners  - who  will  do? 

Schedule 

• Finalize  detailed  2009  events  schedule.  Should  be  available  now;  when  specifically 
will  it  be  available  with  dates  for  major  events,  etc. 

External  Events 

• Which  conferences  will  we  attend?  Will  we  have  booth  or  other  promotional  activities 
associated  with  them? 

• ITAA,  NYTC,  NAICS,  SIIA,  AFCEA,  etc.  have  events  that  we  can  sponsor;  which  ones 
are  we  targeting  and  how  much  will  we  spend? 

Operations 

• Responsibility  for  each  major  event/type  of  event  in  terms  of  delivery 


Staffing  and  Resource  Actions 

Hire  Events  Director 

M Rombach 

Start: 

End: 

1/2009 

ConnellyWorks  Contract 

IV1  Rombach 

12/2008 

Identify  event  partners 

M Rombach 

12/2008 

01/2009 

• What  other  staffing  will  we  have  on  this;  persons,  roles,  costs,  etcldire  a Director  of 
Events  to  manage  the  Events  business.  What  is  status;  have  you  a JD  that  has  been 
reviewed  by  Tom  and  Joanne?  Has  the  hiring  process  started? 

• Finalize  2009  agreement  with  outside  provider  (ConnellyWorks)  upon  completion  of 
schedule.  . Currently  in  discussions,  to  be  finalized  and  submitted  for  BOD  approval 
by  December  23. 

• Partners;  since  we  do  not  have  any  we  cannot  have  anything  attributed  to  them  in  the 
plan.  I would  get  the  basics  down  first;  but  this  is  a very  worthwhile  Initiative  (see 
above)  that  should  be  additive,  i.e.  if  we  do  one  the  revenues  should  go  up. 
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MEMORANDUM 

DATE:  January  8,  2009 

TO:  Peter  Cunningham 

FROM:  Timothy  Dowd 

SUBJECT:  SPI  Contract  Approval 

CC: 


This  memo  serves  as  a formal  request  to  receive  BOD  approval  for  the  SPI  vendor  contract. 

SPI  Contract 

• Outsource  labor  based  in  the  Philippines 

• Original  Contract  signed  July  6,  2007. 

• Contract  structure:  Master  agreement  with  individual  SOWs 

o The  current  Master  Agreement  expires  in  July  2009,  however  we  have  the  right  to  terminate  any 
and  all  SOWs  with  30  day  notice. 

• 2008  Spend  $41 1,000  (significant  ramp  up  in  June  due  to  GovEdge) 

• 2008  Monthly  Run  rate  $39,600  (as  of  Dec  2008) 

• 2009  Budgeted  Spend  $399,000 

• 2009  Monthly  Run  rate  $33,200 

• All  SOW  revisions,  including  headcount  additions,  must  be  approved  in  advance  by  INPUT 

• Overall  Relationship  Owner:  Megan  Gamse  (effective  9/08) 


2009  Savings  versus  2008  run  rate 

GovEdge  modifications  will  save  4 FTE  per  month  at  the  “standard  day”  analyst  level  (with  1 FTE  transfer  to 
completing  Labor  Rates  processing).  The  monthly  savings  from  changes  to  GovEdge  is  $7,800  ($93,500 
annualized).  We  are  adding  an  FTE  to  support  Labor  Rates,  which  offsets  a reduction  in  INPUT  headcount  in  2009 
but  reduces  our  cost  by  roughly  $30,000.  With  the  addition  of  the  Labor  Pricing  work,  the  net  change  in  our 
expenditure  with  SPi  is  roughly  $6,400  per  month  (annualized  is  $76,000).  This  represents  a 16%  reduction  from 
monthly  run  rate  in  Q4.  I have  challenged  the  team  to  produce  an  additional  $50,000  in  savings  in  2009.  We  will 
also  evaluate  competitive  bids  once  we  achieve  steady  state  productivity  and  no  later  than  Q3  2009. 


Headcount  Summary 

Bids: 

Articles: 

Federal  Contacts: 

SL  Contacts: 

Labor  Pricing: 

Labor  Kates 


Dec  2008  (headcount) 

12.75  (including  PM) 

1.25  (Including  PM) 

8.75  (including  PM) 

1.25  (Including  PM) 
0.00 


Jan  2009  (headcount) 

7.75  (including  PM) 

1.25  (Including  PM) 

8.75  (Including  PM) 

1.25  (Including  PM) 

1.00 


Bids/Labor  Rates  and  Article  work  is  at  $ 1 560  per  person  per  month  for  analyst  level  and  $2400  for  the  PM 
level  (US  night  work  and  intentional  “standard  day”  work). 

Contacts  work  is  at  $1600  per  person  per  month  for  analyst  and  $2400  for  the  PM  level  (US  day  time  work 
and  international  “overnight”  work). 
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Services  Description  and  Annual  Spend 


Purpose 

Term 

$ Cost 

Monthly  Annualized 

Jan  1 '09  - Dec  31  '09 

Bid  Alert  & News  Article  Processing 

30  Day  Out 

$ 14,880  $ 178,560 

Description  & Justification: 

Provides  outsourced  content  processing  & classification  of  government  IT  industry  news  and  ALL 
S&L  government  bids  INPUT  aggregates  for  delivery  to  our  members.  Justifiication:  The  cost  of 
providing  these  services  with  internal  staff  is  at  least  40%  higher  than  what  we  pay  to  our  provider, 
SPi.  This  represents  a reduction  of  $10,000  per  month  vs.  our  2008  run  rate  due  to  efficiencies 
implemented. 


Federal  Contact  Validation  Jan  1 '09  - Dec  31  '09  $ 14,600  $ 175,200 

30  Day  Out 

Description  & Justification: 

Provides  outsourced  verification  of  federal  contacts  (thousands  per  month)  to  support  the  Federal 
Contacts  & Org  Charts  content  that  is  part  of  Federal  IS  product  line.  Justifiication:  The  cost  of 
providing  these  services  with  internal  staff  is  at  least  40%  higher  than  what  we  pay  to  our  provider, 

SPi.  


S&L  Contact  Validation  Jan  1 '09  - Dec  31  '09  $ 2,200  $ 26,400 

30  Day  Out 

Description  & Justification: 

Provides  outsourced  verification  of  federal  contacts  (thousands  per  month)  to  support  the  S&L 
Contacts  content  that  is  part  of  S&L  IS  product  line.  Justifiication:  The  cost  of  providing  these 
services  with  internal  staff  is  at  least  40%  higher  than  what  we  pay  to  our  provider,  SPi. 


Federal  Labor  Pricing  Data  Jan  1 '09  - Dec  31  '09  $ 1,560  $ 18,720 

Extraction 30  Day  Out 

Description  & Justification: 

Provides  outsourced  data  entry  of  unstructured  labor  rate  data  from  government  contracts  into  a 
structured  format  for  loading  into  INPUT'S  Federal  Labor  Pricing  product.  Justifiication:  The  cost  of 
providing  these  services  with  internal  staff  is  at  least  40%  higher  than  what  we  pay  to  our  provider, 
SPi.  __ 


Total  Cost 


$ 33,240  $ 398,880 
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Member  Services  Plan  Issues,  Peter  Cunningham  12/02/08 

1.  What  is  detailed  Organization  Structure  1/1/09  and  12/31/09 

a.  What  hires  from  now  until  April  1? 

b.  What  JDs  available  now? 

2.  What  is  the  productivity  of  MS  in  2009  cf  2008?  What  are  Total  MS  orders/  Total  costs 
of  MS  department  including  executive  for  2009  cf  2008? 

a.  Approximately  what  is  the  ratio  at  the  three  or  four  main  size  categories 

3.  What  is  quota  increase  in  MS  for  renewals  and  upsells  compared  to  20089 

4.  What  is  the  factored  MS  capacity  in  person  days  by  quarter  in  2009  compared  with  2008 
for  unduplicated  quota  carrying  MS  people? 

5.  What  is  the  factored  quota  (performance  assumptions  * quota)  in  2009  by  quarter  cf  2008 

6.  Although  we  have  generally  accepted  the  comp  plan  structure  (not  the  quotas),  there  is 
still  the  question  of  separating  quotas  for  upsell  and  renewal;  has  this  been  reviewed  with 
Rachel  and  what  is  her  opinion? 

7.  What  is  distribution  of  2008  staff  performance  in  MS  cf  Rachel’s  standards?  How  will 
quotas  be  modified  accordingly9 

8.  What  is  the  capacity  increase  for  2010  in  2009? 

9.  What  are  Turnover  assumptions  by  quarter? 

10.  What  seasonality  factors  are  being  applied  to  MS  in  $ and  numbers  of  closes  per  person9 

1 1 . What  are  ramps  for  new  MS  people  by  quarter  in  %age  terms 

a.  Trainees 

b.  Experienced 

12.  What  is  the  plan  to  deal  with  the  232  Members  paying  us  less  than  $5,000  using  more 
than  25  hours  per  year  of  support?  (PI  1 of  Segmentation).  Has  this  been  analyzed  into 
sub  groups  e g.  >50  hours? 

13.  What  is  the  plan  to  deal  with  the  25  Enterprise  Members  paying  us  less  than  $10,000  of 
which  14  pay  less  than  $5K?  (P9  of  Segmentation). 

14.  How  much  Upsell  in  2009  and  2008  will  come/came  from? 

a.  Correction  of  prices 

b.  Move  to  packages 

c.  Federal  IAP 

d.  S&LIAP 

e.  S&L  data  base 

f.  CovEx 

g.  Other 

1 5.  How  will  each  product  be  sold  as  upsell;  general  MS  force  only,  general  MS  force 
assisted  by  specialist  sales  people,  specialist  MS  people,  other? 

a.  Federal  IAP 
b S&LIAP 

c.  Federal  data  base  products 

i.  Existing 

ii.  CovEx 

iii.  OIS 

iv.  Other 

d.  S&L  data  base  products  (75%  of  targets  do  not  overlap  with  federal) 
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i.  GovEdge 

16.  What  is  the  Multi  site  sales  plan 

17.  Knowledge  Base/Ticket  System  (Also  see  IT) 

a.  Who  has  responsibility? 

b.  What  is  the  schedule? 
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The  authority  on  government  business 


Key  Initiatives  2009 
Member  Services 

Brian  Haney 

SVP,  Member  Services 

INPUT 


November  7,  2008 
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Key  Challenges 


INPUT 


® Increase  current  company  renewal  rate  to  74% 

• Strategic  renewals  from  83%  2008  plan  to  85% 


- Enterprise/Mid  Market/Small  from  67%  2008  plan  to  70% 

® Achieve  $1.336M  in  up-sell  on  existing  product  set  and 

$253K  in  new  product  up-sell  

® Drive  up-sell  mix  to  a higher  proportion  of  product  vs.  price  7 

• 50%  product  as  opposed  to  30%  in  2008 

® Specialize  up-sell  on  key  new  products 


• Analysis  (shown  to  increase  stickiness),  Software  (shown  to  support 

additional  up-sell)  \ ffj 

® Implement  Member  Health  Score 

• Proactive  monitoring  of  usage 

• Regular  segmentation  analysis 


• Deploying  resources  with  a triage  approach 

Confidential  & Proprietary 
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Key  Challenges  (2)  INPUT 


® Align  to  support  more  specialized  sales 

• Member  Advisors  dedicated  to  the  CovEx  markets  - drive  2% 
increase  in  renewal  rate  for  those  400  members 

• Technical  MAs  capable  of  providing  Connector  support 

• Support  levels  in  line  with  product  complexity 

® Achieve  a higher  level  of  engagement  within  Strategic 
Accounts 


® 


• Build  capability  to  deliver  market  briefings,  insight,  analysis  within 
Senior  MA  staff 

• MA  proactively  looking  for  ways  we  can  support  and  expand  the 
relationship  - dive  deeper  into  their  process.  PofoJ 


Develop  an  “Executive  Value  Prompter”  to  provide  our 
senior  buyers  with  a snapshot  of  our  engagement. 


• Reminder  of  the  value  we  have  delivered 


— UJtAz=> 
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Key  Initiatives 
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Description  Benefit  Cost 

Addition  of  Research  Specialist  ^ Increases  MA  productivity  1 FTE.  $75K 

and  quality  of  service  to 
member.  2 hours/week/MA 
saved  - 2288  hours  or  1 
FTE.  Increase  in  retention 
rate  of  0.5%  ($1 00K) 


Dedicated  Up-Sell  Specialist  for  Enterprise,  Mid  Market, 
SB 


Member  Health  Profiting 


Evolve  to  Knowledge  Base  C£>ST~ 

Coverage  Expansion 

^ X'°  ' 

Addition  oHCTetrics  Analyst 


FOIA  Outsourcing 


INPUT  - The  authority  on  government  business 

C 


Focus.  Increases 
specialization  and  adds 
selling  strength. 


1 FTE.  $100K 


Allows-MA  to  easily 
jfioritize.\4  hours/week/MA  No  200 
saved  - 5,(000  ho 
FTEs 


Q4  2008  devei 
st. 


tent  initiative. 


Reduces  support 
redundancy 

2%  increased  renewals  for 
400  companies  - $80K 

Productivity  improvement 
and  driving  the  right  focus. 
Increase  in  retention  rate  of 
0.5%  ($100K) 

Cost-saviogs-and-fncrease 
''responsiveness  to  member. 

" TCXJITSavmgsT"  \ ^ 


$50K 

None.  Realignment  of  existing 
resources 

1 FTE.  $75K 


No  net  additional. 

k 
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Resource  Plan 


INPUT' 


Team 

2008  Yr  End 

2009  Yr  End 

Changes 

Staffing 

Staffing 

Planned 

Management  (1) 

4 

4 

0 

Enterprise/Mid-Market/SB  Member 
Advisors 

20 

21 

1 

Strategic  Member  Advisors 
Strategic  Up-Sell 

Enterprise/Mid-Market/SB  Up-Sell  Jy 

Strategic  Research  Support 

Enterprise/Mid-Market/SB  Research 
Support 


5 

0.5 

1 

1 

1 


0 

(0.5) 

1 

0 

1 


General  MS  Support 
FOIA  Support  (2) 

Productivity  and  Metrics  Analyst 


Software  Support  Specialist 

TOTAL 


0 

38 


(1)  Sung  included  in  Strategic  MA;  Cappello  included  in  FOIA  Support 

(2)  Assumes  outsourcing  in  2009 

. Confidential  & Proprietary 
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(1.5) 


le>\° 


Other  Major  Expenses 

2008  ($K) 

2009  ($K) 

Change  ($K) 

Travel/Entertainment/Marketing 

S52.5K 

$55K 

$2.5K 

Training 

$24K 

$25K 

$1 K 

FOIA  Cost 

$70K 

$100K 

$30K 

TOTAL 

S146.5K 

$180K 

$33.5 
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MEMORANDUM 


DATE: 

TO: 

FROM: 

SUBJECT: 

CC: 


December  24,  2008 
Peter  Cunningham 
Timothy  Dowd 
SPI  Contract  Approval 


This  memo  serves  as  a formal  request  to  receive  BOD  approval  for  the  SPI  vendor  contract. 

SPI  Contract 

• Outsource  labor  based  in  the  Philippines 

• Original  Contract  signed  July  6,  2007 

• New  contract  date  January  2009 

• Termination  right:  30  day  notice 

• All  Headcount  additions  must  be  approved  in  advance  by  INPUT 

• Relationship  Owner:  Megan  Gamse 

Services  Description  and  Annual  Spend 


Pu  rpose 

T erm 

$ Com  mitm  ent 

Bid  Alert  & News  Article  Processing 

Jan  1 '09  - Dec  31  '09 
30  D ay  O ut 

Monthly 
$ 12,500 

Ann  ualized 
$ 150,000 

Description  & Justification: 

Provides  outsourced  content  processing  & classification  of  government  IT  industry  news  and  ALL  S&L 
government  bids  INPUT  aggregates  for  delivery  to  our  members.  Justifiication:  The  cost  of  providing 
these  services  with  internal  staff  is  at  least  40%  higher  than  what  we  pay  to  our  provider,  SPi. 


Federal  Contact  Va lidation  Jan  1 '09  - Dec  31  '09  $ 15,000  $ 180,000 

30  D ay  O ut (BJ 

Description  & Justification: 

Provides  outsourced  verification  of  federal  contacts  (thousands  per  month)  to  support  the  Federal 
Contacts  & Org  Charts  content  that  is  part  of  Federal  IS  product  line.  Justifiication:  The  cost  of  providing 
these  services  with  internal  staff  is  at  least  40%  higher  than  what  we  pay  to  our  provider,  SPi. 

S&L  Contact  Validation  Jan  1 '09  - Dec  31  '09  $ 2,500  $ 30,000 

30  D ay  O ut 

Description  & Justification: 

Provides  outsourced  verification  of  federal  contacts  (thousands  per  month)  to  support  the  S&L  Contacts 
content  that  is  part  of  S&L  IS  product  line.  Justifiication:  The  cost  of  providing  these  services  with 
internal  staff  is  at  least  40%  higher  than  what  we  pay  to  our  provider,  SPi. 

Federal  Labor  Pricing  Data  Jan  1 '09  - Dec  31  '09 

Extraction 30  D ay  O ut $ 1 ,500  $ 1 8,000 

Description  & Justification: 

Provides  outsourced  data  entry  of  unstructured  labor  rate  data  from  government  contracts  into  a 
structured  format  for  loading  into  INPUT’S  Federal  Labor  Pricing  product.  Justifiication:  The  cost  of 
providing  these  services  with  internal  staff  is  at  least  40%  higher  than  what  we  pay  to  our  provider,  SPi 

$ 31,500  $ 378,000 
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Headcount  Summary 


Dec  2008  (headcount) 


Jan  2009  (headcount) 


Articles: 


SL  Contacts: 
Labor  Pricing: 

Labor  Rates 


Federal  Contacts: 


Bids: 


12.75  (including  PM) 
1.25  (Including  PM) 

8.75  (including  PM) 
1.25  (Including  PM) 
0.00 


7.75  (including  PM) 
1.25  (Including  PM) 

8.75  (Including  PM) 
1.25  (Including  PM) 


1.00 


Bids/Labor  Rates  and  Article  work  is  at  $ 1 560  per  person  per  month  for  analyst  level  and  $2400  for  the  PM 
level  (US  night  work  and  intentional  “standard  day”  work). 

Contacts  work  is  at  $ 1 600  per  person  per  month  for  analyst  and  $2400  for  the  PM  level  (U S day  time  work 
and  international  “overnight”  work). 

2009  Savings  versus  2008  run  rate 

GovEdge  modifications  will  save  4 FTE  per  month  at  the  “standard  day”  analyst  level  (with  1 FTE  transfer  to 
completing  Labor  Rates  processing).  The  monthly  GovEdge  savings  is  $7,800;  annualized  is  $93,600.  Given  the 
completion  of  Labor  Rates  work,  the  TRUE  monthly  savings  is  $6,240;  annualized  is  $74,880. 
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Operations  Plan  Issues,  Peter  Cunningham  12/02/08 

1.  What  is  detailed  Organization  Structure  1/1/09  and  12/31/09 

a.  What  hires  from  now  until  April  1? 

b.  What  JDs  available  now? 

2.  What  is  the  Plan  for  outsourcing? 

3.  What  is  the  Plan  for  Breaking  Views  Blog  and  ELetter 

a.  Who  has  responsibility9 

b.  What  is  the  schedule? 

4.  What  significant  changes  are  planned  for  State  & Local  Inf.  Services9 

a.  Productivity? 

b.  Content? 

c.  Context? 

d.  Other 
For  each: 

e.  Standard  Product 

f.  GovEdge 

g.  Other 

h.  Which  of  the  changes,  if  any,  will  result  in  substantial  increase  in  value  and 
justification  for  price  increase? 

5.  What  significant  changes  are  planned  for  Federal  Inf  Services? 

a.  Productivity? 

b.  Content? 

c.  Context? 

d.  Other 
For  each: 

e.  Standard  Product 

f.  Opportunities 

g.  Labor  rates 

h.  Task  orders 

i.  OIS 

j.  Other 

k.  Which  of  the  changes,  if  any,  will  result  in  substantial  increase  in  value  and 
justification  for  price  increase? 

6.  What  significant  changes  are  planned  for  Federal  IAP9 

a.  What  staffing  is  needed  to  improve  quality  and  increase  sales? 

b.  # Members  1/1/09  and  12/31/09? 

i.  How  many  from  Upsell9  Does  this  gybe  with  MS? 

ii.  How  many  from  New  Sales?  Does  this  gybe  with  Sales? 

c.  Structure  of  product? 

d.  How  much  primary  research  will  be  done?  How  can  this  be  changed  to  a primary 
research  oriented  product? 

e.  How  does  CovEx  affect  prospects  for  new  products? 

f.  Content9 

i.  What  are  results  of  member  survey  on  topics? 

1 .  For  the  year 
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2.  ForlstQtr. 

g.  Context9 

h.  Other 

i.  Which  of  the  changes,  if  any,  will  result  in  substantial  increase  in  value  and 
justification  for  price  increase? 

7.  What  significant  changes  are  planned  for  S&L  IAP9 

a.  What  staffing  is  needed  to  improve  quality  and  increase  sales? 

b.  # Members  1/1/09  and  12/31  /099 

i.  How  many  from  Upsell9  Does  this  gybe  with  MS? 

ii.  How  many  from  New  Sales?  Does  this  gybe  with  Sales? 

c.  Structure? 

d.  How  much  primary  research  will  be  done9  How  can  this  be  changed  to  a primary 
research  oriented  product? 

e.  How  does  CovEx  affect  prospects  for  new  products? 

f.  Content? 

i.  What  are  results  of  member  survey  on  topics? 

1 . For  the  year 

2.  ForlstQtr 

g.  Context? 

h.  Other 

i.  Which  of  the  changes,  if  any,  will  result  in  substantial  increase  in  value  and 
justification  for  price  increase? 

8.  CovEx 

a.  Who  has  responsibility?  Is  it  on  their  schedule? 

b.  What  is  the  operations  product  Plan9  (include  schedules) 
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Key  Initiatives  INPUT 


Description 

Benefit 

Cost 

Reduce  costs  to  process  S&L  bids  by  $10k/month 
•Implementing  process  improvements/automation 

$120k 

$0 

Leverage  SPi  to  enter  Labor  Pricing  data 
•Offsets  need  for  INPUT  staff  analyst 

Reduce  1 FTE 
($50k/year) 

Add  $18k  (SPi 
cost) 

Convert  Manually  Created  PDF  to  Dynamic  Charts 
•Reduces  staffing  requirements  by  1 RA 

Reduce  1 FTE 
($45k/year) 

Add  $20k 
(Software) 

Implement  ‘Breaking  Views’  Blog  & E-Letter 
•Strengthen  blog  and  e-letter  for  Open  Web  to  reflect 
INPUT  analyst  ‘breaking  views’ 

Strengthen  brand  as 
industry  ‘authority’ 

$0  (absorbed  in 
organization) 

Shift  Technology  Operations  from  Development 
•Take  on  many  tasks  from  development  that  are  ongoing 
operations  activities  - fulfill  with  lower  cost  resources 

$31  k (equivalent 
developer  time) 

$17. 5k 

(equivalent  data 
processor  cost) 

Implement  Near  Real-Time  Opportunity  Notification 
•Implemen^ofLhou^nd  weekend  coverage  + process 
improvement^  to  achieve  near  real  time  updates. 

Briefings  to  Government  on  Govt  Community 
•Implement  twice  monthly  briefings  to  govt 

Member  Sat  on 
timeliness 

Expand  Govt  , 
Community 

$0  - org 

changes,  no  cost 

IT. 

— 7 ? IM  ^A  , 
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Resource  Plan 


INPUT 


Team 

2008  Yr  End 
Staffing 

2009  Yr  End 
Staffing 

Changes  Planned 

Federal  Opportunities 

23.5 

25.5 

2 new  analysts  for  Cov  Expansion 

Content  Operations 

5 

6 

Filling  open  position  from  2008 

Competitive  & Govt  Information 

5 

5 

Technology  Operations 

2 

3 

1 for  offloading  development  & supporting  task 
order  opportunities 

S&L  Operations 

14.5 

14.5 

0 

Industry  Analysis 

5 

6 

1 for  Opp  Advisor  product  + 'Breaking  Views’ 

Corporate  Operations 

1 

1 

0 

Total 

58 

63 

5 

Outsourced  Content  Costs 

2008  Mo  Cost  ($K) 

2009  Mo  Cost  ($K) 

Changes  Planned 

S&L  Bids  & Articles 
Federal  Contacts 
Labor  Pricing 
S&L  Contacts 


nnualized  cost  savings  of  $1 20k 
No  change 

Replaces  need  for  1 FTE 
No  change 
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Key  Initiatives  Costs 


INPUT 


Description 

Benefit 

Cost 

External  review  of  technology 
infrastructure  including 

Third  party  assessment  of  the  stability  of 
our  architecture,  Cold  Fusion 

$12K 

application  development 
methodologies-  review  being 
conducted  by  former  CIO 
Gartner 

External  review  of  Database 
structure  and  processes 

Establish  software  architecture 
to  support  Open  web  and 
improved  development  cycle 
time 

Innovative  Development 
Scheduling- Approximately  1,000 
development  days 


INPUT  - 'Ihe  authority  on  government  business 


effectiveness  and  effectiveness  of 
development  practices 

O 

\j\Atv)  . 

Assess  current  DB  structure  and  Identify  $20k 
optional  structure  and  data  management 
practices 

Upgrade  to  technology  to  support  large  TBD 
user  volume  and  faster  development 


Use  of  third  party  software,  off  shore  TBD 

development  needed  to  accelerate 

development  activities  _ \ 
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Sales  Plan  Issues,  Peter  Cunningham  12/02/08 

1 . What  is  the  detailed  Organization  Structure  1/1/09  12/31/09 

a.  Who  has  unduplicated  quota? 

2.  What  is  the  productivity  of  Sales  in  2009  cf  2008?  What  are  Total  Sales  orders/  Total 
costs  of  Sales  department  including  executive  for  2009  cf  2008? 

a.  Approximately  what  is  the  ratio  at  the  three  or  four  main  size  categories 

3.  Factors  affecting  productivity: 

a.  How  many  individual  products  is  a salesperson  selling  in  2009  cf  2008? 

b.  What  are  turnover  assumptions  by  quarter? 

c.  What  seasonality  factors  are  being  applied  to  sales  in  $ and  numbers  of  closes  per 
person? 

d.  What  are  ramps  for  new  sales  people  by  quarter  in  %age  terms 

i.  Trainees 

ii.  Experienced 

4.  What  is  the  factored  (allowing  for  turnover,  vacation,  etc.)  sales  capacity  in  person  days 
by  month  in  2009  compared  with  2008  for  unduplicated  quota  carrying  sales  people? 

5.  Using  2008  data  plus  unduplicated  sales  capacity  changes  and  applying  turnover  and 
productivity  increase  factors,  what  is  the  expected  performance  by  month  in  2009  cf  2008 

6.  What  is  the  capacity  increase  for  2010  in  2009? 

7.  How  does  the  Geographic  coverage  match  the  Prospect  distribution? 

8.  How  will  each  product  be  sold;  general  sales  force  only,  general  sales  force  assisted  by 
specialist  sales  people,  specialist  sales  people,  other?  This  is  best  answered  in  a tabular 
form. 

a.  Federal  IAP 

b.  S&LIAP 

c.  Federal  data  base  products 

i.  Existing  component  producs 

ii.  New 

1.  CovEx 

2.  OIS 

3.  Other 

d.  S&L  data  base  products  (75%  of  targets  do  not  overlap  with  federal) 

e.  New  Products/Markets: 

i.  Teaming 

ii.  Marketing  Services 

iii.  Top  20 

iv.  Task  Order  Portal 

v.  UVa  Project 

vi.  Competitive  (Vendor)  Analysis 

vii.  Government  Community  - eLetter  advertizing 

viii.  Industry  Web  Portal 

ix.  Financial  Industry 

x.  Other 

9.  How  will  you  deal  with  Distributors  like  Immix  and  Consultants  who  work  with  many 
small  companies  and  distribute  our  data  to  them? 
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10.  When  will  you  hire  the  Channel  Sales  person?  Who  has  responsibility  and  when  will  JD 
be  ready? 

1 1 . Have  we  implemented  the  multi-site  sales  plan? 

12.  Productivity  Improvements: 

a.  SLA  Model 

i.  Who  has  responsibility?  Is  it  on  their  schedule? 

ii.  Cost? 

iii.  When  will  it  be  available? 

1 . Measurement  Criteria 

2.  Practices 

3.  Training 

b.  Web  -touch 

i.  Who  has  responsibility?  Is  it  on  their  schedule? 

ii.  Cost? 

iii.  When  will  it  be  available? 

c.  Miller  Methodology 

i.  Who  has  responsibility?  Is  it  on  their  schedule? 

ii.  Cost? 

iii.  When  will  it  be  available? 

1 . Measurement  Criteria 

2.  Practices 

3.  Training 

d.  Sales  Certification  Program 

i.  Who  has  responsibility?  Is  it  on  their  schedule? 

ii.  Cost? 

iii.  When  will  it  be  available? 

1 . Measurement  Criteria 

2.  Practices 

3.  Training 
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Key  Initiatives  2009 
Sales 

Mary  Beth  Cockerham 
SVP,  Sales- — 

INPUT 


November  11,  2008 
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Do  more  with  less  - increase  productivity 

• Grow  from  2.0  transactions/rep/month  (2008YTD)  to  2.5r 

• Grow  sales  i$%  YOY  ($6.2M  to  $6.9M  j- 


• Test  dedicated  resource  to  drive  3rd  party  relationships 

® Potential  revenue  $300-500  in  direct  and  indirect  salesj 

• Assess  impact  of  web-touch  sales  tools  on  productivity  UdrrJ 

• Apply  Miller  Methodology  for  Quarterly  Metric  Reviews 


® Balance  the  sales  portfolio,  grow  S&L  footprint 

• Change  blend  from  83%/1 7%  to  78%/22%  \W' 

• S&L  Sales  from  $1 .1 M 2008  to  $1 .4  in  2009 

\ 

0 

\L  
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Key  Objectives 


INPUT 


® Mobilize  beyond  the  Beltway 

• CA  is  target  richest  region  for  prospects  after  DC/MD/VA 
(16%  of  prospect  pool),  but  marketing  brand  weak 

• Next  tier  TX,  FL,  MA,  NJ  and  NY 

• Consider  Huntsville  and  other  BRAC  winners. 

• Top  Fed  targets  align  with  top  S&L  spending  - target  both. 

® Tap  into  prospects  in  adjacent  markets 

• Leverage  CovEx  momentum  to  increase  rep  productivity 
and  average  CV/transaction  5%  (from  $9,054  to  $9,506) 
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Key  Initiatives^ Sales 


INPUT 


Description 

Benefit 

Cost 

Implement  SLA  model 

$464K  in  addl  sales, 
2009 

$220K  (4  Sales  FTE’s  @ 
$55/PP) 

MPS  System  Improvements 

$406,000 

1 FTE  for  1.5  months,  jr\  * 
internal  systems  dev  ' 

/ Expand  Sales  Certification  Program 

Increase  average 
conversion  rate  from 
20%  to  25% 

Utilize  existing  sales 
operations/training  resource 

Grow  S&L  Verticals  by  targeting  pure  S&L 
prospects 

$200,000 

1 FTE  for  1 month-  list 
analyzer  development 

Geographic  Expansion 

$300,000 

1 FTE/marketing  @ $50K 

Coverage  Expansion 

$516,000 

2 FTE/operations  @ $58K 

Italicized  resources  captured  in  other  dept  budgets 
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Resource  Plan 


INPUT 


Team 

2008  Yr  End 

2009  Yr  End 

Changes 

Staffing 

Staffing 

Planned 

Account  Managers 
S&L  Account  Managers 

Web  Sales 

Sales  Lead  Analysts 

Sales  Managers 

Director  of  Sales  Productivity 

Sales  Operations  Analyst 

Sales/MS  Training 

Channel/partner  Dev  Rep 

Total 

INPUT  - The  authority  on  government  business 


24 

0 


4 

3 

1 

1 


Dependent  on 
S&L 

prospecting 

Dependent  on 
GovEdge  mktg 
plan 


Miuv  ■ 

W " 


)U'f’ 


.75  .75 

0 1 

35.75  38.75 

ciu^isr , Diesis  is 
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Resource  Plan 


INPUT 


Other  Major  Expenses 

2008  ($K) 

2009  ($K) 

Change  ($K) 

Travel 

$80 

$75 

$5 

Training 

$41 

$54 

$13 
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JOB  DESCRIPTION 


SENIOR  VICE  PRESIDENT,  TECHNOLOGY 


Department: 

Classification: 

Date: 


Prepared  By: 


TECHNOLOGY 

Exempt 

January  7,  2009 
Peter  Cunningham 


Approved  By: 


SUMMARY 

This  is  an  executive  management  position  reporting  to  the  President  and  CEO  with  responsibility 
for  leading  the  organization  on  Web  and  Information  Technology  (IT)  strategy,  products  and 
operations. 

The  SVP  Technology  Development  is  responsible  for: 

• External  Web-enabled  information  product  delivery  and  support, 

• Internal  Web/IT  systems, 

• Development  of  revenue  generating  software  services,  particularly  those  that  align  with 
members’  workflow  processes  associated  with  our  information  products. 

QUALIFICATIONS 

• Bachelor’s  Degree  in  Computer  Science,  IT,  or  related  field  from  a highly  accredited 
university  required;  relevant  post  graduate  education  highly  desirable. 

• Fifteen  or  more  years  of  relevant  experience  in  the  IT  industry,  including  sound  basic 
training  in  IT  management. 

• Ten  plus  years  of  management  experience  in  the  Internet  industry,  including  experience 
in  a fast  growth  Intemet/Web  based  company. 

• At  least  five  years  of  executive  experience  managing  a multi-million  dollar  product  and 
services  development  and  operations  program.  Must  have  had  overall  Web  and  IT 
responsibility  in  an  organization  of  comparable  size  to  INPUT. 

• Experience  in  public  sector  vendor  systems  and/or  sales  of  Web-based  information 
products  a distinct  advantage. 

• Demonstrated  skill  in  developing,  launching,  operating  and  supporting  Web-based 
information  products. 

• Demonstrated  experience  in  managing  business  and  marketing  issues  associated  with  on- 
line information  products,  including  aligning  product  and  business  strategy 

• Extensive  project  management  experience  and  proven  experience  managing  multiple 
projects  successfully;  demonstrated  experience  in  agile  development  management 
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techniques. 

• Excellent  understanding  of  Internet  technologies,  Web  production  tools,  standards  and 
operational  procedures.  Perceived  and  recognized  as  a leader  and  expert  in  Web-enabled 
products  and  services 

• Excellent  organizational  skills  with  the  ability  to  hire,  motivate  and  manage  first  class 
development  and  operational  staff 

• Proven  experience  managing  Web  and  IT  operations  including  technology  selection,  site 
architecture,  interface  design,  and  research  & development. 

• Strong  interpersonal  capabilities  and  cross-functional  team  leadership  and  creative 
sensibility  and  experience  working  with  creative  teams. 

• Strong  strategic  thinker  and  creative  problem  solver. 

DUTIES  & RESPONSIBILITIES 

Responsibilities  include,  but  are  not  limited  to: 

• Serve  as  a member  of  the  Executive  Team  and  participate  in  the  management  (planning, 
organization,  communications  and  control)  of  all  information  (content)  and  software 
product  and  service  activities. 

• Identify,  develop  and  manage  budget  requirements  and  resources  to  support  forecasted 
business  growth,  support  IT  and  Web  needs  and  ensure  continued  leadership  in  the 
market. 

• Identify,  hire  and  manage  industry  leading  internal  and  external  development  and 
operational  people  and  other  resources. 

• Implement  effective  training  programs  for  Web/IT  staff,  other  staff  and  member  users. 

• Research  and  address  external  IT  and  Web  requirements  of  members  and  prospects  as 
well  as  new  relevant  technologies.  Ensure  continuous  innovation. 

• Participate  with  other  units  to  develop  and  launch  Web-based  information/software 
products  within  budget,  on  time  and  meeting  market  requirements.  Identify  and  develop 
detailed  Web/IT  business  and  functional  product  requirements. 

• Develop  and  support  on-line  revenue  generating  software  services  and  product 
distribution. 

• Deliver  superior  IT  and  Web  support  to  members  and  internal  staff  and  functions. 

• Serve  as  the  primary  point  of  contact  for  Web  and  IT  strategy  and  service  delivery, 
including  engagement  with  external  organizations  and  associations. 

• Develop  and  use  measurement  systems  to  evaluate  timeliness  and  quality  of 
development,  operations  and  service  performance. 

• Ensure  that  all  products  and  processes  are  appropriately  and  sufficiently  documented  for 
internal  and  external  use. 

• Operate  a Quality  Assurance  program  in  development  and  operational  processes,  outputs 
and  outcomes. 

• Ensure  the  IT  infrastructure  is  highly  reliable  and  facilitates  a productive  and  professional 


JD-H  221 A SVP  Tech  (1)01 0709  PAC.docv.  082808  TPDPage  2 of  3 


Confidential/Proprietary  to  - INPUT 


. 


' • 


Printed:  January  7,  2009 


work  environment. 

• Build  and  maintain  positive  relationships  and  trust  with  management  and  staff. 

• Prepare,  develop  and  present  appropriate,  formal  communication  on  plans,  events, 
processes,  products  and  outcomes  to  members.  Board  of  Directors,  executives  and 
internal  staff. 

The  SVP,  Technology  Development  must  be  familiar  and  comply  with  INPUT  standards, 
practices  and  procedures.  The  SVP,  Techology  Development  must  ensure  that  all  employees 
reporting  to  them  adhere  to  these  standards.  The  SVP,  Technology  must  specify  and  implement 
Technology  Development  practices. 

STAFF  REPORTS 

• Eighteen  (18)  Direct  Reports 

• Contractors  as  necessary 

REPORTING 

• Reports  to:  President  & CEO 
COMPENSATION 

• Salary  of  $200,000 

• Bonus  based  on  company  performance  at  target  of  $100,000 

• Stock  option  plan 
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MEMORANDUM 

DATE:  December  15,  2008 

TO:  Peter  Cunningham 

FROM:  Timothy  Dowd 

SUBJECT:  New  Platform  Approach  Recommendation 

CC: 


My  comments  below  are  a result  of  my  experience  in  leading  acquired  companies  and  business  turn-around 
assignments.  I would  suggest  benchmarking  my  recommendation  with  Marc  Strohlein  as  part  of  his  additional 
consulting  assignment. 

In  assessing  a systems  platform  upgrade/overhaul  there  are  a few  different  approaches 

A.  Run  the  business  and  set  up  a separate  parallel  effort  to  rewrite  the  platform 

B.  Freeze  all  development  except  maintenance  and  focus  on  building  the  new  system 

C.  Freeze  all  development  except  maintenance  and  applications  that  can  be  transferred  to  the  new  platform 
once  it  is  built. 

The  answers  to  the  question  below  can  provide  some  direction  on  an  appropriate  approach.  My  answers  to  the 
questions  are  in  bold  and  italics. 


Is  the  current  system  losing  members 

Is  the  current  system  significantly  deficient 
competitively  that  it  is  restricting  growth 

Time  to  build  new  platform 

Are  there  financial  constraints  inhibiting 
the  decision 


No 

Yes 

Somewhat 

No 

Yes 

Somewhat 

< 6 months 

6-12  months 

>12  months 

No 

Yes 

Somewhat 

Based  on  my  answers,  1 would  do  the  following  in  this  order 

1 . Secure  the  IT  leader 

2.  Freeze  all  new  application  development 

3.  Right  size  the  team 


Secure  IT  leader 

1 think  getting  the  right  IT  leader  on  board  is  a critical  step.  Finding  the  right  IT  leader  is  as  challenging  as  finding  a 
good  sales  leader.  Real  good  ones  are  hard  to  find.  Since  time  is  critical  1 would  revisit  Dwight  Gibbs.  I believe 
Dwight  has  the  necessary  skills  and  experience  to  lead  this  area  for  us.  1 would  offer  him  a salary  of265K,  50% 
bonus,  100,000  time  based  options  and  another  100,000  shares  upon  completion  of  the  new  platform.  The  time 
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saved  in  filling  this  position  is  worth  the  additional  compensation.  I am  even  willing  to  contribute  50.000  shares  of 
my  grant  to  secure  him. 


Freeze  all  new  development 

I would  only  complete  the  CovEx  programming  and  internal  applications  relating  to  supporting  Member  Services 
and  Sales  productivity 


Right  Size  the  team 

Following  the  hiring  of  the  IT  leader  would  downsize  the  team  to  those  who  can  assist  with  the  development  of  the 
new  platform  and  those  who  are  best  able  to  maintain  the  system.  Given  the  current  state  of  the  system  and  lack  of 
documentation  the  application  knowledge  is  tied  to  specific  individuals.  The  leader  needs  to  assess  who  is  best 
suited  to  support  the  existing  platform  and  work  on  the  new  platform.  The  new  platform  development  would  be 
supported  by  internal  and  external  resources  such  as  Ul,  search  and  database  experts. 


M New  Platform  121408  TPD  (l).Aoc 


Page  2 of  2 


Confidential  - INPUT 


OUTSELL  O 


INPUT  Technology  Assessment 

A * A V “ .i 

Prepared  for 
Timothy  Dowd 


11-19-2008 


Marc  Strohlein 


Table  of  Contents 


Executive  Summary 3 

Findings  and  Recommendations 4 

Technology.  Architecture,  and  Design 4 

Detailed  Findings 4 

Summary  Recommendations 5 

Detailed  Recommendations 5 

Product  Development  Processes 7 

Detailed  Findings 7 

Summary  Recommendations 7 

Detailed  Recommendations 8 

People/Culture/Organization 9 

Detailed  Findings 9 

Summary  Recommendations 9 

Detailed  Recommendations 9 

Summary 10 


INPUT  Technology  Assessment 
November  12,  2008 


2 


Executive  Summary 


Outsell  was  asked  to  assess  INPUT’S  current  product  architectures,  technology  and  web  site.  In  addition, 
Outsell  assessed  the  processes  and  culture  surrounding  its  product  development.  INPUT  is  concerned  that 
the  site  and  product  applications  may  not  be  robust  and  extensible  enough  to  support  future  product 
initiatives.  This  effort  was  designed  to  provide  INPUT  with  an  assessment  of  its  current  product  technology 
infrastructure  and  applications  as  well  as  recommendations  for  remedying  any  deficiencies  found. 

The  methodology  for  this  assessment  consisted  of: 

• one  and  one  half  days  of  on-site  interviews  with  key  technology  and  business  managers  and  staff, 
conducted  by  Marc  Strohlein,  Outsells  Chief  Agility  Officer, 

• a review  of  available  documentation, 

• time  spent  on  INPUT’S  site  evaluating  the  user  interface,  performance,  and  other  parameters. 

The  following  people  were  interviewed  in  support  of  development  of  this  report: 

Scott  Massey,  Director  of  IT  Infrastructure 
Rick  Golden,  Manager  Product  Development 
Brian  Haney,  Sr.  VP,  Member  Services 
Mike  Rombach,  Sr.  VP,  Market  Development 
Selene  Bainum,  Manager,  Business  Systems 
Grant  Laing,  Manager,  Product  Development 
Paul  Treszczotko,  Architect,  Client  Systems 
The  software  development  team  (group  meeting) 

Employees  that  Mr.  Strohlein  spoke  with  were  uniformly  knowledgeable  and  candid,  a testament  to  INPUT’S 
corporate  culture. 

Key  findings  and  recommendations  are: 

• INPUT  needs  to  build  a new  platform  for  it’s  products — the  existing  site  is  showing  its  age  and 
contains  critical  code  created  by  interns  and  others  no  longer  with  the  company.  It  has 
significant  performance  issues  that  would  require  an  inordinate  amount  of  effort  to  resolve,  and 
bringing  the  site  up  to  current  web  look  and  feel  standards  would  be  cost-prohibitive. 

• The  new  platform  should  be  built  alongside  the  existing  web  site  and  applications,  with  cutovers 
to  the  new  product  platforms,  where  possible,  done  sequentially — not  a “big  bang"  launch. 

• INPUT  has  a significant  investment  in  knowledge  and  experience  with  ColdFusion  but  should 
evaluate  alternative  development  environments  before  embarking  on  the  development  effort. 

• The  CRM  and  ticketing  systems  should  be  replaced  with  open  source  or  commercial  offerings 
rather  than  rebuilding  them.  Likewise,  the  ISM  framework,  currently  homegrown,  should  be 
replaced  with  an  open  source  or  commercial  offering  as  is  currently  planned  by  the  developers. 

• INPUT  should  augment  internal  developer  resources  with  outside  developers  using  a blended 
team  approach  to  get  the  new  platform  in  place  as  soon  as  possible  while  minimizing  knowledge 
transfer  issues. 

• The  new  platform  should  reflect  a generational  shift  from  Web  1 .0  “go  to”  sites,  to  the  more 
user-centric  Web  2.0  paradigm  with  publish  and  subscribe,  user  generated  content  and  tagging, 
and  mobile  support. 

• The  software  development  team  needs  a strong,  experienced  engineering  manager  with  strong 
architecture  and  project  management  skills. 

• INPUT  should  consider  using  (more)  XML  for  content  tagging  and  re-usability  in  the  context  of 
product  application  overhauls. 

These  and  additional  recommendations  are  discussed  in  more  detail  below. 
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Detailed  Findings 

• The  site  contains  much  legacy  code  and  architectures,  largely  undocumented.  Developers  don’t 
like  to  modify  code  as  it  is  brittle  and  changes  can  be  problematic.  No  refactoring  (a  process 
whereby  code  is  re-written  to  optimize  performance)  has  been  done  due  to  scarce  resources 
and  lack  of  documentation. 

• The  database  schema  has  been  continually  extended  but  never  rationalized  or  optimized. 
Developers  believe  there  are  many  tables  that  are  not  used  at  present. 

• Member  pages  can  fire  off  as  many  as  60  queries  at  load  time.  The  main  page  is  too  long,  very 
complex  and  slow  to  load.  Caching  has  not  been  employed  to  try  to  improve  load  times. 

• The  database  is  approaching  500GB  and  apparently  contains  everything  added  since  its 
inception— nothing  has  been  archived. 

• The  networking  and  server  environment  is  very  robust — hardware  has  been  used  to 
compensate  for  software  performance  issues — good  news  is  that  when  software  is  re-built,  the 
infrastructure  will  be  more  than  adequate 

• INPUT  is  running  version  8 of  ColdFusion,  64  bit— the  64  bit  version  was  necessitated  by 
memory  requirements,  in  turn  driven  by  the  software  design. 

• INPUT  built  its  own  framework,  called  ISM,  that  has  been  deemed  in  need  of  replacement.  The 
developers  are  looking  at  Fusebox,  Model-Glue,  and  ColdBox,  all  open  source,  as  potential 
replacements. 

• INPUT  has  favored  building  over  buying,  historically,  as  evidenced  by  the  use  of  home  grown 
CRM  and  trouble  ticket  systems. 

• Developers  expressed  concern  over  the  ability  of  the  current  site  to  support  traffic  that  would  be 
generated  by  the  “Open  Web’’  initiative. 

• INPUT  offers  integrations  to  Salesforce.com  and  Outlook,  but  not  to  SharePoint.  Integrations 
are  somewhat  difficult  to  create  as  the  product  applications  were  not  originally  designed  with 
that  in  mind. 

• After  a failed  FAST  implementation,  INPUT  is  implementing  Solr,  an  open  source  engine  that  is 
likely  a better  fit  to  the  scale  of  the  business. 

• INPUT  has  no  data  warehouse/business  intelligence  tools  for  analyzing  its  data — that  would 
seem  to  represent  an  opportunity  for  new  products  and  better  intelligence  about  existing  ones. 
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Summary  Recommendations 

INPUT  fulfills  electronic  products  via  a fairly  complex  web  site  that  has  evolved  over  about  ten  years.  The 
site  is  built  using  ColdFusion  (currently  running  version  8,  the  most  current  release)  and  contains  code  of 
varying  quality,  including  some  key  components  that  were  written  by  interns  and  staff  no  longer  with  the 
company.  Documentation  is  scarce  and  developers  express  concern  over  touching  the  code  for  fear  of 
“breaking  something.” 

Reportedly,  the  site  experiences  fairly  light  traffic  (10  external,  50  internal  users)  on  average,  yet  exhibits 
poor  performance  owing  to  system  bottlenecks  and  excessively  long  and  complex  pages.  Visually  the  site 
looks  like  an  early  generation  web  site — very  text  heavy  and  little  use  of  RIA  (rich  Internet  application)  tools 
to  add  dynamic  behaviors.  The  site  was  constructed  using  a home  grown  framework  called  ISM,  which 
INPUT’S  developers  have  decided  needs  to  be  replaced,  and  Outsell  concurs  with  that  decision. 

While  the  performance  and  look  and  feel  of  the  existing  site  could  be  improved,  Outsell  would  recommend 
building  a new  platform  to  replace  the  existing  one.  The  term  platform  is  used  here  as  the  new  site  should  be 
architected  as  a platform  for  both  existing  products  as  well  as  ones  that  have  yet  to  be  conceived.  Possibly 
the  strongest  argument  for  building  a new  platform  is  the  need  to  move  from  a “site-centric  approach  to  a 
“user-centric”  approach  to  fulfilling  products.  Over  the  past  few  years  the  web  has  become  much  less 
hierarchical  in  nature,  giving  users  more  power  over  how  content  is  accessed  and  allowing  them  to 
participate  in  content  creation  and  enhancement.  Moreover,  the  ability  to  subscribe  to  feeds,  receive  content 
on  mobile  devices,  and  tag  and  enhance  content  have  all  grown  in  importance.  Outsell  was  told  that 
INPUT’S  subscription  renewal  rates  are  in  the  low  70%  range— quite  low  for  a subscription-based  business 
and  possibly  a reflection  of  its  aging  product  suite. 

While  Outsell  recognizes  that  INPUT  has  significant  investment  in  knowledge,  expertise,  and  experience 
with  ColdFusion,  we  would  still  recommend  evaluating  alternative  development  environments  (including 
open  source  offerings  such  as  Ruby  on  Rails)  before  embarking  on  a major  development  effort.  While 
sticking  with  ColdFusion  leverages  existent  skills  and  knowledge,  Outsell  has  found  that  moving  to  new 
environments  can  stimulate  new  ways  of  solving  problems  and  helps  avoid  falling  back  on  tried  and  true 
ways  of  doing  things  that  may  be  outdated.  Outsell  does  recognize  that  moving  to  a new  environment  does 
engender  more  risk,  and  learning  curve  time  which  need  to  be  factored  into  the  decision. 


Detailed  Recommendations 

As  noted  above,  Outsell  recommends  building  a new  platform  rather  than  trying  to  “fix”  the  existing  one 
because  the  shortcomings  of  the  existing  platform  are  too  pervasive.  Construction  of  a new  platform 
provides  an  opportunity  to: 


• Create  a cohesive,  modular,  extensible  architecture, 

• Move  to  a more  user-centric  approach  to  content  delivery, 

• Reduce  Ul  complexity  by  moving  to  role-based  interfaces, 

• Solve  current  performance  issues  and  likely  reduce  maintenance  costs. 


The  recommended  approach  to  building  a new  product  platform  would  be  to  freeze  development,  save  for 
bug  fixes,  on  existing  product  systems,  select  and  implement  a new  framework  (and  possibly  new 
development  environment),  develop  a new  architecture,  and  build  the  new  platform,  cutting  over  from  old  to 
new  product  applications  in  a serial  fashion  when  possible.  For  example,  one  interviewee  mentioned  that  the 
Federal  intelligence  product  set  represents  about  80%  of  INPUT’S  revenue — that  would  be  a likely  target  for 
early  cutover. 

The  first  release  of  the  new  platform  should  provide  the  necessary  functionality  from  the  existing  product 
applications — not  new  functionality.  Outsell  believes  that  an  audit  of  current  customer  needs  and  “what  is 
actually  getting  used”  could  result  in  a significant  reduction  in  product  complexity,  yet  another  benefit  of 
building  from  the  ground  up.  It  is  vitally  important  that  the  scope  of  the  effort  be  tightly  managed  to  avoid  a 
feature  “pile  on.” 
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Outsell  recommends  using  a blended  team  approach,  with  the  development  team  composed  of  both  INPUT 
staff  and  staff  from  a services  firm — that  obviates  knowledge  transfer  issues,  and  avoids  hiring  staff  that 
likely  would  not  be  needed  once  the  major  development  work  is  done.  Outsell  used  this  approach  in  creating 
its  own  new  web  site  with  very  good  results.  One  or  two  existing  developers  could  maintain  existing 
products,  doing  only  necessary  bug  fixes.  Those  developers  should  be  rotated  so  all  get  involved  in  building 
the  new  platform. 

Outsell  would  recommend  a layered  architecture  as  shown  below  in  which  the  services  layer  contains  core 
functionality  that  would  be  shared  across  many,  if  not  all,  products,  such  as  search,  authentication,  and 
content  management.  The  next  layer  consists  of  the  logic  and  functionality  that  is  specific  to  each  product 
offering,  and  the  top  layer  provides  an  integrated  view  of  the  products  along  with  facilities  to  deliver  feeds, 
mobile  content,  etc. 


Note  that  Outsell  is  not  advocating  a full-blown  Web  Services  approach,  just  the  application  of  core  SOA 
principles  such  as  loose  coupling  of  applications  and  shared  common  services.  This  approach  has  the 
further  benefit  of  enabling  parallel  development  efforts. 
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Product  Development  Processes 


Detailed  Findings 

• Developers  estimate  that  INPUT  has  about  20  products — none  with  development  roadmaps. 
Lack  of  timelines  and  roadmaps  makes  planning  difficult  and  likely  hamstrings  marketing  efforts. 
New  features  and  fixes  are  implemented  almost  in  real  time  in  production — a dangerous  mode 
of  operation  because  changes  may  (and  have)  resulted  in  unforeseen  problems  in  other  parts  of 
the  site.  Moreover,  INPUT  loses  the  valuable  opportunity  to  market  new  capabilities  to  clients. 

• Developers  feel  that  schedules  are  set  too  early,  before  they  have  had  time  to  scope  the  effort, 
and  then  they  are  held  to  unrealistic  schedules.  QA  is  shortchanged,  often  occurring  in  parallel 
with  development. 

• Product  ownership  and  decision  making  authority  has  been  murky,  although  the  interview  with 
Mike  confirmed  that  he  plans  to  establish  much  stronger  product  management  functions. 
Decision  making  was  deemed  cumbersome  and  “too  democratic”,  requiring  meetings  to  make 
even  simple  design  decisions. 

• Requirements  were  deemed  often  sketchy  and  subject  to  significant  changes  even  late  in 
development  efforts.  One  comment  was  that  product  owners  didn’t  have  the  bandwidth  to  think 
through  their  needs,  hence  the  continual  updating  and  changing  of  requirements. 

• The  developers  report  trying  an  agile  development  project  but  failing,  leaving  a bad  perception 
of  agile  development  practices. 

• Customer  surveys  and  focus  groups  are  reportedly  rarely  used  to  generate  or  sanity  check 
product  ideas. 

• The  lack  of  dedicated  QA  resources  was  cited  frequently.  Product  Development  Managers  try  to 
sandwich  QA  into  their  responsibilities  but  don’t  have  adequate  time.  INPUT  had  a QA  person 
that  was  apparently  a bad  fit  for  the  role  and  who  subsequently  left,  but  was  not  replaced. 

• Product  enhancements  and  fixes  are  often  launched  into  production  with  little  or  no  change 
management.  When  changes  break  the  application,  the  solution  is  to  roll  back  to  the  previous 
version. 

• Tools  for  change  and  configuration  management,  automated  testing  and  regression  testing  are 
either  lacking  or  rarely  used. 

• The  developers  are  not  aware  of  any  master  time  line  for  product  development  initiatives. 

• INPUT  lacks  a process  for  “sunsetting”  or  retiring  applications  that  are  no  longer  used,  resulting 
in  a growing  maze  of  legacy  applications. 


Summary  Recommendations 

INPUT’S  approach  to  product  development,  at  least  from  the  developers’  point  of  view  has  been  somewhat 
unstructured,  lacking  a formal  process  for  ideating,  vetting,  and  prioritizing  product  ideas.  Developers 
commented  that  ownership  was  unclear,  requirements  were  in  a continual  state  of  flux  even  at  late  stages  of 
development,  and  launch  schedules  were  developed  before  products  were  even  fully  scoped.  Overlapping 
of  one  product’s  launch  with  another  product’s  development  kickoff  was  noted  as  problematic.  More 
encouraging — developers  commented  that  Timothy  Dowd  has  made  progress  in  putting  in  place  some  new 
processes  to  funnel  and  vet  development  requests.  Outsell  believes  that  getting  robust  development 
processes  in  place  is  key  to  the  success  of  the  platform  development  that  we  are  recommending. 
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Detailed  Recommendations 


Outsell  recommends  that  INPUT  continue  to  hone  its  development  processes— the  move  to  establish  a 
forum  for  vetting  product  enhancement  requests  is  a good  one.  Further  steps  could  include  formation  of  a 
formal  body  for  evaluation  of  product  concepts  that  would  manage  the  pipeline  of  new  product  and 
enhancement  ideas,  using  business  impact  as  a key  metric  for  decision  making.  Outsell  has  implemented  a 
“product  council”  with  representatives  from  the  business  organizations,  marketing,  development,  and  senior 
management  and  it  has  proven  effective  in  vetting  and  prioritizing  product  development  needs. 

The  cross-functional  team  approach  gets  the  Product  Development  Managers  and  developers  involved  early 
enough  to  scope  the  effort  which  helps  both  in  prioritization  and  scheduling  of  work. 

For  actual  software  development,  INPUT  appears  to  be  using  a sort  of  bucket  brigade  version  of  waterfall 
development,  where  business  owners  define  requirements,  then  hand  them  to  Product  Development 
Managers  who  convert  them  into  specifications,  then  developers  write  the  code,  and  the  PDMs  do  whatever 
QA  is  done.  Use  of  cross-functional  development  teams  is  reportedly  rare.  In  Outsell’s  opinion,  this 
approach  to  product  development  proves  to  be  less  than  stellar — it  tends  to  lead  to  communication 
problems,  poor  documentation,  finger  pointing,  and  finished  products  that  differ  significantly  from  original 
concepts.  Gartner  and  other  analyst  firms  have  long  reported  IT  project  failure  rates  of  60-75%  so  anything 
that  can  be  done  to  mitigate  risk  is  clearly  important. 

Outsell  strongly  recommends  that  INPUT  invest  in  change  management,  configuration  management,  and 
automated  testing  tools.  Not  only  will  that  investment  pay  off  in  fewer  bugs,  but  will  also  reduce  QA  costs  by 
keeping  QA  close  to  developers. 

Although  INPUT  had  a poor  experience  with  agile  development  earlier,  Outsell  believes  that  INPUT  should 
revisit  if,  and  a very  important  if,  the  incoming  technology  leader  is  comfortable  with  that  approach.  We 
believe  the  approach  is  a good  fit  for  INPUT  as  it  reduces  the  need  for  “perfect  vision”  early  in  a 
development  effort,  brings  tangible  results  that  business  owners  can  see  and  touch  early,  and  also 
incorporates  a concept  called  time-boxing  that  fixes  schedules  and  varies  scope  to  meet  schedules.  Agile 
also  incorporates  the  use  of  cross-functional  teams  which,  in  Outsells  experience,  has  fostered  much 
constructive  dialog,  innovation,  and  problem  solving  resulting  in  better  solutions. 

INPUT  is  reportedly  moving  to  a stage  gate-style  product  development  process,  with  scheduled  quarterly 
product  updates  and  releases.  That  is  a good  discipline  and  provides  marketing  opportunities  as  well  as 
better  internal  and  external  visibility  to  product  evolution.  Outsells  only  caution  is  that  stage  gate  processes 
lend  themselves  to  large,  capital  intensive  initiatives,  but  can  get  overly  complex  and  end  up  hindering 
progress  on  new  product  development  if  not  managed  carefully. 
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People/Culture/Organization 


Detailed  Findings 

• Product  Development  Managers  are  a blend  of  business  analyst,  project  manager,  and  some 
elements  of  product  management.  Developers  noted  that  they  don’t  have  bandwidth  to  cover  all 
those  bases  effectively. 

• The  networking  and  infrastructure  side  of  the  technology  organization  appears  well  funded  and 
resourced,  the  development  side  somewhat  less  so. 

• Developers  reported  to  an  engineering  manager,  but  never  felt  like  they  were  supported  the 
manager  recently  left  the  company. 

• Based  on  numbers  given  to  Outsell,  IT  spend  is  over  $3  million — roughly  13%  of  total  revenue 
which  is  quite  high.  Moreover,  a significant  percentage  of  that  spending  is  for  “running  the 
railroad” — infrastructure  and  maintenance — not  new  product  development. 

• No  developers  are  focused  solely  on  internal  applications  and  productivity — INPUT’S  operations 
are  quite  labor  intensive  and  would  likely  benefit  from  some  process  and  application  re- 
engineering. 

• Project  management  and  QA  were  the  two  disciplines  that  were  often  cited  as  either  deficient  or 
lacking  altogether. 


Summary  Recommendations 

Interestingly,  in  talking  with  a number  of  INPUT  management  and  staff,  Outsell  didn’t  sense  a lot  of 
dissatisfaction  with  either  technology  or  technology  staff.  There  were  concerns  about  site  performance,  and 
from  Marketing,  the  ability  of  the  site  to  support  new  product  initiatives,  especially  the  notion  of  generating 
revenue  via  advertising  and  free  content.  One  person  described  INPUT  as  “agile  and  light  on  its  feet,  yet 
the  general  tone  seemed  to  be  that  of  a string  of  continual  product  enhancements,  not  radical  breakthrough 
change.  Developers  noted  that  they  were  just  “working  on  a bunch  of  little  stuff’  while  waiting  for  the 
management  team  to  decide  what’s  next.  INPUT  is  in  the  midst  of  planning  for  2009,  so  some  degree  of 
ambiguity  is  to  be  expected,  but  it  is  mentioned  here  because  developers  like  clear  direction  and  also  like 
big,  audacious  challenges — getting  the  development  team  fully  engaged  and  motivated  will  be  critical  in 
tackling  the  recommendations  in  this  document.  Also  needed  are  strong  leadership  and  project  management 
for  the  developers  and  Outsell  recommends  creation  of  cross  functional  teams  around  product  families  with 
representation  from  marketing,  technology,  and  business  owners. 


Detailed  Recommendations  < - 

Outsell  recommends  that  INPUT  a)  hire  a CTO  with  significant  software  engineering,  architecture,  project 
management  experience,  or  b)  hire  both  a CTO  and  a software  engineering  manager  if  funding  permits.  The 
development  team  needs  mentoring  and  leadership  that  only  a seasoned  engineering  manager  can  provide. 
The  networking  and  infrastructure  side  of  the  technology  organization  is  well  covered  and  doesn’t  appear  to 
need  a lot  of  attention,  at  least  at  the  present. 

INPUT  also  needs  to  address  deficiencies  in  project  management  and  quality  assurance,  preferably  via  a 
mix  of  adding  resources  and  training  existing  staff.  Both  are  critical  core  competencies  for  a technology- 
driven  content  company. 
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Summary 


In  sum,  INPUT  is  in  an  interesting  position  in  that  it  clearly  needs  to  update  and  upgrade  its  products,  yet  the 
business  is  healthy  and  profitable  and  neither  clients  nor  internal  managers  seem  to  be  agitating  for  major, 
radical  change.  The  reported  low  renewal  rates  are  the  one  storm  cloud  on  the  horizon.  The  lack  of  strong 
competitive  or  market  pressure  for  significant  change  is,  in  some  ways  problematic  as  it  can  lead  to 
complacency. 

Outsell  believes  that  INPUT  has  an  opportunity  to  take  its  business  to  another  level  by  creating  a next- 
generation  platform  for  product  fulfilment.  Many  companies  find  themselves  having  to  make  such  changes 
while  “on  the  ropes’’,  INPUT  has  a relative  luxury  of  being  able  to  undertake  these  initiatives  without  being 
under  duress,  and  Outsell  would  recommend  moving  ahead  post  haste. 


The  information,  analysis,  and  opinions  (the  “Content”)  contained  herein  are  based  on  the  qualitative  and  quantitative  research  methods  of 
Outsell,  Inc.  and  its  staffs  extensive  professional  expertise  in  the  industry.  Outsell  has  used  its  best  efforts  and  judgment  in  the  compilation  and 
presentation  of  the  Content  and  to  ensure  to  the  best  of  its  ability  that  the  Content  is  accurate  as  of  the  date  published.  However,  the  industry 
information  covered  by  this  report  is  subject  to  rapid  change.  Outsell  makes  no  representations  or  warranties,  express  or  implied,  concerning  or 
relating  to  the  accuracy  of  the  Content  in  this  report  and  Outsell  assumes  no  liability  related  to  claims  concerning  the  Content  of  this  report. 

Outsell  is  a research  and  advisory  firm  focused  on  the  publishing, 
information,  and  education  industries.  Our  international  team  provides 
independent,  fact-based  analysis  and  actionable  advice  about  competitors, 
markets,  operational  benchmarks,  and  best  practices,  so  our  clients  thrive 
and  grow  in  today’s  fast-changing  digital  and  global  environment. 


OUTSELL  I) 

330  Primrose  Road.  Suite  510  • Burlingame,  CA  94010 
Tel.  +1  650  342  6060  • Fax  + 1 650  342  7135 


25  Floral  Street,  Suite  1.02,  London,  WC2E  9DS 
Tel.  + 44  (0)20  8090  6590  • Fax  + 44  (0)20  7031  8101 
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Key  Initiatives  Costs-  Planned 


INPUT 


Description 


Redundant  datacenter 
location 


Benefit 


■■ 


Current  datacenter  is  single  point  of  failure 

[AjUnrV 


$100k  (year  1) 


Storage  enhancements  Add  additional  needed  storage  space  - Replace  $90k 
to  SAN  5+  year  old  eBay  storage  j s 

Document  management  Replace  document  portion  of  SharePoint  with  $75k 
and  search  system 

Knowledge  base  / ticket 
system 


v true  document  management  system  with 
functional  search  Wv-Wstd  9 


$60k 


Would  limit  redundant  requests  to  Member 
Services.  Buy  rather  than  build.  , « . . , 


INPUT  - Ihe  authority  on  government  business 


Confidential  & Proprietary 
For  Internal  Use  Only 


3 


INPUT 


Key  Initiatives  Costs  - Contingency 


Description  Benefit 


Database  scalability 
enhancements 


Parallel  environment 


Open  web 
infrastructure 


Replace  single  SQL  database  server 
with  cluster  of  servers  to  eliminate 
current  performance  choke  point 

Second  [Website  to  allow  migration  to 
new  development  platform 

Opening  INPUT.com  products  to  the 
public  would  cause  a significant 
increase  in  server  load.  Multiple  new 
servers  would  need  to  be  implemented 
to  support  this  additional  traffic. 


Cost 

Probability 

$160k  (year 

75% 

1) 

$100 

40% 

$100 

30% 
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INPUT 


INPUT 

Executives 


Timothy  P.  Dowd 

President  & CEO 




1 

1 ’ T 

S i 

Michael  Rombach 

Senior  VP  Market 
Development 

Kevin  Plexico 

Senior  VP  Operations 

Vacant 
Senior  VP 
Technology 
Development 

? 

Brian  Haney 

Senior  VP  Member 
Services 

Mary  Beth 
Cockerham 

Senior  VP  Sales 

Kevin  Gates 

Vice  President, 
Finance  & 
Administration 

\J  l v 0 VP 


/) 


/V^Af/S'S 


•p?  2C 
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INPUT 


INPUT 

Executives 


January  1,  2009 


Timothy  P,  Dowd 

President  & CEO 
6 


Michael  Rombach 

Kevin  Plexico 

Vacant 
Senior  VP 
Technology 
Development 
16 

Brian  Haney 

Mary  Beth  Cockerham 

Kevin  Gates 

Senior  VP 

Senior  VP 

Senior  VP 

Senior  VP 

Vice  President 

Market  Development 
11 

Operations 

57 

Member  Services 
37 

Sales 

39 

Finance  & Admin. 
12 

December  31,  2009 

Timothy  P.  Dowd 

President  & CEO 
7 

Kevin  Plexico 

Senior  VP 
Operations 
62 

Vacant 
Senior  VP 
Technology 
Development 
16 

Brian  Haney 

Senior  VP 
Member  Services 
38 

Mary  Beth  Cockerham 

Senior  VP 
Sales 
42 

Kevin  Gates 

Vice  President 
Finance  & Admin. 
12 

Vacant 

Vice  President 
Business  Analyst, 
Professional 
Services 
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Operations 
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INPUT 

Member  Services 


Brian  Haney 

Senior  Vice  President 
Member  Services 


Carly  Pia 

Manager, 
Member  Services 

Kimberly  Pierce 

Manager. 
Member  Services 



Jennifer  Hulvey 

Manager, 
Member  Services 

Andrew  Sung 

Manager,  Member 
Services.  Strategic 

Michael  Capello 

Assist,  Manager, 
Member  Services 

Kails  Smith 

Cathy  Roma 

Corinn*  Jacques 

Jessica  Pappas 

Sr.  Member  Advisor 

Member  Advisor 

Sr.  Member  Adviser 

—Sr,  Strategic 
Member  Advisor 

Kristen  Baum 

Stacey  O'Flaherty 

Brian  Kent 

Suzy  Masini 

Sr.  Member  Advisor 

Member  Advisor 

Sr,  Member  Advisor 

—Sr  Strategic 

Ali  Gmer 

Ate*  Groff 

Member  Advisor 

i— Member  Advisor 

Sue  Groihoff 
Sr.  Member  Advisor 

Sr,  Member  Advisor 

Josh  LockrkSge 

Ataa  Tsui 

Kathryn  Shaw 

—Sr,  Strategic 

Member  Advisor 

Myran  Hunter 
Member  Advisor 

Member  Advisor 

Member  Advisor 

Pranisa  Pothpan 

Erik  Holmgren 

Andrew  Caster 

Member  Advisor 

Jennifer  Strand 

’“Member  Advisor 

—Sr.  Strategic  Member 

Member  Advisor 

Advisor 

Timothy  Morgan 

Georgia  Grigor 

Fiona  Wass 

Member  Advisor 

Nick.  Pontius 

Member  Advisor 

Sr  Member  Advisor 

—Sr,  Strategic  Member 

^Susan  Hams 

Amon  Diop 

Advisor 

Member  Advisor 

Vs  Nguyen 

1— Member  Associate, 

Steve  Pommert 

"Member  Advisor 

Support 

— Strategic  Account 

Sancia  Winslow 

Manager 

Catherine  Lyerty 
"Member  Associate.  FOIA 

Jennifer  Deutschendorf 
'"'Member  Associate,  FOIA 

Monica  Jones 
Member  Associate.  FOIA 

Rosemary  Law 
Member  Associate,  FOIA 


-Member  Associate, 
Support 
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December  31, 2008 


Jennifer  Hulvey 
Manager,  Member 
Services 


Carly  Pla  Michael  Cappello 

Manager,  Member  Assistant  Manager, 

Services  H MS  (FOIA) 


5 Strategic  MAs 
1 Up-Sell  MA 
1 Research  MA 


December  31,  2009 


Brian  Haney 
SVP,  Member 
Services 


I I I I 1 


Andrew  Sung  Kimberly  Pierce  Jennifer  Hulvey  Carly  Pla  Michael  Cappello 

Manager,  Strategic  ■ Manager,  Member  ■ Manager,  Member  ■ Manager.  Member  ■ Assistant  Manager 
Member  Services  H Services  ■ Services  ■ Services  ■ MS  (FOIA) 
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INPUT 


INPUT 

Marketing  & Events 


Vwjan 


ant 

Manager, 
Marketing 
Communications 

Brooke  long 
Analyst,  Marketing 
& Events 


Vacant 
Director  Web 
Marketing 

Vacant 

Director  Events  & 
Communications 

Schalene  Dagutis 

Director  Market  Paid 
Web  Fed  S&L 

Vacant 

Director  Marketing 
Free,  Open  Web 

Ashiea  Higgs 

Sr  Manager 
Product  Content 

CoKlvSU-f  . 


Vacant 

Analyst,  Events 


Helena  Brito 
Analyst,  Marketing 
Communications 


Stacy  Taytor 

Manager,  Wet > Communications 


Steve  Hanson 
Graphic  Designer 
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INPUT 

Marketing  & Events 


January  1, 2009 

Michael  Rombach 

Senior  Vice  President, 
Market  Development 
5 

1 

~ r— ' 1 

| 

1 

i 

J 

Vacant 
Director  Web 
Marketing 
1 

Vacant 

Director  Events  & 
Communications 
2 

Schalene  Dagutis 

Director  Market  Paid 
Web  Fed  S&L 

Vacant 

Director  Marketing 
Free,  Open  Web 

Ashlea  Higgs 

Senior  Manager 
Product  Content 

E3 
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INPUT 

Sales 


Mary  Beth  Cockerham 

Senior  Vic©  President,  Sales 


Sauira  Ahmad 
Analyst.  Sates™ 
Operations 

John  Mackey 
Associate  Account  - 
Manager  - Web  Sates 

Andrew  EncNcoti 
Associate  Account™ 
Manager  - Web  Sales 


Scott  Horton 
Inside  Sates  SLA  Metres 


Candice  Hill 
Inside  Sates  SLA 

Jonathan  Downing 
MDS  Sales  - SLA 

Crystal  Hartay_ 
MDS  Sales  - SLA 


Deepak  Bhat 

Director,  Sales 
Productivity 

Steve  Trumpet 

Sr.  Sales  Manager 
"Southeast* 

Dana  Klein 

Sales  Manager 
•West* 

Joe  Roth 

Sales  Manager 
'Northeast” 

Vacant, 
Account  Manager 

WaSd  Chamoun 
Account  Manager 

Brian  Gunther  ^ 
Account  Manager 

Vacant 
Account  Executive 

Natasha  Rich 
Account  Manager 


Jim  Noyes 

—Sr.  Account  Executive 

“Enterprise” 

Eric  Akins 
“"Account  Manager 

Mike  McDermott 
“'Sr.  Account  Manager 

Rabih  Moglwbe! 
Account  Manager 

Vacant 

Account  Manager 


Jason  Bagshaw 
Sr.  Account  Executive 

‘Enterprise' 

John  Hesser 
~Sr.  Account  Executive 

Charles  Sols 
Account  Manager 

Thor  lynch 
" Account  Manager 

_Eric  Dolgas 
"Account  Manager 

Jeremy  Van  Alstyne 
"Account  Manager 

Rafael  Baez 
Account  Manager 

Vacant 

Account  Manner 


Jon  Hamblin 
Account  Manager 

Eric  Helsman 
Account  Manager 

Joe  Alston 
"Account  Manager 

John  Guinan 
Sr  Account  Manager 

Vacant 

Account  Manager 

Matt  Zeller 
Account  Manager 

Steve  Hannah 
~$r  Account  Manager 
Enterprise 

Tim  Brown 
Account  Manager 

Darren  Kerr 
Account  Manager 
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INPUT 

Sales 


January  1, 2009 


Mary  Beth  Cockerham 

Senior  Vice  President,  Sales 
4 


Deepak  Bhat 

Steve  Trumpet 

Dana  Klein 

Joe  Roth 

Director,  Sales 

Sr,  Sales  Manager 

Sales  Manager 

Sales  Manager 

Productivity 

"Southeast” 

“West* 

"Northeast” 

7.75 

10 

8 

9 

December  31,  2009 


Mary  Beth  Cockerham 

Senior  Vice  President,  Sales 
4 


Deepak  Bhat 

Steve  Trumpet 

i •• 

Dana  Klein 

Joe  Roth 

Director,  Sales 

Sr,  Sales  Manager 

Sates  Manager 

Sales  Manager 

Productivity 

"Southeast* 

"West" 

"Northeast" 

11 

8 

8 

8 
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INPUT 

Finance  & Administration 


Assistant 
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Finance  & Administration 


January  1, 2009 

Kevin  Gates 

Vice  President  Finance  & 

Administration 

! 

Colleen  O'Neill 

Director 

Accounting 

6 


Victoria  Paylor 

Senior  Manager 
Administration  & Human 
Resources 
4 


December  31,  2009 

Kevin  Gates 

Vice  President  Finance  & 
Administration 
2 

Colleen  O'Neil) 

Victoria  Paylor 

Director 

Senior  Manager 

Accounting 

Administration  & Human 

6 

Resources 

4 
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INPUT 

Software  Development 


Vacant 

Director, 

Software 

Development 


ScOtt  fi 

Direcl 
Infra  sti 

ftassey 

or,  IT 
xicture 

Grant  laing 

Manager,  Product  Development 


Mike  Norusts 
Sr.  Web  Developer 


Rick  Golden 
■Manager,  Product 
Development 


Brian  Pugh 
Sr,  Web  Developer 


Unit  Brett 

$r.  Web  Developer 


ChadGanske 
Sr.  Web  Developer 


Vacant 
Software 
Developer 


Eric  Mitchell 


Paul  Treszwotko 


Architect,  Client  Systems  Architect,  Client  Systems 


Russell  Louey 
Sr.  Network- 
Administrator 


Mike  Ruocco 
Network  Engineer 


Todd  Rice 
Network- 
Administrator 


Selene  Balmum, 
'Architect 


Vacant 

Senior  VP,  Technology 
Development 


: 
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INPUT 

Technology  Development 


Vacant 

Scott  Massey 

Director 

Director 

Software  Development 

IT  Infrastructure 

10 

4 
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Current  High  Level  View  INPUT 


Member  Services 

Member  Services  continues  to  meet  challenges 

Leadership  team  feeling  the  stress  of  assuming  the  metrics  management  and  driving  process 
improvements  previously  covered  by  Deepak 

Sales 

Sales  leadership  responding  to  challenges  and  support  of  new  Sales  Operations  leader 
Focus  on  productivity  seems  to  be  paying  dividends 

Operations 

Flattening  of  organization  has  energized  team.  Attitude  is  moving  from  victim  to  more  engaged 
driver  of  business  performance.  Engagement  with  all  functions  is  growing  investigating  ways  to 
improve  overall  information  delivery 

Marketing 

Mike  seems  to  have  been  well  received,  talent  level  is  biggest  challenge 

IT/Development 

Not  yet  energized  and  exhibiting  victim  like  attitude.  CEO  continues  to  engage  them  in  solving  long 
standing  issues-  Team  needs  a strong  leader,  business  is  exposed  to  associate  defection 
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Executive  Ranking^ 

Employee 

Department 

Job  Title 

Rank 

Grade 

Back-up 

Comments 

Kevin  Gates 

Finance 

VP  Finance 

1 

A 

None 

Solid  analytical,  engagement  is  growing,  needs  to 
continue  to  build  out  team's  analytical  strength. 
Trend  is  up 

Kevin  Plexico 

Operations 

SVP  Operations 

2 

C 

Haney/Bhat 

Institutional  knowledge,  well  respected  in  industry, 
high  intellect,  limited  leadership,  stubborn  and  risk 
aversion.  Seems  to  resist  collaborative  activity  for 
more  singular  activity.  Trend  is  forming 

SVP  Member 
Services 

Strong  execution  skills,  ability  to  energize 
associates,  ego  is  limitation.  Lacks  a bit  of  self 
confidence  demonstrated  by  is  stubborn 

Brian  Haney 

Member  Services 

3 

B 

Bhat 

determination  not  to  admit  when  he  is  wrong. 
Trend  Steady/Up 

Mike  Rombach 

Marketing 

SVP  Marketing 

4 

NA 

None 

Too  early,  fitting  in  well  with  the  team. 
Demonstrated  leadership  during  strategy  session 
and  quickly  becoming  knowledgeable.  Needs  to 
build  out  team.  Trend  is  forminq 

Mary  Beth  Cockerham 

Sales 

SVP  Sales 

5 

B 

Haney 

MB  has  responded  well  to  challenges  and 
incorporating  Deepak  into  the  team.  Very  strong 
team  member.  Trend  is  up 

Comments 

•Kevin  Gates  is  performing  well,  getting  deeper  engaged  with  functions  utilizing  metrics 
•MB  and  Brian  responding  to  coaching  and  delivering  results 

•Kevin  P is  getting  grounded  in  his  new  role,  coaching  seems  to  be  taking  hold-next  90  days  critical 
•Mike’s  ability  to  build  out  his  team  will  be  his  big  test-  assimilating  well  and  providing  good  leadership 
•Need  to  continue  to  add  new  experienced  leadership  to  drive  execution  and  continually  raise  the  bar 
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Team  Rankings  Snapshot 


INPUT' 


Employee  Job  Title  Rank 

Employee 

Job  Title 

Rank 

Employee 

Job  Title 

Rank 

Employee 

Job  Title 

Rank 

Employee 

Job  Title 

Rank 

Employee  Job  Title 

Rank 

Employee 

Job  Title 

Rank 

DEPT:  FIN  & ADMIN 

Kevin  Gates 

DEPT:  IT  INFRASTRUCTURE 

Tim  Dowd 

DEPT:  OPERATIONS 
Kevin  Plexico 

DEPT:  MARKETING 

Mike  Rombach 

DEPT:  MEMBER  SERVICES 

Brian  Haney 

DEPT:  SALES 

Mary  Beth  Cockerham 

DEPT:  IT  SOFT.  DEV. 

Tim  Dowd 

Colleen  O'Neill  Dir 

Scott  Massey 

Dir 

1 

Carey  Webster 

Manager 

1 

Stacy  Taylor 

Manager 

1 

Kimberly  Pierce 

Manager 

1 

Deepak  Bhat  Dir  1 

Eric  Mitchell 

Arch  Clnt  Syst 

1 

Victoria  Paylor  Sr  Man  2 

Mike  Ruocco 

Net.  Eng. 

2 

Megan  Gamse 

Sr  Man 

2 

Schalene  Dagutis  Dir 

2 

Andrew  Sung 

Manager 

2 

Dana  Klein  Sales  Man 

2 

Paul  Treszczotko  Arch  ClntSyst 

2 

Russell  Louey 

Sr  Net  Admin 

3 

Deniece  Peterson  Pnnc  Analyst 

3 

Ashlea  Higgs 

Sr  Man 

3 

Jennifer  Hulvey 

Manager 

3 

Steve  Trumpet  Sr  Sales  Man 

3 

Rick  Golden 

Man  Prdt  Dev 

3 

Todd  Rice 

Net  Admin 

4 

Arash  Ardalan 

Manager 

4 

Brooke  Long 

Analyst 

4 

CarlyPla 

Manager 

4 

Joe  Roth  Sales  Man 

4 

Mike  Norusis 

Sr  Web  Dev 

4 

Selene  Bainum  Architect 

5 

Chris  Dixon 

Manager 

5 

Helena  Brito 

Analyst 

5 

Mike  Capello 

Manager 

5 

Chad  Ganske 

Sr  Web  Dev 

5 

Jaime  Tomkins 

Manager 

6 

Steve  Hanson 

Graphic  Dsnr 

6 

Grant  Laing 

Man  Prdt  Dev* 

6 

Tim  Brett 

Sr  Man 

7 

Lmh  Brett 

Sr  Web  Dev 

7 

Ranking  provides  the  following  insight 
•Who  management  feels  is  critical  to  business 
•How  management  evaluates  talent 

•Guide  to  developing  plans  to  retain  and  continue  to  challenge  top  performers  improvement  plans 
for  tier  2 and  3 performers  and  decisions  on  bottom  tier 
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Finance  & Administration 


INPUT 


Employee 

Department 

Job  Title 

Rank 

Manager 

Grade 

Dowd 

Grade 

Kevin  Gates 

Colleen  O'Neill 

Finance  & Administration 

Director 

1 

A 

A 

Victoria  Paylor 

Finance  & Administration 

Sr.  Manager 

2 

A 

A 

Comments 

•Analytical  aspect  of  Finance  and  Admin  team  may  be  thin.  Most  of  the  analysis  is  generated  by  Kevin. 
CEO  increasing  engagement  with  Colleen  to  determine  if  we  need  to  add/upgrade  position.  As  business 
continues  to  use  data  to  drive  decisions  the  need  for  more  analytical  talent  grows 
•Victoria  is  handling  the  current  HR  and  Admin  load,  will  continue  to  test  her  capabilities 
•More  analytical  school  needed 


INPUT  - 'Ihe  authority  on  government  business 


Confidential  & Proprietary 
For  Internal  Use  Only 


7 


o 


o 


Operations 
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INPUT 


Manager  Dowd 


Employee 

Department 

Job  Title 

Rank 

Grade 

Grade 

Kevin  Plexico 

Carey  Webster 

Operations 

Manager 

1 

A 

B 

Megan  Gamse 

Operations 

Sr.  Manager 

2 

A 

B 

Deniece  Peterson 

Operations 

Principal  Analyst 

3 

A 

A 

Arash  Ardalan 

Operations 

Manager 

4 

B 

B 

Chris  Dixon 

Operations 

Manager 

5 

B 

B 

Jaime  Tomkins 

Operations 

Manager 

6 

B 

B 

Tim  Brett 

Operations 

Sr.  Manager 

7 

C 

C 

Barbara  Austin 

Operations 

Manager 

8 

B 

B 

Alex  Turner 

Operations 

Manager 

9 

B 

B 

Comments 

•Team  is  starting  to  gel  since  the  reorganization  embracing  the  challenges  of  utilizing  more  technology 
and  driving  continuous  improvement.  Challenging  status  quo  processes 

•Grades  are  a bit  inflated  partly  due  to  Kevin  not  having  higher  expectations.  His  “A”  players  are  loyal 
and  hard  working  but  to  receive  an  “A”  they  need  to  prove  they  can  establish  continuous  improvement 
Next  90  days  is  critical  to  this  team 

•Process  and  project  management  skills  are  needed  in  this  team 
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Marketing 

nils*'  -i'  * 

1 

input! 

Manager 

Dowd 

Employee 

Department 

Job  Title 

Rank 

Grade 

Grade 

Mike  Rombach 

Stacy  Taylor 

Marketing 

Manager 

1 

A 

B 

Schalene  Dagutis 

Marketing 

Director 

2 

B 

C 

Ashlea  Higgs 

Marketing 

Sr.  Manager 

3 

B 

C 

Brooke  Long 

Marketing 

Analyst 

4 

A 

A 

Helena  Brito 

Marketing 

Analyst 

5 

B 

B 

Steve  Hanson 

Marketing 

Graphic  Designer 

6 

B 

B 

Comments 

•This  team  is  just  starting  to  get  its  footing.  Ashlea  and  Schalene  have  been  very  supportive  of  Mike 
and  are  essential  in  the  short  run.  They  both  lack  the  breadth  and  depth  of  skills  to  manage 
products.  Schalene  has  strong  execution  focus  but  waits  to  be  directed.  Ashlea  is  analytical  but 
difficulty  translating  insight  into  action. 

•We  need  to  get  experienced  Product  management-  people  who  can  not  only  think  things  through 
but  develop  the  plans  and  execute  against  those  plans. 
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Member  Services 
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input! 

Manager 

Dowd 

Employee 

Department 

Job  Title 

Rank 

Grade 

Grade 

Brian  Haney 

Kimberly  Pierce 

Member  Services 

Manager 

1 

B 

A 

Andrew  Sung 

Member  Services 

Manager 

2 

B 

B 

Jennifer  Hulvey 

Member  Services 

Manager 

3 

B 

B 

Carly  Pla 

Member  Services 

Manager 

4 

B 

B 

Mike  Capello 

Member  Services 

Manager 

5 

B 

B 

Comments 

•Most  consistent  performing  team  since  arriving.  Embraces  challenges  and  data  driven 
improvements.  Currently  struggling  with  some  of  the  analytics  and  focus  with  the  loss  of  Deepak. 
Additionally  Kimberly  who  is  the  strongest  leader  is  leaving  on  maternity  next  month  (Dec).  Working 
with  Brian  to  find  a Deepak  like  addition. 

•I  am  looking  forward  to  the  annual  review  to  develop  plans  to  further  develop  and  challenge  this 
team.  Skills  needed:  Improved  value  selling  especially  for  Strategic  Member  Advisors,  Analytics  to 
become  more  proactive  and  process  and  change  management.  MS  has  a wealth  of  information  to 
drive  their  actions 
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Sales 


INPUT* 


Employee 

Department 

Job  Title 

Rank 

Manager 

Grade 

Dowd 

Grade 

Mary  Beth  Cockerham 

Deepak  Bhat 

Sales 

Director 

1 

A 

A 

Dana  Klein 

Sales 

Sales  Manager 

2 

B 

B 

Steve  Trumpet 

Sales 

Sr.  Sales  Manager 

3 

B 

B 

Joe  Roth 

Sales 

Sales  Manager 

4 

C 

C 

Comments 

•Team  has  established  its  footing  and  building  momentum. 

•Deepak  has  allowed  MB  to  focus  on  the  metrics  rather  than  spending  time  developing.  He  also 
commands  respect  of  the  team  and  challenges  them 

•Joe  Roth  needs  to  be  addressed  along  with  the  final  team  structure  as  we  complete  the  2009  plan 
•Skills  Needed:  Pipeline  management  and  value  selling-  Web  based  technology  selling  tactics  e.g. 
WebEx 
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INPUT 


Employee 

Department 

Job  Title 

Rank 

Manager 

Grade 

Dowd 

Grade 

Tim  Dowd 

Eric  Mitchell 

Software  Development 

Architect,  Client  Systems 

1 

A 

A 

Paul  Treszczotko 

Software  Development 

Architect,  Client  Systems 

2 

A 

A 

Rick  Golden 

Software  Development 

Manager,  Product  Dev. 

3 

B 

(£> 

Mike  Norusis 

Software  Development 

Sr.  Web  Developer 

4 

B 

B 

Chad  Ganske 

Software  Development 

Sr.  Web  Developer 

5 

B 

B 

Grant  Laing 

Software  Development 

Manager,  Product  Dev. 

6 

B 

(BP 

Linh  Brett 

Software  Development 

Sr.  Web  Developer 

7 

B 

,B  c 

Brian  Pugh 

Software  Development 

Sr.  Web  Developer 

8 

B 

B 

Comments 

•The  most  “siloed”  team  in  the  organization, 

•Very  closely  knit,  there  were  concerns  about  defections  when  Lukehart  resigned.  None  have 
happened  to  date.  Team  has  embraced  CEO  outreach  and  I believe  they  are  waiting  for  the  new 
leader.  The  economy  is  not  hurting  retention  either 

•Significant  issues  facing  new  leader-  Team  composition  and  talent  level,  technology  platform, 
outsourcing,  third  party  software  etc. 
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f 


INPUT” 


Employee 
Tim  Dowd 

Scott  Massey 
Mike  Ruocco 
Russell  Louey 
Todd  Rice 
Selene  Bainum 


Department 

IT  Infrastructure 
IT  Infrastructure 
IT  Infrastructure 
IT  Infrastructure 
IT  Infrastructure 


Manager  Dowd 

Job  Title Rank  Grade  Grade 


Director 

Network  Engineer 
Sr.  Network  Admin. 
Network  Admin. 
Architect 


1 

2 

3 

4 

5 


B 

A 

B 

B 

A 


C 

A 

B 

B 

B 


Comments 

•Team  is  steady  and  responsive. 

•Scott  is  critical  to  the  team  but  I rated  him  lower.  He  does  not  focus  on  the  business  aspects  of  his 
decisions.  He  needs  to  view  technology  from  a ROI  perspective  not  just  “gee  wiz”  technology.  He  has 
great  insight  after  the  fact  and  he  is  cautiously  embracing  change.  New  leader  will  evaluate  both 
structure  and  investment  level. 

•Selene  is  more  critical  than  the  rating  indicates.  She  has  most  extensive  knowledge  of  internal 
systems 

We  are  currently  transferring  that  knowledge  to  other  members  of  the  Technology  team.  I changed  her 
rating  due  to  tendency  to  engage  in  divisive  dialogue 
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® Staffing  (Nov-Dec) 

• Executive  Leadership  Technology  and  Industry  Analysis 

• Marketing  team  build  out  (Event  and  Product  Managers) 

• Business  Analytics 

® Training  and  Development  (Dec  - January) 

• Web  Based  process  and  project  management  training 

• Detailed  plans  for  A and  B players  from  annual  organization  review 
(Assignments,  Training  etc.) 

® Launch  Top  50  Places  to  Work  initiative  (January) 

® Launch  Adopt  a University  recruiting  program-  Target  3 Universities  (Q1 
2009) 
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What  would  you  like  the  INPUT  Board  of  Directors  to  know  a 


INPUT 


a.  The  direction  of  the  company? 


© Pros: 


© “On  the  surface,  changes  will  put  us  in  a position  to  move  in  the  right  direction.  Don’t  know  why 
organization  changes  were  affected.  Need  to  spell  it  out  and  explain  to  improve  retention.  Good 
thing  though,  we’re  giving  more  thought  strategically  to  growth.” 

© “Fantastic  having  a President  & CEO.  Management  isn’t  always  “putting  out  fires.”” 

© ““Fired  up”  since  Tim  joined  the  company;  moving  in  the  right  direction.” 

© “Pleading  in  the  right  direction  as  a result  of  organizational  changes.  Tim  being  here  has  had  a 
serious  impact.  Adding  SVP  Marketing  was  extremely  important  and  adding  the  SVP  Tech  is  as 
well.” 

© “Culture  shift  is  in  process  and  it’s  a good  thing.  Increased  focus  on  Marketing  is  great.  Very 
positive.  Innovation  and  strategic  decisions  to  expand  scope  are  great.” 

© “Marketing  team  visible  for  the  first  time;  new  ideas,  new  programs.  Biggest  thing  effecting  Ops  is 
the  addition  of  a full  marketing  department.  Sales  would  like  to  partner  with  Marketing  as  well.” 

© “We  were  more  of  a “revolving  door”  company;  not  like  that  anymore.” 

© “Perks  based  on  performance  are  a good  thing.” 
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What  would  you  like  the  INPUT  Board  of  Directors  to  know  ab 


A.  The  direction  of  the  company? 


® Cons: 


® “No  changes  evident  yet.” 

® “No  growth  potential  or  career  pathing.” 

® “Skills  gaps.” 

® “What  is  the  direction  of  the  company?  They  would  like  to  know.  How  does  the  Strategic  Plan 
impact  us  and  our  other  departments?” 

® “Communication  is  still  not  good.  Employees  need  to  be  better  informed.  Q2  ok.  Q3  and  Q4 
nothing  has  trickled  down.” 

® “Need  to  expand  level  of  service  to  client  member  requests  for  consulting.” 

® “The  Company  is  not  as  fun  as  it  used  to  be.  No  bagels,  perks  are  disappearing.  Fun  Team  is 

dead.  Rumors  are  flying.  Big  brother  taking  away  privileges  if  we  don’t  hit  our  numbers. 

Happy  Hours  got  taken  away.” 

® “Need  to  broaden  scope  of  target  market.  Need  to  expand  beyond  technology  market,  IT 
services.  Need  to  move  into  Professional  services.” 
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What  would  you  like  the  INPUT  Board  of  Directors  to  know  abo 


INPUT 


B.  The  Leadership  of  the  company? 


® Pros: 

® “TD  engages  across  the  board.” 

® “Sales  definitely  more  motivated.” 

® “Training  programs  are  starting  to  be  implemented.” 

® “President  & CEO  have  done  a good  job  involving  and  engaging  middle  management;  taking  more  initiative  and  feel 
more  accountable.  Faith  in  executive  management,  and  Tim;  middle  management  concerns  persist.” 

® “President  & CEO  big  change;  allows  us  to  focus  more  clearly  on  jobs.  Leadership  used  to  be  more  “reactionary.  Now 
leadership  is  “in  the  thick  of  it”  and  more  mindful  of  timing  requirements.” 

® “Very  engaged,  talking  to  Middle  Management.  Middle  management  more  empowered.  Higher  level  of  accountability. 
Middle  managers  are  inspired  and  encouraged.  Middle  managers  like  being  engaged.  “ 

® “Greater  involvement  from  Board  members;  higher  level  of  engagement.” 

® “We  have  a filter  between  the  Exec  team  and  Chairman  of  the  Board.  Exec  team  appreciates  this  function  but  would 
prefer  not  to  have  a need  for  one.” 

® “Exec  team  feels  less  stove  piped;  with  a better  understanding  and  appreciation  for  what  each  other  is  doing.” 

® “More  focused  on  profit  management,  which  makes  us  more  action  oriented.  Not  letting  things  drag;  taking  care  of 

things  are  they  arise.” 

® “Feel  like  we’re  going  in  the  right  direction  with  new  CEO,  and  focusing  on  results  with  a balance  between  profit  and 
growth.” 

® “Very  positive.  “ 

® “Member  services  working  better  with  each  department  due  to  improved  relations  on  Exec  team  and  coordination  with 
middle  management.” 
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What  would  you  like  the  INPUT  Board  of  Directors  to  know  a 


INPUT 


b.  The  Leadership  of  the  company? 

© Cons: 

© “Work  in  progress.”  Still  need  to  fully  staff.  Skeptical;  wait  and  see  attitude.” 

© “Middle  managers  are  looking  out  more  for  themselves  than  their  teams.  We  have  a lot  of  managers  who  just 
“fell”  into  the  position.” 

© “Middle  Management  needs  to  be  empowered  by  Exec  delegating  expectations  and  authority  to  act.  Middle 
management  does  not  share  “road  map”  of  where  the  company  is  going.  Need  to  clarify  roles  and 
responsibilities  at  all  levels.” 

© “Communication  is  still  not  good.” 

© “Town  Halls  aren’t  working.  They  need  to  be  more  topical  and  on  point  for  real  problems  impacting 
management  staff.  Managers  still  “afraid”  to  share  opinion  readily.” 

© “Board  level  of  engagement  still  inconsistent  with  expectations.  Inconsistent  engagement  with  Chairman  of 
the  Board.” 

© “Leadership  transparency  crosses  the  line  on  filter  of  comments.” 
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© Positive: 

® “Sales  training  has  had  a very  positive  impact.” 

© “Very  excited  to  see  how  Marketing  can  work  closer  with  Sales.” 

© “INPUT  has  become  a more  team  oriented  environment;  more  collaborative. 
Less  focused  on  process;  more  focused  on  results.  More  open  to  discuss 


© “More  grown  up  company;  more  professional;  more  rigorous,  purposeful  rigor;  far 
less  driven  by  personality;  more  driven  by  process  and  goals.” 

© “Not  all  about  what’s  going  to  happen  in  five  years;  more  reasonable  in  short  and 
mid-term  planning.” 

© “Recognizing  the  value  of  sound  product  development  and  marketing.” 

© ““Administration  transition”  getting  on  a meaningful  path.” 

© “Good  job  managing  through  change,  but  change  is  painful.” 

© “Yes,  we  can!” 


issues. 
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Do  you  feel  more  positive  or  negative  about  the  direction  of  the  comp 

prr  i 

INPUT* 

© Negative 

© “Hurry  up  and  wait  mode;  frustrating.  Want  information  sooner  to  prep  well  in  advance.” 

© “Information  flow  is  not  good.  Information  flow  is  blocked  by  middle  managers.  General  staff  wants  to  know 
more,  sooner,  about  what  is  going  or  what  could  potentially  happen.” 

© “Don’t  like  loss  of  some  scope  of  responsibility  to  marketing.  Don’t  cut  out  Ops  people;  needs  to  be  a team 
effort  whenever  a major  product  decision  is  made.” 

© “Reorganization  of  Marketing  is  and  has  been  key.  But,  Marketing  needs  to  be  responsive  “at  will”  not 
necessarily  on  a scheduled  basis.  Some  enhancements  or  updates  must  occur  immediately.” 

© “Issues  with  development  team,  not  working  in  such  a way  as  to  keep  up  with  needs  and  demands  of  other 
departments.  Need  a firm  procedure  for  working  with  software  development  and  receiving  level  of 
responsiveness.  More  clearly  define  process  but  also  give  clear  expectation  of  time  requirements  in  order  to 
accomplish  task.” 

© “Need  a software  team  in  two  groups:  internal  support  and  external  support.  Need  internal  and  external 
development  teams. 

© “Product  development  is  still  a problem  and  Marketing  is  still  an  issue,  waiting  to  see  with  Marketing;  remain 
cautiously  optimistic.  Product  Management  is  a challenge.” 

© “Need  to  “crack  the  code”  on  strategic  planning.” 

© “Marketing  has  challenges  in  middle  management.” 

© “Member  Services  has  the  right  people  from  an  execution  standpoint;  work  to  do  with  strategic  forward  thinking. 
Operational  aspects  done  well;  strategic  dimension  needs  work.” 

© “Operations  need  to  recognize  what’s  necessary  and  take  action  as  the  middle  management  level.” 

© “Sales  has  young  managers;  still  learning;  promoted  from  within;  no  prior  management  experience.” 
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Executive  Survey  Results  Meeting  121608 

Peter  Cunningham 

1 . The  purpose  of  the  survey  was  to  calibrate  the  thinking  of  the  executive  team  relative  to 
corporate  performance  objectives  for  January,  2008  to  December,  2011: 

a.  Place  the  2009  Plan  in  the  context  of  this  period 

b.  Provide  some  baseline  information  for  the  strategic  Planning  exercise  that  is 
coming  up  in  the  first  half  of  2009,  although  we  should  be  looking  at  it  every 
quarter  and  even  every  time  we  look  at  doing  or  not  doing  something. 

2.  The  instruction  was  to  give  brief  comments  but  that  was  not  followed.  However,  the 
benefit  was  that  there  was  excellent  and  deep  thinking  beyond  what  was  asked  for. 

3.  The  survey  showed  (Q1  and  Q2): 

a.  The  revenue  growth  rate  envisaged  by  the  team  was  widely  separated  from  the 
corporate  targets. 

b.  Little  or  no  planning  has  been  done  beyond  2009. 

c.  There  is  a general  realization  that: 

i.  we  have  to  do  new  things  to  achieve  our  corporate  goals 

ii.  we  are  not  organized  to  do  those  new  things 

4.  Q4  and  Q5  addressed  the  individual  departments  through  their  responsible  executive  as  to 
what  we  have  to  do  to  achieve  our  $45  million  goal  in  201 1 . 

a.  F&A  felt  it  was  reasonably  well  structured,  although  that  probably  pertains  to  the 
current  structure  and  operations  rather  than  what  is  required  especially  as  regards 
to  HR.  It  will  also  be  significantly  affected  by  different  revenue  streams 
(Ecommerce  for  example). 

b.  Similarly  Operations  felt  it  was  in  good  shape  but  again  that  probably  pertains  to 
the  current  structure  and  operations  rather  than  what  is  required. 

c.  It  is  noteworthy  that  the  two  sales  generating  departments  rated  themselves  low  as 
did  the  primary  sales  support  unit. 

d.  When  it  came  to  what  was  needed  in  the  company  the  only  common  thread  was 
training,  at  all  levels.  The  executives  felt  the  skills  needed  are  in  the  company  and 
that  all  that  is  needed  is  coaching  and  training. 

i.  This  has  been  on  the  wish  list  for  years  but  not  enough  has  been  done 
which  usually  means  that  it  has  not  received  priority.  (See  Your  Ship). 

ii.  This  surely  means  that  HR  must  be  significantly  strengthened  as  well. 

5.  Q6  Other  Department  Status  on  Preparedness 

a.  The  most  important  chart  in  the  survey. 

b.  In  some  departments  there  is  a wide  disparity  between  what  the  executive  in 
charge  (sometimes  with  others)  and  other  executives  think.  2-  4 in  MS  and 
Operations,  for  example  as  well  as  1 - 4 in  Marketing  although  the  4 was  a real 
outlier. 

c.  Product  Development  and  Technology  were  very  poorly  rated  as  was  Marketing; 
Sales  was  only  marginally  better. 

d.  F&A  was  by  far  in  the  best  shape  and  its  results  (DSO,  reporting,  etc.)  support  it. 

e.  Overall  we  score  2.8!  So  we  are  a pretty  unprepared  ship! 

f.  I suggest  that  you  really  talk  through  these  results  and  what  we  have  to  do  to 
improve  our  scores.  What  should  we  target  on  for  next  year  or  in  6 months? 
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Maybe  a quarterly  evaluation  of  where  we  stand  would  be  useful.  Certainly 
annually. 

g.  The  most  important  point  is  that  solving  the  problem  requires  first  identifying  it. 

h.  One  respondent  commented  on  the  question  as  well  as  answering  the  follow  on. 

6.  Q7  What  does  Each  Department  Have  to  DO? 

a.  This  was  the  place  that  the  most  thought  and  effort  was  expressed. 

b.  I have  digested  the  responses  but  when  you  talk  through  them  you  will  find  a lot 
of  additional  material. 

c.  There  are  a lot  of  action  items  that  make  sense  to  implement  tomorrow  (speed). 
(Open  Mike  in  “Your  Ship”!) 

7.  Q 8,  9 and  1 0 on  Difficulty  and  Commitment 

a.  There  is  universal  agreement  that  the  objective  is  hard  to  reach.  That  does  not 
mean  that  this  team  cannot  achieve  it.  Maybe  that  should  have  been  another 
question,  but  the  responses  seem  to  indicate  it  CAN  do  it. 

b.  One  comment  made  was  that  we  should  not  be  thinking  beyond  2009;  that  may  be 
true  for  managers  but  not  for  executives. 

i.  The  respondent  was  absolutely  correct  in  that  the  market  will  tell  us  what 
is  happening  and  answer  some  outstanding  questions. 

ii.  However,  those  are  more  in  the  nature  of  information  leading  to  course 
corrections  rather  than  changing  to  a whole  new  destination. 

c.  Several  comments  were  made  about  leaving  the  team  leeway  or  flying  and  dying. 
The  respondents  picked  interesting  analogies: 

i.  If  you  liken  Tim  to  a pilot  you  should  realize  that  instrument  flying  is  one 
of  the  most  tightly  scripted  and  controlled  environments  you  can  possibly 
imagine.  Everything  you  do  is  scripted;  if  the  controller  says  “right  turn” 
there  is  no  contradiction  and  the  rate  and  speed  of  turn  is  mandated  and 
you  do  it  immediately.  The  way  you  scan  your  instruments  and  the  time 
your  eyes  stay  on  each  is  scripted. 

ii.  If  you  are  sailing,  each  action  is  carefully  practiced  and  executed  in 
exactly  the  same  manner  in  standard  practices.  Otherwise  you  certainly 
will  never  win  a race  nor  get  to  your  destination. 

iii.  Each  helm  and  pilot  has  a slightly  different  way  of  doing  things  and  there 
are  books  written  on  differences  you  would  not  even  notice.  But  they  are 
within  the  context  of  extremely  well  defined  rules.  Do  these  rules  change? 
Absolutely  and  continually.  Every  month  the  FAA  publishes  instruction 
changes  (NOTAMS)  for  pilots;  urgent  ones  are  promulgated  at  once. 

iv.  Apply  the  logic  of  these  positions  to  our  company. 

1 . First  just  as  with  any  pilot  or  navy  captain,  Tim  reports  to 
someone.  In  his  case  it  is  me  as  Chairman  and  the  Board. 

2.  We  have  an  aefcwisi  Board:  vtM/  dW , 

a.  Maryann  and  Tom  have  more  insight  into  the  vendor 
industry  than  the  whole  of  our  company;  they  live  it. 

b.  Jed  Laird  knows  more  about  the  structure  of  the 
information  industry,  its  metrics  and  ways  of  doing 
business  than  all  the  rest  of  us.  He  has  been  or  is  on  the 
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c. 


d. 


e. 


3. 


d. 


e. 


f. 


Board  of  3 extremely  successful  companies;  Factset,  CEB 
and  The  Advisory  Board. 

Pat  is  our  conscience  and  remembers  the  things  we  have 
tried,  why  we  do  things  a certain  way,  especially  when  it 
comes  to  IPR,  copyright,  trademarks,  etc. 

Rachel  is  a national  expert  on  sales  structures  and 
compensation  plans  and  works  for  MSFT,  Oracle,  etc. 

I know  more  about  subscription  and  custom  market 
research  in  the  software  and  services  industry  than  almost 
anybody  except  perhaps  Gideon  Gartner.  That  is  why  we 
are  in  business.  I also  question;  (see  Your  Ship) 

This  is  not  a Board  that  is  going  to  let  anybody  ‘fly  or  die’.  Dying 
is  too  painful,  because  it  is  almost  always  slow.  So  you  can  expect 
that  there  will  be  continual  involvement,  perhaps  more  in  future 
than  now  as  we  step  up  our  game. 

Tim  was  brought  into  the  company  because  he  is  a good  executive; 
but  he  does  not  yet  know  our  market,  our  industry,  our  way  of 
doing  business,  etc.  One  of  our  mistakes^was-not-4:eafeing-thts-and 
not  transferring  knowledge  appropriately.  We  plan  to  fix  this. 

Look  at  how  a company  like  Google  operates  not  the  federal 
government.  I realize  we  are  conditioned  by  our  environment  but 
25%  growth  for  a Palo  Alto  company  in  our  business  would  be 
regarded  as  minimal 

One  thing  I have  noted  is  that  if  you  look  at  our  Practices  everything  seems  to 
have  stopped  in  2004  when  Doug  and  I stopped  driving  them;  yet  the  world  has| 
moved  on  substantially: 

i.  In  the  book,  “Your  Ship”  what  was  the  first  thing  that  the  new  Captain  o| 
Benfold  did?  Apply  that  to  us. 

Think  what  your  job  is;  have  you  grown  beyond  2004?  Then  executives 
had  to  do  everything  themselves  whereas  now  you  have  to  do  most  things^ 
through  people.  The  only  way  to  do  it  through  people  is  by  giving  them 
training  and  guidance  through  processes  and  by  letting  them  develop  new 
ways  of  doing  things. 

I constantly  hear  that  I somehow  cause  us  to  fail  by  insisting  on  some 
outdated  Practices.  That  is  trying  to  shift  blame  for  failure  to  me  and 
frankly  it  does  not  work.  All  Practices  can  change  and  improve;  but  it 
needs  effort  and  commitment.  So  do  something  about  it. 

I n terms  of  commitment  there  were  some  disturbing  comments  that  seem  to 
reflect  personal  loyalties  rather  than  to  the  company.  That  is  not  healthy;  in  ”Your 
Ship”  it  is  obvious  that  despite  the  leadership  shown  by  the  Captain,  the  loyalty 
was  to  the  ship  and  their  comrades  not  the  Captain.  He  inculcated  this  into  their 
thinking  as  shown  by  numerous  examples. 

Several  people  have  said  that  “It  is  Results  that  Count”  and  directly  or  indirectly 
stating  that  how  you  get  there  does  not  matter.  That  is-urm6cgptable.  How  you  get 
there  is  at  least  as  important  as  the  results: 
i.  Read  Jim  Collins  books. 


li. 


in. 
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ii.  Look  at  the  catastrophes  in  the  financial  industry  where  executives  chased 
short  term  results  for  their  immediate  benefit  and  the  short  term  benefit  of 
their  shareholders.  The  long  term,  meaning  a couple  of  years,  results  have 
been  disastrous  for  their  shareholders,  employees  and  partners. 

iii.  Look  at  the  US  automobile  industry  that  used  CAFE  fiddles  to  maintain 
the  dependence  on  gas  guzzlers. 

iv.  Look  at  “Your  Ship’  itself  that  says  specifically:  “Getting  somewhere  is 
important.  How  you  get  there  is  equally  important”. 

v.  We  want  to  build  a lasting  company  whose  strength  is  its  way  of  doing 

business  as  well  as  achieving  results.  Jfmv?mifi5tive  onTflakiiig  INPUT^ 
/fhe"bestcompany  in  Washington  to  work  for  fits  this;  why  not  make  it  the  ) 
Mjest  company  in  the  US? J 

vi.  You  lead  by  example. 

g.  As  one  respondent  said,  the  ‘rank  and  file'  is  committed;  the  problems  seem  to  be 
with  thejsenior  team.  I agree. 

T'We  must  trust  the  junior  staff  to  step  up.  Remember  it  was  only  a few 
years  ago  that  I asked  Kevin,  Brian,  Meredith  and  others  to  step  up  and  get 
going  and  we  grew  fantastically  fast.  We  are  not  doing  the  same  thing  now 
and  that  is  a shame.  We  have  as  much  and  maybe  more  talent  than  the 
Benfold  yet  we  are  not  using  it. 

ii.  Give  someone  sole  responsibility  for  TO  Aggregation,  CovEx,  How  To,  or 
whatever.  Let  us  see  what  they  come  up  with.  I am  happy  to  show  them 
Top  20  (maybe  renamed  Capture  Assist)  and  how  we  are  going  as  well  as 
helping  them  along. 

iii.  I expect  to  be  more  involved  directly  and  indirectly  in  the  short  term  as  we 
get  our  plan  and  direction  sorted  out.  After  that  you  should  know  that  I 
plan  to  be  away  for  a month  mid  Feb  to  mid  March  and  for  at  least  two 
months  in  May  and  June.  I do  not  expect  to  be  involved  except  in  my 
regular  meetings. 

iv.  We  certainly  are  not  going  to  get  where  we  want  to  go  by  plodding  along 
with  our  eyes  fixed  on  the  couple  of  steps  ahead.  When  you  fly  you  are 
taught  to  raise  your  view  on  landing  when  there  is  a terrible  temptation  to 
look  at  that  runway  just  a few  feet  below  you;  look  up  at  the  end  of  the 
runway  and  then  you  can  make  a good  landing  now. 

Thanks  for  all  our  help  in  this;  I hope  it  is  useful 
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What  rate  of  growth  of  the  company  revenues  are  you  planning  through  2011? 

Cockerham 

11 

2009  New  Business  planned  growth  is  17.7%.  18.1%  in  2010  and  21%  in  201 1. 

we  cannot  hit  the  25%  growth  targets  simply  by  doing  things  differently  (making  improvements  in 
productivity,  capacity,  etc.)  These  improvements  should  yield  the  10-15%  growth  that  we’ve 
accounted  for  in  the  sales  plan  and  are  in  line  with  our  historical  growth  rates  in  recent  years  (10% 
in  2005,  4%  in  06,  2%  in  07  and  6%  planned  for  08.)  In  order  to  capture  that  additional  10%  of 
growth  (approx  2.5M  in  2009)  we  must  also  do  different  things  - change  the  growth  curve 
trajectory  and  add  new  revenue  streams.  We  should  do  this  by  accelerating  the  paid 
placement/advertising  revenue  streams 

Gates 

15 

As  indicated  in  our  Nov.  presentation,  I see  1 5%  compounded  if  what  is  “on  the  table”  works  out  & 
given  that  I allow  myself  to  buy  into  the  potential  3-yr  upside  of  being  a “web  destination”,  which 
I’m  not  sure  I do.  I like  ideas  like  the  “Task  Order  Aggregation”  and  the  “Top  20”  better...  if  we 
“build  stuff’  /provide  services  that  “people  with  money  to  spend”  want,  we’re  in  control  of  our 
destiny.  Don’t  see  enough  of  those  types  of  things  on  the  table  right  now  to  “plan”  for  more.  Plus, 
the  “legs”  of  our  core  product  set  is  (still)  a big  question  mark  in  my  mind... just  look  at 
November’s  performance. 

Haney 

12.5 

Don't  Know  12  -15% 

Plexico 

15 

15%  currently,  though  1 am  expecting  initiatives  to  materialize  that  get  us  to  our  25%/year  aspirations. 

Rombach 

15 

15%  in  2009,  20%+  in  2010  and  2011 

Average 

13.7 

On  a scale  of  1 = low  and  5 =high,  rate  the  degree  to  which  you  have  planned  your  department’s  activities  through  2011. 

Cockerham 

1 

2009  3,2010  1,2011  1 

Gates 

3 

Haney 

2 

Plexico 

3 

2009  is  well  planned.  I believe  1 have  the  organization  structure  that  will  allow  Operations  to  grow  through 
2011.  The  exact  number  of  hires,  particularly  to  support  new,  less  developed  opportunities,  are  unknown.  Our 
focus  has  been  on  2009  plan,  not  2010-11 

Rombach 

1 

Average 

2.0 

1 
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We  have  a plan  to  grow  the  company  in  revenues  at  25%  from  2007  through  2011  to  achieve  $45  Million  in  revenues  in  201 1. 

4.  On  a scale  of  1 = low  and  5 =high.  rate  your  department  in  its  ability  to  accomplish  that. 

Cockerham 

2 

Mv  growth  rates,  though  aggressive  and  higher  than  in  recent  years  passed,  do  not  attain  25%  targets. 

Gates 

4 

(mostly  HR  skills  to  be  developed) 

Haney 

2 

Current  process  works  and  is  adaptable.  2010  or  201 1 products,  economy,  new  member  needs,  non-IT  markets,  I am  not 
confident  in  our  ability  to  accomplish  that. 

Plexico 

4 

I feel  good  about  the  people  and  capabilities  (and  growth  potential)  of  the  team.  There  are  a couple  key  holes  to 
fill  that  have  been  identified  and  in  the  plan.  From  an  operations  point  of  view,  1 think  our  team  will  be  able  to 
evolve  and  grow  to  support  the  25%  growth  targets 

Rombach 

1 

Average 

2.6 

5.  What  do  you  have  to  do  in  your  area  each  vear  (2009.  2010  and  2011)  to  accomplish  that  (25%  Growth): 

a. 

Capacity 

2008 

2009 

2010 

2011 

Cockerham 

+2-3 

+2-3 

+2-3 

Move  GovEdge  reps  to  Build  Gov.  Community.  Develop  Ad  Sales  Model 

Gates 

0 

2 

3 

Split  between  Accounting  and  HR 

1 laney 

Plexico 

60 

65 

68 

71 

Rombach 

ii 

b. 

Skills 

Cockerham 

Certification  and  training;  2009  Add/Develop  capacityto  sell  ads  once  Community  established 

Gates 

Training  + 1 middle  level  upgrade  + Vp  developing  External  Orientation 

1 laney 

Training;  Market  Knowledge,  Public  Speaking.  Analytics,  Writen  analysis.  Project  Planning/Camapigning,  Complaint  management. 
Strategic  Planning,  Leadership 

Plexico 

Additional  analytical  horsepower,  employee  skill  development. 

Rombach 

c. 

Management 

Cockerham 

mgmt  training  in  2009  of  the  front  line  managers.  Metrics,  training  and  management  for  GovCommunity 

Gates 

Current  staff  upgrading  through  training 

Haney 

Backup,  different  skills,  different  focus 

Plexico 

key  leader  for  Industry  Analysis,  backup  for  Kevin 

Rombach 

Events.  Marcomm,  Online  Mktg,  Product  Management  function,  Online  Portal  Lead 

d. 

Other 

Cockerham 

Productivity,  technology  enhancements.  SLA’s.  Channel,  referral  and  affiliate  programs,  creativity  in  sales  processes 

Gates 

technology  resources  in  2010  to  bridg 

>e  MPS  data  to  Netsuite 

Haney 

Plexico 

Expansion  of  offshore  content  development 

Rombach 

r i i f 
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6.  On  a scale  of  1 = low  and  5 =high,  rate  each  area  in  its  ability  to  accomplish  that.  Comment  if  you  like 


Sales 

MS 

Marketing 

Product 

Development 

Operations 

Technology 

F&A 

Average 

Cockerham 

£20  I 

4.0 

3.0 

2.0 

4.0 

3.0 

4.0 

3.1 

Gates 

3.0 

4.0 

4.0 

2.0 

3.0 

2.0 

¥3 

3.1 

Haney 

2.0 

2.6 

1.0 

2.0 

2.0 

2.0 

3.0 

2.0 

Plexico 

3.0 

4.0 

2.0 

3.0 

SEE 

3.0 

4.0 

3.3 

Rombach 

3.0 

3.0 

m 

1.0 

3.0 

1.0 

4.0 

2.3 

Average 

2.6 

3.4 

2.2 

2.0 

3.2 

2.2 

3.8 

2.8 
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Q6  Comments^Volunteered)  

Sajes 

a.  Sales  Pipeline  management  lacking,  as  is  segmentation  awareness  (hopefully  Deepak  will  address  both  in  short  order)  Too  resistant 
to  allowing  specialists  to  sell  certain  product  sets,  and  bear  the  quota  (ex.  S&L  and  IA)  Not  aggressive  enough  in  bringing  ideas  to 
Product  Dev  for  building  more  “stuff  we  can  sell”,  or  pushing  adjustments  in  what  we  have  to  make  it  more  appealing.  Hear  from 
various  sources  that  too  many  salespeople  lack  a level  of  product  awareness  & savvy  to  maximize  our  conversion  potential. 


MS 

Member  Services  doesn’t  seem  to  be  ready  to  answer  the  question  about  what  we  can  do  for  our  members  that  we  aren  t doing  today. 
Seem  to  have  the  renewal  drill  down,  but  Brian  seems  too  involved  in  renewal  account  calls  at  monthend.  I believe  that  the  company  is 
asking  him  to  shift  his  energy  toward  more  upsell/new  services  generation  as  an  exec,  so  he  needs  his  managers  to  step  up  and  take 
some  mnrp  of  the  renewal  nro rass  off  of  his  hands 


Marketing 

Score  is  “If’  Rombach  can  build  out  the  team  as  planned.  This  organization  needs  power  & the  right  staff  to  mold  MS,  Sales  and 
Product  Dev  into  a cross-functional  customer-driven  machine.  We  seem  to  be  on  right  track  in  terms  of  vision  for  this  team. 


Product  Development 

1 can’t  tell  you  what  this  is  right  now;  the  process  of  bringing  new  things  to  market  is  in  flux  as  Mktg  is  being  built  out,  and  I don’t 
have  confidence  in  the  individual  attitudes  of  the  software  developers  - Lukehart  masked  problems  in  his  unit.  We  are  paying  dearly 
for  the  strategic  mistake  of  a couple  of  yrs  ago  of  taking  our  foot  of  the  gas  in  terms  of  pushing  new  products/services  to  our 
membership;  our  “muscle”  is  atrophied  not  just  in  this  specific  function,  but  across  functions  in  terms  ot  how  they  feed  this  area  (see 
comments  about  Sales/MS  above 


Operations 

products  need  to  change  orientation  from  volume  to  value  [ie  customer/profit-driven  approach  to  effort  per  opp  (or  group  of  opps,  such 
as  a vertical)  or  per  1A  report]  IA  lacks  entrepreneurial  soul 


Technology 

The  general  sense  is  that  we  are  falling  behind 


F&A 

Not  enough  clarity  about  “HR”  vision.  Should  we  invest  more  or  less  or  are  we  “just  right”?  Will  our  recruiting  support  be  enough 
with  such  growth? 
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7.  What  does  each  have  to  do  in  their  area  each  year  to  accomplish  that: 

Sales 

Cockerham 

Gates 

Better  Pipeline  management  (metrics  & Reports),  produce  quarterly  segmentation  reporting  which  is  also  forward-looking  (ie  who  are 
next  top  prospects  - gets  to  rating); . Too  resistant  to  specialist  selling  and  quotas  (S&L  and  IA).  Bring  ideas  for  new  and 
improvements  to  Product  Dev.  Sales  people  lack  product  knolwledge.  Involve  non-sales  in  calls  to  evaluate  performance 

Haney 

Market  knowledge  of  staff,  develop  alternate  selling  channels.segmented  selling  (geographic,  company  size,  type,  etc.) 

Plexico 

Ailitv  to  sell  in  different  ways  (e  g.,  higher  volume/lower  price,  channels  and  high  value  offerings) 

Rombach 

Refine  selling  skills  to  yield  higher  efficiencies.  Address  new  distribution  channels.  Retain  talent  and  replace  underperformers  with 
greater  success. 

MS 

Cockerham 

More  rigor  to  the  90  day  plans;  out  of  cycle  upsell;  increase  executive  contacts;  Gov  Community  support  and  ad  sales 

MS  must  address  what  we  can  do  for  our  members  that  we  aren’t  doing  today. 

Gates 

2009  one  mgrs  moves  to  Strategic  advisor;  hire  a career-first  Manager  (all  3 current  mgrs  are  “mommies”  having  issues  with  work/life 
balance,  all  departments  should  have  a personality  blend  in  Mgr  positions).  Give  Haney  new  product  creation  as  a comp  plan 
goal. . . maybe  start  with  former  mbrs  & do  research  project?  2010  Explore  feasibility  of  adjusting  pricing  model  for  heavy  users  of 
advisor  time;  use  80/20  rule  to  weed  out  unprofitable  members  if  they  won’t  pay  201 1 Explore  market  attractiveness  of 
“outsourcing”  mbr  advisors  to  member  sites  to  work  on  “crunch”  projects  as  needed,  is  this  a way  to  get  B&P  dollars 

Haney 

Grow  market  knowledge,  segmentation,  close  the  skills  gaps,  focus  on  account  growth  (up-sell,  especially  outside  renewal  cycle), 
eliminate  redundancies  (knowledge  base) 

Plexico 

More  aggressive  upsell  - particularly  S&L,  analytical  and  others  that  are  planned 

Rombach 

Acknowledge  cost  constraints  of  higher-demand/lower  profit  segments. 

Marketing 

Cockerham 

Improve  SEO/SEM  for  lead  generation;  implement  Open  Web  strategy  ASAP;  plans  for  ad  sales  as  an  incremental  revenue  stream; 
revamD  web  site  (public). 

Gates 

2009  “staff  up”;  push  Technology  to  have  more  “suggestive”  messages  and  emails  when  a mbr  is  utilizing  our  content  to  drive  upsell. 
Develop  and  institutionalize  “geographic”  targeting  of  top  prospects  with  messaging,  events,  etc.  2010:  develop  content  partnerships 
for  new  “open  web”  capabilities  (we  won’t  grow  fast  enough  if  we  try  to  go  the  “content  thing”  alone) 

Haney 

Build  strong  product  management  function,  strengthen  INPUT  brand,  develop  additional  revenue  streams,  improve  classification  and 
qualification  of  prospects,  drive  eCommerce  sales,  increase  traffic  to  both  free  and  paid  site,  improve  SEO/SEM  process. 

Plexico 

key  positions  that  need  to  be  filled.  Mike  Rombach  is  on  it,  but  to  me,  this  is  a key  priority 

Rombach 

Hiring  team  is  first  priority.  Strengthen  basic  skills.  Institute  Product  Management  function.  Online  Portal. 

Product  Development 

Cockerham 

Implement  life  cycle  including  market  testing  and  validation;  portfolio  of  products  and  services  for  small  businesses.  Focus  on 
development  cadence  of  enhancements  and  new  products 

Gates 

Complete  Search  capability  upgrade,  begin  new  portal  development;  establish  reward  pool  for  innovation  which  leads  to  measurable 
growth 

Haney 

Develop  a strong  process  for  evaluating  and  planning  new  products,  institutionalize  a market  feedback  mechanism,  increase  out-bound 
product  promotion 

Plexico 

Assuming  strong  product  management/marketing  from  Marketing,  1 think  product  this  will  be  addressed  as  well.  In  the 
organization  Tim  is  structuring,  these  two  go  hand  in  hand 

Rombach 

Tie  Pdct  Development  to  customer  and  market  demands. 
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7.  What  does  each  have  to  do  in  their  area  each  year  to  accomplish  that: 

Operations 

Cockerham 

Strengthen  relationships  with  the  govt  community;  increased  visibility;  leverage  technology  to  improve  product  quality  (timeliness  and 
accuracy)  as  well  as  scope. 

Gates 

2009  revise  business  plan  for  State  & Local. ..start  with  “clean  sheet”;  integrate  with  events,  training,  strategic  partnerships  (think 
beyond  database  to  drive  greater  penetration  and  higher  renewal  rate); 

20 1 0 provide  reporting  on  ROl  per  opp,  or  vertical/horizontal . . . demonstrate  that  Analysts  & IA  deliver  info  where  return  is  greatest. 

Haney 

Efficiencies  and  productivity  improvements  to  reduce  overall  cost,  strengthen  government  relationships,  continue  addition 
of  value  to  product  core,  improve  overall  timeliness  and  relevancy  of  analysis 

Plexico 

Rombach 

Improve  abilitv  to  change  auicklv.  ImDrove  technology  infrastructure  to  increase  output  and  efficiency 

Technology 

Cockerham 

Improve  internal  tools  (portals,  MPS  streamlining);  strengthen  security  measures  to  eliminate  password  sharing  between  companies 
Need  CTO  ASAP  to  make  framework,  infrastructure  decisions  and  Open  Web  plans.  Open  Web  critical  to  success  of  ad  placement  - 
SEO/SEM  drives  users  to  the  site,  increased  member/visitor  traffic  justifies  ad  rates.  _____ 

Gates 

Hire  a highly  competent  Technology  leader  plus  replace  at  least  half  of  the  existing  developers  (attitude) 

Haney 

Ensure  platform  is  scalable,  improve  MPS  and  internal  portals  (SharePoint?),  institute  agile  development,  implement  security 
enhancements,  investigate  alternate  communication  vehicles  (mobile,  video,  etc.) 

Plexico 

need  software  architecture  changes  to  support  new  initiatives  and  need  key  lead  for  this  area 

Rombach 

Fundamental  overhaul  of  infrastructure  required.  Need  a strong  head  of  technology 

F&A 

Cockerham 

Analysis  to  improve  efficiencies  and  productivity;  provide  user  friendly  front-ends  to  budget  reports  to  allow  for  better  expense  mgmt 
and  planning 

Gates 

2009  VP  Finance  needs  to  drive  metrics  strategy  (bring  definition  to  what  we  are  going  to  look  at  and  when) 

Haney 

Implement  a metrics  function  focused  on  driving  ROI,  develop  effective  recruiting  strategies,  strengthen  internal  employee 
development  programs  and  defined  career-paths. 

Plexico 

Assuming  organic  growth,  1 don’t  see  any  major  changes  needed  here. 

Rombach 

No  change 

Management 

Cockerham 

Continue  to  strive  for  excellence  and  demand  accountability.  Streamline  planning  to  minimize  time  requirements 

Gates 

give  Dowd  free  reign  for  ’09  to  “fly  or  die”,  his  style,  his  way,  and  then  he’s  100%  accountable. . . 2010:  depends  totally  on  what 
happens  in  2009 

Haney 

Continued  empowering  and  enablement  of  staff  — with  accountability  for  results,  increase  market  externality,  develop  skills  for  dealing 
with  rapid  and  high-volume  growth. 

Plexico 

Rombach 

Addition  of  a strong  SVP  Tech, 
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8.  On  a scale  of  1 (Easy)  to  5 (Hard)  how  difficult  is  it  to  accomplish  this  goal? 

Cockerham  4.0 

Gates  5.0  Our  lack  of  a proven  product  development  engine  (including  the  need  to  get  the  Marketing  organization  in  order)  will  mean 

2009  will  most  likely  be  a “rebuilding”  year,  and  the  growth  rate  will  need  to  be  that  much  higher  for  20 1 0 & 20 1 1 ...  the  2009 
economic  climate  can't  be  ignored  either;  we  might  do  everything  right  & still  find  too  many  “skeptical  buyers  with  too  little 
budget.  I’d  feel  better  if  we  were  talking  about  a 5-year  trajectory.  If  we  had  ramped  steadily  at  a lower  rate  in  ’07  and  '08  by 
making  thoughtful  investments  in  technology,  product,  and  talent,  we  d be  in  much  better  shape  to  make  20 1 1 s “goal  a 
realitv.  It’s  about  hittine  “sinales  and  doubles”  first. 

Haney  4.0  Singles  and  doubles  vs.  homeruns.  We  cannot  and  should  not  spend  any  significant  effort  addressing  20 1 1 until  we  have  some 

successes  and  build  some  momentum  in  2009.  That  is  not  to  say  that  forward  thinking  is  not  important  and  that  we  should  not 
have  an  initial  target,  but  it  is  critical  to  first  prove  our  plan  in  2009  since  it  will  begin  to  answer  some  of  the  fundamental  open 
questions  about  what  markets  are  healthy,  what  products  work  for  us,  and  what  the  market  will  bear  from  a pricing,  packaging, 
and  sales  approach  perspective. 

We  cannot  lose  focus  by  regularly  adding  new  priorities  and  shifting  existing  ones.  Metrics-based  accountability  and 
ownership.  We  must  stay  focused  on  results  - at  all  levels  of  the  organization. 

Develnn  a stronp  nrndiicl  nianapement  function  and  strenpthcn  the  1NP1  IT  hrand 


Plexico 

4.0 

Hard  work  but  doable  (though  I sense  more  difficult  in  the  new  economic  climate  we  are  in).  Ultimately,  1 think  it  comes  down 
to  increasing  penetration  rates  with  our  existing  products  in  our  existing  members  and  having  a couple  really  successful  new 
products. 

Rombach 

5.0 

An  economy  more  likely  to  temper  success  than  we  have  yet  acknowledged. 

CEO  (and  by  extension,  his  team)  are  being  managed  to  a degree  likely  to  limit  the  potential  success.  I would  prefer  that  the 
BOD  give  the  team  enough  leeway  to  either  achieve  success  - or  prove  that  it  can’t.  Too-frequent  intervention  almost  always 
ensures  the  latter  case  — which  is  inconsistent  with  ALL  of  our  shared  objectives. 

Average 

4.4 

9.  On  a scale  of  1 to  5 

how  committed  is  the  company  to  accomplish  this  goal? 

Cockerham 

3.0 

Gates 

5.0 

everyone  knows  that  growth  is  the  objective  and  that  growth  is  the  basis  of  how  we  are  evaluated  by  the  company’s  ownership. 
“How”  to  get  there  and  “with  what  talent  and  leadership”  are  the  far  more  critical  questions 

Haney 

3.0 

We  need  to  continue  our  recent  trend  toward  focus  on  results.  For  too  long,  we  were  more  focused  on  the  process  than  the  end 
result  the  process  yields.  This  often  led  to  inflexibility  in  making  quick  and  necessary  changes  to  stay  on  course.  1 feel  that  we 

now  have  this  results-oriented  focus.  That,  above  all  else,  shows  corporate  commitment  to  the  goal.  With  results  comes 
accountability  and  ownership  - at  all  levels  of  the  organization.  With  accountability  comes  motivation,  and  ultimately  breeds 
a culture  in  which  everyone  feels  they  have  a stake  in  the  goal.  Accountability  also  yields  metrics  that  can  quickly  provide 
indicators  of  where  immediate  change  or  improvement  is  needed. 

Plexico  4.0  company  is  committed  and  wants  it  desperately,  but  there  appears  to  be  wide  variation  in  opinion  on  how  to  do  it  and  I don't 

think  we’ve  always  had  the  patience  and  stability  in  our  product  strategies  and  senior  personnel  to  achieve  it.  We  have  changed 
our  strategy  with  quite  a bit  of  frequency  (e  g.,  2 years  ago,  it  was  about  going  after  large  companies  with  big  ticket/high  value 
offerings.  Last  year  it  was  about  going  after  the  masses  at  a lower  price  point  - that  strategy  seems  to  have  been  abandoned  by 
our  board  without  a substantive  discussion  or  a conscious  decision.  One  board  member  even  said  they  never  agreed  with  it  in 
the  first  place).  I’m  optimistic  that  leadership  stability  and  some  key  leadership  positions  filled  will  allow  us  to  create  the 
environment  and  stability  needed  to  get  there.  I do  feel  it  will  take  some  time  to  build  momentum 

I would  rate  the  rank  and  file  employee  base  as  a 4,  meaning  motivated  and  ready  to  go  accomplish  this  goal  with  leadership 
from  the  senior  team. 

I would  rate  the  Senior  Team  (BOD,  CEO,  and  Sr.  Staff,  collectively)  with  a commitment  of  2.  Desire  and  motivation  to 
accomplish  the  goal  are  very  high,  but  we  appear  dysfunctional  in  the  area  of  mutual  trust  (believing  in  each  others 
professional  strengths  without  undermining  authority  — which  has  the  effect  of  letting  none  actually  demonstrate  their 
strengths). 


Rombach  4.0 
2.0 


Average  3.8 


R Mngmnt  Survey  Results  (4)  120808  PAC.xIsx 


Page  1 of  2 


Confidential  - INPUT 


9 


Executive  Survey  on  2009  - 2011  Preparedness 
Q8  9 10  Difficulty  & Commitment 


12/9/2008 


10.  On  a scale  of  1 to  5 how  committed  are  you  to  accomplish  this  goal? 

Cockerham  4.0  1 am  firmly  and  completely  committed  to  giving  this  company  my  all  1 feel  energizing  and  sense  the  same  from  the  sales 

team  and  other  organizations.  This  will  not  be  an  easy  journey,  given  the  current  economic  state  and  competitive  environment, 
but  we  are  well  positioned. 

Gates  5.0  My  answer  is  that  I am  committed  to  be  the  best  I can  be  in  whatever  environment  I find  myself.  My  commitment  to  an 

aggressive  goal  will  be  proportional  to  my  perception  about  whether  1 will  be  able  to  operate  in  an  environment  where  " results 
come  first” — ahead  of  “pet”  processes,  theories,  sacred  cows,  opinions,  or  whatever. . . and  whether  or  not  the  "new  blood” 
(CEO,  SVP  Marketing,  SVP  Technology,  SVP  Top  20)  will  be  allowed  to  bring  successful  external  ideas,  methods,  and  tactics 
to  change  INPUT’S  culture  and  operating  environment.  At  the  November  board  meeting,  I asked  the  Board  “not  to 
blink”..  . my  commitment  is  100%  conditional  on  whether  ownership  blinks  in  2009  regarding  who  it’s  installed  as  the  leader, 
how  much  autonomy  it  gives  the  “new  blood”,  & how  much  it  chooses  to  invest  to  get  the  job  done  right. 


1.0  So  to  answer  the  direct  question:  5 if  “new  blood”  is  given  operational  control,  1 if  ownership  feels  the  need  to  dictate  to  them 
“how”  to  get  to  the  result  from  a day-to-day  management  perspective.  We’ve  been  there  and  done  that  and  after  30  years 
we’re  still  less  than  $25M.  Sorry  to  be  “direct”,  but  I hope  the  Board/ownership  appreciates  the  honest  feedback.  Asking  a 
new  set  of  people  to  do  it  the  “old  way”  gives  me  zero  confidence,  because  no  one  w ill  “buy  in”  when  a small  company  that 
can’t  grow  tells  them  how  they  should  manage  their  business  — and  they  won't  abandon  what’s  been  successful  for  them  in  the 
past  anyway  — so  if  we  go  down  that  path  we’re  dead  in  the  water. 


Haney 

4.0 

Plexico 

4.0 

Rombach 

5.0 

Average 

3.8 

I am  still  concerned  about  the  existing  number  but  am  excited  for  a challenge.  If  this  is  ultimately  deemed  the  right  goal  and  is 
backed  by  confidence  from  all  functional  areas,  my  motivation  will  be  at  its  peak.  I have  felt  very  encouraged  these  last  few 
months  and  feel  increasingly  like  an  integral  component  of  our  success,  as  does  my  team.  I will  certainly  need  continued 
coaching  and  training  to  increase  my  effectiveness  further  and  am  willing  to  invest  what  it  lakes.  I look  forward  to  the  same 
investment  in  me  bv  the  company.  As  I said  above,  ownership  breeds  motivation 

Obviously  1 have  a lot  to  gain  if  we  are  successful  and  1 very  much  want  the  company  to  grow  and  thrive.  We  really  need  to 
find  a way  to  establish  a solid  leadership  team  and  retain  them.  I put  4 as  I’m  also  committed  to  growth  AND  profit.  The  goal 
above  only  mentions  growth.  I'd  be  perfectly  willing  to  sacrifice  a few  points  of  growth  if  it  meant  a strong  profit 

I am  motivated  to  succeed,  and  confident  that  we  can.  My  belief  lags  that  commitment,  though,  as  1 am  concerned  we  are  not 
posturing  ourselves  properly  to  achieve  the  goal. 
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Printed:  December  9,  2008 


MEMORANDUM 


DATE: 


December  2,  2008 


TO: 


Executives 


FROM:  Peter  Cunningham 

SUBJECT:  Plan  Questions 


A. 


1 . What  rate  of  growth  of  the  company  revenues  are  you  planning  through  2011? 

Peter,  the  2009  New  Business  planned  growth  is  17.7%.  Based  on  increased  productivity  and 
additional  sales  capacity  in  2010,  this  growth  will  increase  to  18. 1%  in  2010  and  21%  in  201 1 

2.  On  a scale  of  1 = low  and  5 =high.  rate  the  degree  to  which  you  have  planned  your  department’s 
activities  through  2011. 


a.  2009  3 


b.  2010 


c.  2011 
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B.  Peter,  I have  thought  about  your  growth  questions  all  weekend.  I ve  concluded  that  we  cannot  hit 
the  25%  growth  targets  simply  by  doing  things  differently  (making  improvements  in  productivity, 
capacitv,  etc.)  These  improvements  should  yield  the  10-15%  growth  that  we  ve  accounted  for  in 
the  sales  plan  and  are  in  line  with  our  historical  growth  rates  in  recent  years  (10%  in  2005,  4%  in 
06.  2%  in  07  and  6%  planned  for  08.) 

In  order  to  capture  that  additional  10%  of  growth  (approx  2.5M  in  2009)  we  must  also  do 
different  things  - change  the  growth  curve  trajectory  and  add  new  revenue  streams.  We  should  do 
this  bv  accelerating  the  paid  placement/advertising  revenue  streams.  I've  detailed  below  the  steps 
I believe  should  be  taken  immediately  to  accelerate  this  implementation. 

3.  We  have  a plan  to  grow'  the  company  in  revenues  at  25%  from  2007  through  2011  to  achieve  $45 
Million  in  revenues  in  201 1. 

4.  On  a scale  of  1 = low  and  5 =high,  rate  your  department  in  its  ability  to  accomplish  that.  2,  as 
documented  in  A.  My  growth  rates,  though  aggressive  and  higher  than  in  recent  years  passed,  do 
not  attain  25%  targets. 

5 . What  do  you  have  to  do  in  your  area  each  year  (2009,  20 1 0 and  20 1 1 ) to  accomplish  that: 

a.  Capacity  (#  of  employees)  - add  2-3  incremental  sales  reps/yr,  once  productivity  reaches 
target  levels. 

2009  - redeploy  the  2 GovEdge  sales  reps  as  Govt  Community  reps.  We  need  a 
substantial  number  of  Govt  Community  users  as  a base  justification  for  the  ad  sales 
(highly  sought  after  community  drives  vendor  willingness  to  advertise.)  Do  this  in 
January  2009. 

2009  - work  with  Mike  Rombach  to  determine  the  ad  sales  model  - do  we  do  this  in 
house  or  outsource  to  an  ad  sales  service?  He  has  far  deeper  experience  with  on-line  sales 
and  is  better  positioned  to  advise.  Decide  January  2009. 

b.  Skills  - Continue  the  investment  in  sales  certification  and  training  for  effective  on- 
ramping  of  new  hires,  continuing  sales  education  (monthly  skills  sessions  and 
product/industry  training)  to  refine  skills  of  entire  sales  staff. 

2009  - If  we  decide  to  manage  ad  sales  internally,  identify  the  skills  gaps  that  prevent 
some  of  our  current  sales  reps  from  selling  ads  (dedicated  ad  sales/paid  placement.)  Train 
sales  reps  if  internal  repurposing  is  appropriate.  Train  all  sales  reps  as  well  on  the  paid 
placement  sales,  as  new  members  would  likely  be  perfect  candidates  for  paid  placement 
to  launch  their  membership  to  the  INPUT  network  and  Govt  Community. 

c.  Management  - Invest  in  mgrnt  training  in  2009  (Skip  Miller  guidance  on  the  critical  role 
of  the  front  line  managers.) 

2009  - Develop  metrics  for  Govt  Community  reps  (quotas  for  new'  members). 
Train/manage  new  Govt  Community  efforts. 

d.  Other  - 

i.  Productivity.  Continue  to  improve  productivity  through  technology 
enhancements,  supplementing  the  sales  force  with  SLA  s to  expand  pipelines  and 
focus  more  costly  sales  talent  on  latter  stages  of  the  sales  cycle. 

ii.  Channel  development  - affiliate  programs  and  formal  referral  programs  to 
increase  volume  of  leads. 
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iii.  Encourage  more  creativity  in  our  area's  planning  and  development  processes  - 
think  about  new  ways  to  sell  (sell-through  channels,  collaboration  with 
associations,  etc.) 

6.  On  a scale  of  1 = low  and  5 =high.  rate  each  area  in  its  ability  to  accomplish  that.  Comment  if  you 
like 

a.  _2 Sales  - I've  already  provided  my  growth  plans,  which  don  t attain  the  25%  target. 

b.  _3 MS  - will 

c.  _2 Marketing 

d.  _2_  Product  Development 

e.  _4 Operations 

f.  _2 Technology  _ 

g.  4 Finance  & Administration 

7.  What  does  each  have  to  do  in  their  area  each  year  to  accomplish  that: 

a.  Sales  - detailed  above 

b.  MS  -Overall:  apply  more  rigor  to  the  90  day  plans:  develop  strong  out  of  cycle  upsell 
strategies;  up-level  relationships  with  largest  accounts  by  increased  executive  contacts. 

Ad  revenues/Govt  Community:  will  require  training  on  paid  placement. 

c.  Marketing  - Accelerate  all  of  the  follow  ing:  improve  SEO/SEM  for  lead  generation; 
implement  Open  Web  strategy  ASAP;  finalize  plans  for  ad  sales  as  an  incremental 
revenue  stream;  revamp  web  site  (public). 

d.  Product  Development  - formalize  a product  development  life  cycle,  including  market 
testing  and  validation;  develop  a portfolio  of  products  and  services  for  small  businesses. 
Focus  on  a development  cadence  of  enhancements  and  new  products. 

e.  Operations  - Strengthen  relationships  with  the  govt  community;  elevate  our  reputation  as 
the  source  for  public  sector  procurement  intelligence  through  increased  visibility; 
leverage  technology  to  improve  product  quality  (timeliness  and  accuracy)  as  well  as 
scope. 

f.  Technology  - Improve  internal  tools  (portals.  MPS  streamlining);  strengthen  our  security 
measures  to  eliminate  password  sharing  between  companies.  Need  CTO  ASAP  to  make 
framework,  infrastructure  decisions  and  Open  Web  plans.  Open  Web  critical  to  success 
of  ad  placement  - SEO/SEM  drives  users  to  the  site,  increased  member/visitor  traffic 
justifies  ad  rates.) 

g.  Finance  & Administration — assist  in  analytical  analysis/data  slicing  to  improve 
efficiencies  and  productivity;  provide  user  friendly  front-ends  to  budget  reports  to  allow 
for  better  expense  mgmt  and  planning. 

h.  Management  - Continue  to  strive  for  excellence  and  demand  accountability.  Streamline 
planning  to  minimize  time  requirements.  Hire  CTO  ASAP. 

8.  On  a scale  of  1 to  5 how1  difficult  is  it  to  accomplish  this  goal?  4 

9.  On  a scale  of  1 to  5 how  committed  is  the  company  to  accomplish  this  goal?  3 
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10.  On  a scale  of  1 to  5 how  committed  are  you  to  accomplish  this  goal?  4 -I  am  firmly  and 

completely  committed  to  giving  this  company  my  all.  I feel  energizing  and  sense  the  same  from 
the  sales  team  and  other  organizations.  This  will  not  be  an  easy  journey,  given  the  current 
economic  state  and  competitive  environment,  but  we  are  well  positioned. 
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MEMORANDUM 


DATE: 


December  2,  2008 


TO: 


SUBJECT: 


FROM: 


Executives 


PctTTCuTmtngtonT 
Plan  Questions 


A. 


1 . What  rate  of  growth  of  the  company  revenues  are  you  planning  through  20 1 1 ? 

Peter,  the  2009  New  Business  planned  growth  is  17.7%.  Based  on  increased  productivity  and 
additional  sales  capacity  in  20 1 0,  this  growth  w ill  increase  to  18. 1%  in  20 10  and  2 1 % in  2011. 

2.  On  a scale  of  1 = low  and  5 =high.  rate  the  degree  to  which  you  have  planned  your  department's 
activities  through  2011. 


3.  We  have  a plan  to  grow  the  company  in  revenues  at  25%  from  2007  through  2011  to  achieve  $45 
Million  in  revenues  in  2011. 

4.  On  a scale  of  1 = low'  and  5 =high.  rate  your  department  in  its  ability  to  accomplish  that.  2.  as 
documented  in  A.  My  growth  rates,  though  aggressive  and  higher  than  in  recent  years  passed,  do 
not  attain  25%  targets. 

5 . What  do  you  have  to  do  in  your  area  each  year  (2009,  20 1 0 and  20 1 1 ) to  accomplish  that: 

a.  Capacity  (#  of  employees)  - add  2-3  incremental  sales  reps/yr,  once  productivity  reaches 
target  levels. 

b.  Skills  - Continue  the  investment  in  sales  certification  and  training  for  effective  on- 
ramping  of  new  hires,  continuing  sales  education  (monthly  skills  sessions  and 
product/industry  training)  to  refine  skills  of  entire  sales  staff. 

c.  Management  - Invest  in  mgmt  training  in  2009  (Skip  Miller  guidance  on  the  critical  role 
of  the  front  line  managers.) 

d.  Other  - 

i.  Productivity.  Continue  to  improve  productivity  through  technology 
enhancements,  supplementing  the  sales  force  with  SLA  s to  expand  pipelines  and 
focus  more  costly  sales  talent  on  latter  stages  of  the  sales  cycle. 

ii.  Channel  development  - affiliate  programs  and  formal  referral  programs  to 
increase  volume  of  leads. 
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iii.  Encourage  more  creativity  in  our  area's  planning  and  development  processes  - 
think  about  new  ways  to  sell  (sell-through  channels,  collaboration  with 
associations,  etc.) 

6.  On  a scale  of  1 = low  and  5 =high.  rate  each  area  m its  ability  to  accomplish  that.  Comment  if  you 
like 

a.  2 Sales  - I've  already  provided  my  growth  plans,  which  don't  attain  the  25%  target. 

b.  4 MS 

c.  _3 Marketing 

d.  _2_  Product  Development 

e.  _4 Operations 

f.  _3 Technology 

g.  4 Finance  & Administration 

7.  What  does  each  have  to  do  in  their  area  each  year  to  accomplish  that: 

a.  Sales  - detailed  above 

b.  MS  -Overall:  apply  more  rigor  to  the  90  day  plans;  develop  strong  out  of  cycle  upscll 
strategies;  up-level  relationships  with  largest  accounts  by  increased  executive  contacts. 

c.  Marketing  — improve  SEO/SEM  for  lead  generation;  implement  Open  Web  strategy 
ASAP;  finalize  plans  for  ad  sales  as  an  incremental  revenue  stream;  revamp  web  site 
(public). 

d.  Product  Development  - formalize  a product  development  life  cycle,  including  market 
testing  and  validation;  develop  a portfolio  of  products  and  services  for  small  businesses. 
Focus  on  a development  cadence  of  enhancements  and  new  products. 

e.  Operations  - Strengthen  relationships  with  the  govt  community;  elevate  our  reputation  as 
the  source  for  public  sector  procurement  intelligence  through  increased  visibility; 
leverage  technologv  to  improve  product  quality  (timeliness  and  accuracy)  as  well  as 
scope. 

f.  Technology  - Improve  internal  tools  (portals,  MPS  streamlining);  strengthen  our  security 
measures  to  eliminate  password  sharing  between  companies. 

g.  Finance  & Administration — assist  in  analytical  analysis/data  slicing  to  improve 
efficiencies  and  productivity;  provide  user  friendly  front-ends  to  budget  reports  to  allow 
for  better  expense  mgrnt  and  planning. 

h.  Management  — Continue  to  strive  for  excellence  and  demand  accountability.  Streamline 
planning  to  minimize  time  requirements. 

8.  On  a scale  of  1 to  5 how  difficult  is  it  to  accomplish  this  goal?  4 

9.  On  a scale  of  1 to  5 how  committed  is  the  company  to  accomplish  this  goal?  3 

10.  On  a scale  of  1 to  5 how  committed  are  you  to  accomplish  this  goal?  4 -I  am  firmly  and 

completely  committed  to  giving  this  company  my  all.  I feel  energizing  and  sense  the  same  from 
the  sales  team  and  other  organizations.  This  will  not  be  an  easy  journey,  given  the  current 
economic  state  and  competitive  environment,  but  we  are  well  positioned. 

*** 
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MEMORANDUM 


TO: 


DATE: 


December  2,  2008 

Executives 


FROM: 


SUBJECT: 


Plan  Questions 


A. 


1 . What  rate  of  growth  of  the  company  are  you  planning  through  2011? 

As  indicated  in  our  Nov.  presentation.  I see  15%  compounded  if  what  is  "on  the  table  ’ works  out 
& given  that  I allow  myself  to  buy  into  the  potential  3-yr  upside  of  being  a "web  destination", 
which  I'm  not  sure  I do.  1 like  ideas  like  the  'Task  Order  Aggregation”  and  the  "Top  20" 
better...  if  we  “build  stuff’  /provide  services  that  "people  with  money  to  spend"  want,  we're  in 
control  of  our  destiny.  Don't  see  enough  of  those  types  of  things  on  the  table  right  now  to  "plan 
for  more.  Plus,  the  "legs”  of  our  core  product  set  is  (still)  a big  question  mark  in  my  mind,  .just 
look  at  November's  performance. 

2.  On  a scale  of  1 = low  and  5 =high.  rate  the  degree  to  which  you  have  planned  your  department's 
activities  through  2011. 

"One”  (low). 


3.  We  have  a plan  to  grow  the  company  in  revenues  at  25%  from  2007  through  2011  to  achieve  $45 
Million  in  revenues  in  20 1 1 . 

4.  On  a scale  of  1 = low  and  5 =high.  rate  your  department  in  its  ability  to  accomplish  that.  4 
(mostly  HR  skills  to  be  developed) 

5.  What  do  you  have  to  do  in  your  area  each  year  (2009,  20 1 0 and  20 1 1 ) to  accomplish  that: 

a.  Capacity  (#  of  employees)  (assumes  no  mergers) 

Accounting:  2009  no  adds;  2010  add  1 FTE  Clerk-level:  201 1 add  1 FTE  Clerk-level 
plus  1 Staff  Accountant. 

HR/ Admin:  2009  no  adds  (upgrade  $43k  staff  to  a $50k  instead);  2010  add  1 Admin/HR 
generalist;  201 1 might  want/need  satellite  facility,  so  add  1 admin/reception  support  staff 

b.  Skills 

Accounting:  2009:  train  Sr.  Accountant  in  use  of  SQL  to  pull  custom  MPS  reports; 
2010:  training  in  specialized  Netsuite  reporting  for  Sr  Acct  & above  levels;  need  to  grow' 
at  least  one  existing  accountant/clerk  staff  to  a senior  accountant  role  by  y/e  2010  (on  the 
job  experience  is  most  critical).  VP  of  Finance  to  develop  "external  networking 
presence/skills  starting  2009  (start  with  NVTC  CFO  series.  Financial  Executives 
International  meetings). 
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HR/ Admin:  Sr  Mgr  Administration  is  currently  getting  SHRM  certification  for  2009; 
continue  to  develop  HR  toolkit  of  this  individual  in  2010-201  lwith  external  training  & 
SHRM  membership/networking 

c.  Management 

Accounting:  Structure  of  Dir  of  Accounting  (promote  to  Controller)  with  1 mgr  & 2 sr 
accountants  by  v/e  2010  should  be  fine. 

HR/ Admin:  Sr  Mgr  Administration  should  be  on  Director  track  for  early  2009;  will  need 
2009  "staff  upgrade”  person  to  assume  backup  & quasi-mgr  capability  by  mid-2010,  will 
have  training  program  to  support  that  growth. 

d.  Other  May  need  technology  resources  in  2010  to  bridge  MPS  data  to  Netsuite  in  order 
to  operate  at  optimum  efficiency  in  an  environment  with  more  Web-driven  transactions. 
Implement  advanced  Netsuite  reporting  in  2010  (or  utilize  homegrown  SQL  resources 
more  effectively)  (see  skills). 

6.  On  a scale  of  1 = low  and  5 =high.  rate  each  area  in  its  ability  to  accomplish  that.  Comment  if  you 
like 

a.  3 Sales  Pipeline  management  lacking,  as  is  segmentation  awareness  (hopefully 

Deepak  will  address  both  in  short  order).  Too  resistant  to  allowing  specialists  to  sell 
certain  product  sets,  and  bear  the  quota  (ex.  S&L  and  1A).  Not  aggressive  enough  in 
bringing  ideas  to  Product  Dev  for  building  more  "stuff  we  can  sell  , or  pushing 
adjustments  in  what  we  have  to  make  it  more  appealing.  Hear  from  various  sources  that 
too  many  salespeople  lack  a level  of  product  awareness  & savvy  to  maximize  our 
conversion  potential.  Member  Services  doesn't  seem  to  be  ready  to  answer  the  question 
about  what  we  can  do  for  our  members  that  we  aren't  doing  today. 

b.  4 MS  Seem  to  have  the  renewal  drill  down,  but  Brian  seems  too  involved  in  renewal  account  calls 
at  monthend.  I believe  that  the  company  is  asking  him  to  shift  his  energy  toward  more  upsell/new 
services  generation  as  an  exec,  so  he  needs  his  managers  to  step  up  and  take  some  more  of  the 
renewal  process  off  of  his  hands 

c.  4 Marketing  Score  is  "If"  Rombach  can  build  out  the  team  as  planned.  This 

organization  needs  power  & the  right  staff  to  mold  MS.  Sales  and  Product  Dev  into  a 
cross-functional  customer-driven  machine.  We  seem  to  be  on  right  track  in  terms  of 
vision  for  this  team. 

d.  2 Product  Development  I can't  tell  you  what  this  is  right  now;  the  process  of  bringing 
new  things  to  market  is  in  flux  as  Mktg  is  being  built  out,  and  1 don  t have  confidence  in 
the  individual  attitudes  of  the  software  developers  - Lukehart  masked  problems  in  his 
unit.  We  are  paying  dearly  for  the  strategic  mistake  of  a couple  of  yrs  ago  of  taking  our 
foot  of  the  gas  in  terms  of  pushing  new  products/services  to  our  membership:  our 
"muscle”  is  atrophied  not  just  in  this  specific  function,  but  across  functions  in  terms  of 
how  they  feed  this  area  (see  comments  about  Sales/MS  above). 

e.  3 Operations  Opps  products  need  to  change  orientation  from  volume  to  value  [ie 

customer/profit-drivcn  approach  to  effort  per  opp  (or  group  of  opps,  such  as  a vertical)  or 
per  IA  report].  IA  lacks  entrepreneurial  soul. 

f.  _2 Technology  The  general  sense  is  that  we  are  falling  behind 

g.  4 Finance  & Administration  Not  enough  clarity  about  "HR"  vision.  Should  we 

invest  more  or  less  or  are  we  "just  right”?  Will  our  recruiting  support  be  enough  with 
such  growth? 
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7.  What  does  each  have  to  do  in  their  area  each  year  to  accomplish  that: 

a.  Sales  2009  develop  pipeline  reporting  metrics  & produce  quarterly  segmentation 
reporting  which  is  also  forward-looking  (ie  who  are  next  top  prospects  - gets  to  rating); 
implement  "external''  (another  INPUT  department)  reviews  of  sales-call  performance 
(ex... a product  mgr,  or  Dagutis  or  Plexico  sits  in  on  calls  and  provides  feedback  to 
individual  & sales  management).  Becomes  part  of  Acct  Mgr's  annual  review  feedback. 

b.  MS  2009  Haney  lets  one  of  the  3 existing  mgrs  move  to  the  open  Strategic  advisor  job  so 
that  he  can  hire  a career-first  Manager  (all  3 current  mgrs  are  “mommies”  having  issues 
with  work/life  balance,  all  departments  should  have  a personality  blend  in  Mgr 
positions).  Give  Haney  new'  product  creation  as  a comp  plan  goal . . . maybe  start  with 
former  mbrs  & do  research  project?  2010  Explore  feasibility  of  ad  justing  pricing 
model  for  heavy  users  of  advisor  time;  use  80/20  rule  to  weed  out  unprofitable  members 
if  they  w on't  pay  201 1 Explore  market  attractiveness  of  "outsourcing”  mbr  advisors 
to  member  sites  to  work  on  "crunch”  projects  as  needed. . . is  this  a way  to  get  B&P 
dollars 

c.  Marketing  2009  "staff  up”;  push  Technology  to  have  more  "suggestive''  messages  and 
emails  when  a mbr  is  utilizing  our  content  to  drive  upsell.  Develop  and  institutionalize 
“geographic”  targeting  of  top  prospects  with  messaging,  events,  etc.  2010:  develop 
content  partnerships  for  new  "open  web”  capabilities  (we  won  t grow  fast  enough  if  w e 
try  to  go  the  “content  thing”  alone) 

d.  Product  Development  (answer  combined  with  Technology)  2009  hire  a highly 
competent  Technology  leader  to  infuse  new  energy  to  the  software  development  team, 
plus  plan  on  replacing  at  least  half  of  the  existing  developers  (attitude).  Complete  Search 
capability  upgrade,  & begin  new  portal  development;  2010:  establish  reward  pool  for 
innovation  which  leads  to  measurable  growth  (stock  and  cash  awards) 

e.  Operations  2009  revise  business  plan  (with  Marketing)  for  State  & Local ...  start  with 
“clean  sheet”  & push  to  integrate  offering  with  events,  training,  strategic  partnerships 
(think  beyond  database  to  drive  greater  penetration  and  higher  renewal  rate);  2010 
provide  reporting  on  ROI  per  opp,  or  vertical/horizontal ...  demonstrate  that  Analysts  & 

IA  are  focused  on  delivering  info  where  our  return  potential  is  greatest. 

f.  Technology  (see  Product  Dev) 

g.  Finance  & Administration  2009  VP  Finance  needs  to  drive  metrics  strategy  (bring 
definition  to  what  we  are  going  to  look  at  and  when) 

h.  Management  2009:  give  Dow  d free  reign  for  '09  to  "fly  or  die”,  his  sty  le,  his  way,  and 
then  he’s  100%  accountable...  2010:  depends  totally  on  what  happens  in  2009. 

8.  On  a scale  of  1 to  5 how  difficult  is  it  to  accomplish  this  goal?  Comment  if  you  like  5(hard)  - our 
lack  of  a proven  product  development  engine  (including  the  need  to  get  the  Marketing 
organization  in  order)  will  mean  2009  will  most  likely  be  a "rebuilding”  year,  and  the  growth  rate 
will  need  to  be  that  much  higher  for  2010  & 201 1 ...the  2009  economic  climate  can't  be  ignored 
either;  wre  might  do  everything  right  & still  find  too  many  “skeptical  buyers  with  too  little 
budget.  I'd  feel  better  if  we  were  talking  about  a 5-year  trajectory.  If  we  had  ramped  steadily  at  a 
lower  rate  in  '07  and  '08  by  making  thoughtful  investments  in  technology,  product,  and  talent, 
we’d  be  in  much  better  shape  to  make  201 1 's  “goal  a reality.  It  s about  hitting  "singles  and 
doubles”  first. 

9.  On  a scale  of  1 to  5 how  committed  is  the  company  to  accomplish  this  goal?  Comment  if  you 
like  5 (very).  ..everyone  knows  that  growth  is  the  objective  and  that  growth  is  the  basis  of  how 
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we  are  evaluated  by  the  company’s  ownership.  “How”  to  get  there  and  "‘with  what  talent  and 
leadership”  are  the  far  more  critical  questions. 

10.  On  a scale  of  1 to  5 how  committed  are  you  to  accomplish  this  goal?  Comment  if  you  like  (Nice 
loaded  question.)  My  answer  is  that  I am  committed  to  be  the  best  I can  be  in  whatever 
environment  1 find  myself.  My  commitment  to  an  aggressive  goal  will  be  proportional  to  my 
perception  about  whether  I will  be  able  to  operate  in  an  environment  where  “results  come  first" — 
ahead  of  “pet”  processes,  theories,  sacred  cows,  opinions,  or  whatever...  and  whether  or  not  the 
"new  blood”  (CEO.  SVP  Marketing,  SVP  Technology,  SVP  Top  20)  will  be  allowed  to  bring 
successful  external  ideas,  methods,  and  tactics  to  change  INPUT'S  culture  and  operating 
environment.  At  the  November  board  meeting,  I asked  the  Board  “not  to  blink  . my 
commitment  is  100%  conditional  on  whether  ownership  blinks  in  2009  regarding  who  it's 
installed  as  the  leader,  how  much  autonomy  it  gives  the  “new  blood".  & how  much  it  chooses  to 
invest  to  get  the  job  done  right. 

So  to  answ  er  the  direct  question:  5 if  "new  blood"  is  given  operational  control,  1 if  ownership 
feels  the  need  to  dictate  to  them  “how”  to  get  to  the  result  from  a day-to-day  management 
perspective.  We've  been  there  and  done  that  and  after  30  years  we  re  still  less  than  $25M.  Sorry 
to  be  “direct”,  but  I hope  the  Board/ow nership  appreciates  the  honest  feedback.  Asking  a new  set 
of  people  to  do  it  the  “old  way”  gives  me  zero  confidence,  because  no  one  will  “buy  in”  when  a 
small  company  that  can't  grow  tells  them  how  they  should  manage  their  business  — and  they 
w on't  abandon  w hat's  been  successful  for  them  in  the  past  anyway  — so  if  we  go  down  that  path 
we're  dead  in  the  water. 
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MEMORANDUM 


TO: 


FROM: 


DATE: 


December  5,  2008 
Peter  Cunningham 
Brian  Hanev 


SUBJECT:  Plan  Responses 


A. 

1 . What  rate  of  growth  of  the  company  revenues  are  you  planning  through  2011?  12.5% 

2.  On  a scale  of  1 = low  and  5 =high.  rate  the  degree  to  which  you  have  planned  your  department's 
activities  through  2011.  2 


3.  We  have  a plan  to  grow  the  company  in  revenues  at  25%  from  2007  through  2011  to  achieve  $45 
Million  in  revenues  in  201 1. 

4.  On  a scale  of  1 = low  and  5 =high,  rate  your  department  in  its  ability  to  accomplish  that. 

2 - 1 would  need  a better  appreciation  for  the  characteristics  of  our  new  members  in  the  later 
years  in  order  to  raise  my  confidence  level.  Member  Services  needs  to  evolve  to  meet  what  are 
sure  to  be  some  different  needs  of  those  members.  The  make-up  of  this  member  base  can  van 
widely  based  on  what  we  choose  to  do  with  new  products  and  our  overall  strategic  direction. 

Today,  we  have  a process  that  is  working,  for  the  most  part.  We  also  have  the  ability  to  make 
changes  and  improvements  as  needed  with  little  lag  time.  Adaptability  is  an  advantage. 

However,  with  no  current  insight  into  2010  or  201 1 products,  uncertain  economic  conditions, 
changing  member  demographics,  and  the  potential  targeting  of  uncharted  markets  such  as  non-IT, 
I am  not  confident  in  our  ability  to  accomplish  that.  There  are  too  many  questions  we  still  must 
answer. 

5.  What  do  you  have  to  do  in  your  area  each  year  (2009,  2010  and  201 1)  to  accomplish  that: 

a.  Capacity  (#  of  employees) 


Capacitv  in  Member  Services  ultimately  boils  down  to  account  load.  We  know  that, 
based  on  average  support  demands.  80-90  accounts  for  non-Strategic  MAs  and  20 
accounts  for  Strategic  MAs  is  ideal  today.  With  continued  productivity  improvements 
we  will  continue  to  drive  the  number  of  accounts  that  each  MA  handles  upward.  The 
bottom  line  is  that  we  staff  quickly  and  effectively  to  maintain  the  right  account  load 
balances. 

The  key  will  be  continuing  to  use  segmentation  analysis  to  determine  how  the 
organizational  structure  evolves  to  meet  changes  in  the  segmentation.  This  means 
looking  at  w here  overlays  or  specialists  are  appropriate  and  how/if  we  further  segment 
support  for  different  types  of  members.  Much  of  this  w ill  be  determined  by  the  yet-to-be- 
defined  2010  and  201 1 plans. 


B 


b.  Skills 
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The  following  skills  gaps  have  been  identified  at  both  my  staff  and  manager  level  and 
will  be  addressed  in  the  next  year: 

• Knowledge  of  Market  - continuing  to  evolve  the  role  of  the  Member  Advisor 
into  a market  expert. 

• Public  Speaking  Skill  - beyond  training  and  INPUT  overview  - includes  the 
ability  to  talk  about  the  market  from  an  analytical  standpoint. 

• Analytics  - Using  data  to  build  metrics.  Apply  ing  metrics  to  drive  performance 
and  productivity.  Synthesizing  information.  Using  "data  on  the  data  to  provide 
increased  member  value. 

• Written  Analysis  - translating  findings  into  yy  rittcn  form  for  distribution  to 
members. 

• Project  Planning  / Campaigning  - Building  strategy  and  implementation  plans  to 
drive  activities  in  key  areas  and  measuring  results. 

• Complaint  Management/Exception  Handling 

• Strategic  Planning  - looking  beyond  next  month. 

• Ueadership/Motivational  Skills 

c.  Management 

I must  w ork  on  grooming  a back-up  for  myself  and  closing  some  of  the  manager  skills 
gaps  highlighted  above.  We  yy  ill  need  managers  that  are  capable  of  dealing  w ith  new 
tvpes  of  members,  new  streams  of  revenue,  and  neyv  yy  ays  of  delivering  and  supporting 
the  product. 

Management  must  increase  focus  on  looking  at  innovative  ways  to  segment  the  member 
base  and  align  resources  accordingly  to  maximize  profitability  yvhile  maintaining  orders 
growth. 

MS  Management  in  general,  including  I,  must  increase  focus  on  cost  and  productivity 
improvement  along  yvith  orders. 

d.  Other 

6.  On  a scale  of  1 = low  and  5 =high,  rate  each  area  in  its  ability  to  accomplish  that.  Comment  if  you 
like 

a.  _2 Sales 

b.  _2 MS 

c.  _1 Marketing 

d.  _2 Product  Development 

e.  2 Operations 

f.  _2 Technology 

g.  _3 Finance  & Administration 

This  assessment  yvas  made  based  on  yvhere  these  organizations  stand  today.  They  obviously 
must,  and  will,  evolve  by  the  201 1 plan  year. 

7.  What  does  each  have  to  do  in  their  area  each  year  to  accomplish  that: 
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a.  Sales 

Grow  the  market  knowledge  of  the  sales  staff,  develop  alternate  selling  channels, 
continue  the  evolution  of  segmented  selling  (geographic,  company  size,  type,  etc.) 

b.  MS 

Grow  Member  Advisor  market  knowledge,  continue  to  segment  and  understand  the  needs 
of  different  tvpes  of  users,  close  the  skills  gaps  listed  above,  continue  to  add  value  to  the 
core,  become  increasingly  focused  on  account  growth  (up-sell,  especially  outside  renewal 
cycle),  eliminate  redundancies  (knowledge  base),  continuously  empower  members  more 
(results  in  productivity  improvements  and  freed  capacity) 

c.  Marketing 

Build  a strong  product  management  function,  strengthen  the  overall  INPUT  brand,  assist 
in  developing  additional  revenue  streams,  improve  classification  and  qualification  of 
prospects,  drive  eCommerce  sales,  increase  traffic  to  both  free  and  paid  site,  improve 
SEO/SEM  process. 

d.  Product  Development 

Develop  a strong  process  for  evaluating  and  planning  new  products,  institutionalize  a 
market  feedback  mechanism,  increase  out-bound  product  promotion 

e.  Operations 

Efficiencies  and  productivity  improvements  to  reduce  overall  cost,  strengthen 
government  relationships,  continue  addition  of  value  to  product  core,  improve  overall 
timeliness  and  relevancy  of  analysis. 

f.  Technology 

Ensure  platform  is  scalable,  improve  MPS  and  internal  portals  (SharePoint?),  institute 
agile  development,  implement  security  enhancements,  investigate  alternate 
communication  vehicles  (mobile,  video,  etc.) 

g.  Finance  & Administration 

Implement  a metrics  function  focused  on  driving  ROI.  develop  effective  recruiting 
strategies  to  target  an  evolving  market  of  candidates,  strengthen  internal  employee 
development  programs  and  defined  career-paths. 

h.  Management 

Continued  empowering  and  enablement  of  staff  - with  accountability  for  results,  increase 
market  externality,  develop  skills  for  dealing  with  rapid  and  high-volume  growth. 

8.  On  a scale  of  1 to  5 how  difficult  is  it  to  accomplish  this  goal?  Comment  if  you  like 

4 (difficult)  - Based  on  recent  history  and  current  market  conditions,  this  is  by  no  means  an  easy 
goal.  It  is  very  difficult  to  envision  based  on  our  current  structure  and  capability.  That  said,  it  is 
not  impossible  but  there  are  a few  key  elements  that  1 believe  must  be  in  place: 

• Singles  and  doubles  vs.  homeruns.  We  cannot  and  should  not  spend  any  significant  effort 
addressing  2011  until  we  have  some  successes  and  build  some  momentum  in  2009.  That 
is  not  to  say  that  forward  thinking  is  not  important  and  that  w'e  should  not  have  an  initial 
target,  but  it  is  critical  to  first  prove  our  plan  in  2009  since  it  w ill  begin  to  answer  some  of 
the  fundamental  open  questions  about  what  markets  are  healthy,  what  products  w'ork  for 
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us,  and  what  the  market  will  bear  from  a pricing,  packaging,  and  sales  approach 
perspective. 

• Focus.  We  cannot  lose  it  by  regularly  adding  new  priorities  and  shifting  existing  ones. 

• Metrics-based  accountability  and  ownership.  We  must  stay  focused  on  results  - at  all 
levels  of  the  organization. 

• Marketing.  Developing  a strong  product  management  function  and  strengthening  the 
INPUT  brand. 


9.  On  a scale  of  1 to  5 how  committed  is  the  company  to  accomplish  this  goal?  Comment  if  you 
like 

3 — We  need  to  continue  our  recent  trend  toward  focus  on  results.  For  too  long,  we  were  more 
focused  on  the  process  than  the  end  result  the  process  yields.  This  often  led  to  inflexibility  in 
making  quick  and  necessary  changes  to  stay  on  course.  I feel  that  we  now  have  this  results- 
oriented  focus.  That,  above  all  else,  shows  corporate  commitment  to  the  goal.  With  results 
comes  accountability  and  ownership  - at  all  levels  of  the  organization.  With  accountability 
comes  motivation,  and  ultimately  breeds  a culture  in  which  everyone  feels  they  have  a stake  in 
the  goal.  Accountability  also  yields  metrics  that  can  quickly  provide  indicators  of  where 
immediate  change  or  improvement  is  needed. 

10.  On  a scale  of  1 to  5 how  committed  are  you  to  accomplish  this  goal?  Comment  if  you  like 

4 - I am  still  concerned  about  the  existing  number  but  am  excited  for  a challenge.  If  this  is 
ultimately  deemed  the  right  goal  and  is  backed  by  confidence  from  all  functional  areas,  my 
motivation  will  be  at  its  peak.  I have  felt  very  encouraged  these  last  few  months  and  feel 
increasingly  like  an  integral  component  of  our  success,  as  does  my  team.  I w ill  certainly  need 
continued  coaching  and  training  to  increase  my  effectiveness  further  and  am  willing  to  invest 
what  it  takes.  I look  forward  to  the  same  investment  in  me  by  the  company.  As  I said  above, 
ownership  breeds  motivation. 
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MEMORANDUM 


DATE: 


December  2,  2008 


TO: 


Peter 


FROM: 


Kevin 


SUBJECT:  Plan  Questions 


CC: 


Tim 


A. 


1 . What  rate  of  growth  of  the  company  revenues  are  you  planning  through  2011? 

15%  currently,  though  I am  expecting  initiatives  to  materialize  that  get  us  to  our  25%/vear 
aspirations. 

2.  On  a scale  of  1 = low  and  5 =high.  rate  the  degree  to  which  you  have  planned  your  department's 
activities  through  2011. 

3 - 2009  is  well  planned.  I believe  I have  the  organization  structure  that  will  allow  Operations  to 
grow  through  2011.  The  exact  number  of  hires,  particularly  to  support  new,  less  developed 
opportunities,  are  unknown.  Our  focus  has  been  on  2009  plan,  not  2010-11. 

B. 

3.  We  have  a plan  to  grow  the  company  in  revenues  at  25%  from  2007  through  201 1 to  achieve  $45 
Million  in  revenues  in  2011. 

4.  On  a scale  of  1 = low  and  5 =high,  rate  your  department  in  its  ability  to  accomplish  that. 

4-1  feel  good  about  the  people  and  capabilities  (and  growth  potential)  of  the  team.  There  are  a 
couple  key  holes  to  fill  that  have  been  identified  and  in  the  plan.  From  an  operations  point  of 
view,  I think  our  team  will  be  able  to  evolve  and  grow  to  support  the  25%  growth  targets. 

5.  What  do  you  have  to  do  in  your  area  each  year  (2009,  2010  and  201 1)  to  accomplish  that: 

a.  Capacity  (#  of  employees) 


i With  the  exception  of  additional  analytical  horsepower  (primarily  in  Industry 
Analysis),  1 am  not  anticipating  major  changes  to  skill  requirements  in 
Operations  now  through  201 1 beyond  what  I'd  consider  'routine’  employee  skill 
development.  Obviously  that  could  change  depending  on  what  products  we 
develop  that  are  not  currently  defined. 


i.  2008-60 


ii.  2009-65 


hi.  2010-68 


iv.  2011-71 


b.  Skills 


c.  Management 
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i.  Keeping  in  mind  that  we  just  went  through  a rather  significant  change,  with  the 
exception  of  a key  leader  for  Industry  Analysis  (that  1 further  anticipate  will 
serve  as  a backup  for  me),  1 do  not  anticipate  significant  changes  to  my 
management  structure  now  through  2011. 

d.  Other 

i.  I do  anticipate  additional  expansion  of  our  use  of  offshore  content  development 
resources.  Beyond  2009,  at  what  pace.  I do  not  know  exactly.  For  2009,  I expect 
to  expand  use  of  them  into  more  areas  (specifically  labor  pricing  and  task  orders), 
however  we  have  also  identified  several  efficiencies  in  how  we  use  them  toda\ 
that  will  likely  mean  we  do  not  have  much  change  in  our  total  expense  in  this 
area  (Meaning  they  will  be  doing  more  work  but  more  efficiently). 

6.  On  a scale  of  1 = low  and  5 =high,  rate  each  area  in  its  ability  to  accomplish  that.  Comment  if  you 
like 

a.  _3_  Sales  - I sense  we  need  ability  to  sell  in  different  ways  (e.g..  higher  volume/lower 
price,  channels  and  high  value  offerings)  and  we  have  not  figured  out  how  to  do  this 
effectively  yet. 

b.  _4_  MS  - 1 think  we  need  to  more  effectively  and  aggressively  upsell  products  - 
particularly  S&L.  analytical  and  others  that  are  planned. 

c.  2 Marketing  - There  are  some  key  positions  that  need  to  be  filled.  Mike  Rombach  is  on 
it,  but  to  me.  this  is  a key  priority. 

d.  3__  Product  Development  - Assuming  strong  product  management/marketing  from 
Marketing.  I think  product  this  will  be  addressed  as  well.  In  the  organization  Tim  is 
structuring,  these  two  go  hand  in  hand. 

e.  See  above  Operations 

f.  3 Technology  - need  some  software  architecture  changes  to  support  some  new 

initiatives  and  need  key  lead  for  this  area. 

g.  4 Finance  & Administration  - assuming  organic  growth,  I don  t see  any  major 

changes  needed  here. 

7.  What  does  each  have  to  do  in  their  area  each  year  to  accomplish  that: 

See  comments  above.  They  address  this  question  though  I do  not  have  a ‘year  by  year  view  on 
this. 

a.  Sales 

b.  MS 

c.  Marketing 

d.  Product  Development 

e.  Operations 

f.  Technology 

g.  Finance  & Administration 

h.  Management 

8.  On  a scale  of  1 to  5 how  difficult  is  it  to  accomplish  this  goal?  Comment  if  you  like 
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a.  4 - Hard  work  but  doable  (though  I sense  more  difficult  in  the  new  economic  climate  we 
are  in).  Ultimately,  I think  it  comes  down  to  increasing  penetration  rates  with  our  existing 
products  in  our  existing  members  and  having  a couple  really  successful  new  products. 

9.  On  a scale  of  1 to  5 how  committed  is  the  company  to  accomplish  this  goal?  Comment  if  you 
like 

a.  4-1  think  the  company  is  committed  and  wants  it  desperately,  but  there  appears  to  be 
wide  variation  in  opinion  on  how  to  do  it  and  l don  t think  we  ve  always  had  the  patience 
and  stability  in  our  product  strategies  and  senior  personnel  to  achieve  it.  We  have 
changed  our  strategy  with  quite  a bit  of  frequency  (e.g.,  2 years  ago,  it  was  about  going 
after  large  companies  with  big  ticket/high  value  offerings.  Last  year  it  was  about  going 
after  the  masses  at  a lower  price  point  - that  strategy  seems  to  have  been  abandoned  by 
our  board  without  a substantive  discussion  or  a conscious  decision.  One  board  member 
even  said  they  never  agreed  with  it  in  the  first  place).  I'm  optimistic  that  leadership 
stability  and  some  key  leadership  positions  filled  will  allow  us  to  create  the  environment 
and  stability  needed  to  get  there.  I do  feel  it  will  take  some  time  to  build  momentum. 

10.  On  a scale  of  1 to  5 how  committed  are  you  to  accomplish  this  goal?  Comment  if  you  like 

4 - Obviously  I have  a lot  to  gain  if  we  are  successful  and  I very  much  want  the  company  to  grow 
and  thrive.  We  really  need  to  find  a way  to  establish  a solid  leadership  team  and  retain  them.  I put 
4 as  I'm  also  committed  to  growth  AND  profit.  The  goal  above  only  mentions  growth.  I'd  be 
perfectly  willing  to  sacrifice  a few7  points  of  growth  if  it  meant  a strong  profit. 


*** 
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MEMORANDUM 


TO: 


DATE: 


FROM: 


December  5,  2008 
Peter  Cunningham 
Mike  Rombach 


SU  B J EOT : Plan  Questions  - Responses 


1 . What  rate  of  growth  of  the  company  revenues  are  you  planning  through  20 1 1 ? 

15%  in  2009,  20%+  in  2010  and  2011 

2.  On  a scale  of  1 = low  and  5 =high,  rate  the  degree  to  which  you  have  planned  your  department  s 
activities  through  2011. 

At  present,  1 . 


3.  We  have  a plan  to  grow  the  company  in  revenues  at  25%  from  2007  through  2011  to  achieve  $45 
Million  in  revenues  in  20 1 1 . 

4.  On  a scale  of  1 = low'  and  5 =high?  rate  your  department  in  its  ability  to  accomplish  that. 

At  present,  1 . 

5.  What  do  you  have  to  do  in  your  area  each  year  (2009.  2010  and  201 1)  to  accomplish  that: 

a.  Capacity  (#  of  employees) 

2009  - 1 1 

2010,  2011  -TBD  based  on  business  needs 

b.  Skills 

2009  - shore  up  marketing  functional  skills  (Events,  Marcomm,  Online  Mktg)  to 
support  broadened  requirements  of  existing  and  new  products,  introduce  strong 
Product  Management  function,  install  and  support  Online  Portal  Lead 

In  second  half  of  2009  unfolds,  skills  requirements  will  evolve  as  well.  I must 
develop  and  refine  functional  skills  to  evolve  with,  and  to  support,  growing 
product  offerings.  Evolve  Pdct  Mgmt  team  to  practice  full  P&L/  general 
management  leadership  for  their  respective  products.  Support  Portal  Lead  with 
required  analytic  and  execution  skills  through  staffing,  and  develop  Portal  Lead  to 
grow  Portal  as  if  it  were  his/her  “own  business” 

2010  and  201 1 - Skills  required  for  success  will  continue  to  evolve  in  2010  and 
beyond.  Maintenance,  new  introductions,  and  consistent  execution  will  be 
requisite  strengths  for  each  functional  area.  Strategic  opportunity  identification, 
staff  development,  and  positioning  INPUT  for  continued  future  growth  become 
more  prominent  demands  for  each  team  leader. 

c.  Management 
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Key  management  needs  for  myself  will  consist  of  (initially)  managing  a focused 
recruiting  effort  while  filling  in  personally  to  meet  functional  marketing  needs  until 
hiring  is  completed.  Once  team  is  in  place  my  focus  will  shift  toward  improving 
efficiency  and  output  of  the  mktg  team,  while  informing  the  unfolding  strategy  and 
individual  initiatives  by  personal,  direct  involvement. 

Another  management  need  will  be  to  identify  and  to  ready  a possible  Marketing 
Team  Leader/successor  from  among  the  functional  team  leads. 

d.  Other  - None 


6.  On  a scale  of  1 = low  and  5 =high,  rate  each  area  in  its  ability  to  accomplish  that.  Comment  if  you 
like  - General  Comment  This  question,  as  asked,  requires  a point-in  time  measure  of 
readiness  as  compared  to  a future  (2-3  years  out)  objective.  In  addressing  the  timing 
dissonance,  I provide  my  ratings  based  on  a current  assessment  of  capabilities  only. 
Please  do  not  misinterpret  my  answers  to  conclude  I lack  confidence  in  improving  those 
capabilities  over  the  required  timeframe. 

a.  3 Sales 

b.  3 MS 

c.  1 Marketing 

d.  1 Product  Development 

e.  3 Operations 

f.  1 Technology 

g.  4 Finance  & Administration 

7.  What  does  each  have  to  do  in  their  area  each  year  to  accomplish  that: 

NOTE:  my  answers  are  not  prescriptive  enough  to  provide  year-by-year  feedback.  They 
do  indicate  the  most  salient  points  I see  standing  between  each  team  and  a “5”  rating 
above 

a.  Sales  - must  refine  selling  skills  consistency  to  yield  higher  efficiencies.  Must 
evolve  to  address  new  distribution  channels  as  required.  Must  retain  talent  and 
replace  underperformers  with  greater  success. 

b.  MS  - evolve  to  provide  a high  level  of  support  to  a changing  set  of  products  and 
a changing  set  of  customers.  Do  so  in  a way  that  acknowledges  inherent  cost 
constraints  of  higher-demand/lower  profit  segments.  Agility  will  be  key  to 
success. 

c.  Marketing  - Hiring  and  developing  a competent  team  is  first  priority.  Strengthen 
baseline  skills  still  lacking  (e.g.  - Marcomm,  inadequate  oversight  of  online 
marketing,  etc.).  Institute  Product  Management  function  as  driving  force  for 
marketing  with  specific,  individual  accountabilities,  for  each  product.  Work  in 
close  conjunction  with  Online  Portal  Lead  to  conceive,  design,  launch,  and  refine 
the  destination  site. 

d.  Product  Development  - Requires  overhauling.  Must  tie  Pdct  Development  more 
closely  to  dictates  of  customer  and  market  demands.  Develop  what  market 
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requires  - no  more  and  no  less.  Need  this  team  to  become  more  effective 
managers  of,  and  collaborators  with,  the  Technology  Development  team  while 
working  in  unison  with  Product  Mgmt. 

e.  Operations  - Team  generally  functions  well  now,  but  must  improve  ability  to 
change  as  quickly  as  our  changing  market.  Processes  and  procedures  can  be 
facilitated  through  support  of  improved  technology  infrastructure.  Once 
technology  investments  are  made,  Operations  must  quickly  evolve  to  increase 
both  output  and  efficiency  to  leverage  said  investment. 

f.  Technology  - I see  a fundamental  overhaul  of  infrastructure  as  being  required. 

We  need  a strong  and  capable  head  of  technology  in  place  to  chart  the  best 
course  and  to  implement  accordingly.  This  overhaul  will  occur  while  Portal  is  in 
development,  so  managing  those  parallel  paths  with  no  compromise  in  service 
delivery  will  be  the  most  vital  of  skills  in  next  12-18  months 

g.  Finance  & Administration  - currently  the  team  most  capable  of  performing  against 
future  objectives,  allowing  for  personnel  growth  along  the  way.  I do  not  envision 
demands  on  this  team  evolving  at  a rate  commensurate  with  revenue  and  profit 
growth  plans,  so  less  change  will  be  required  to  keep  the  group  performing  at  the 
required  high  level  of  competence. 

h.  Management  - Senior  Team  reporting  to  CEO;  requires  addition  of  a strong  SVP 
Tech,  but  otherwise  esprit  de  corps  and  capabilities  position  this  team  as  capable 
of  achieving  business  objectives  through  management  of  their  respective  teams 
and  functions. 

CEO  - Tim  Dowd  possesses  the  experience,  knowledge,  leadership,  and 
perseverance  required  to  lead  the  above  team  to  the  desired  business  success  - 
if  allowed  to  do  so  with  a high  degree  of  focus  and  a low  degree  of  intervention.  I 
do  have  concerns  that  his  capabilities  are  being  diminished,  due  to  what  I 
perceive  as  an  effort  to  manage  by  compromise  with  the  BOD. 

8.  On  a scale  of  1 to  5 how  difficult  is  it  to  accomplish  this  goal?  Comment  if  you  like 

NOTE:  (I  assume  1 =hard  and  5 = easy).  At  present  I rate  the  difficulty  as  a 1,  meaning  I 
see  it  as  exceptionally  difficult.  This  rating  owes  to: 

a)  An  economy  more  likely  to  temper  success  than  we  have  yet  acknowledged,  and 

b)  I feel  the  CEO  (and  by  extension,  his  team)  are  being  managed  to  a degree  likely  to 
limit  the  potential  success.  I would  prefer  that  the  BOD  give  the  team  enough  leeway 
to  either  achieve  success  - or  prove  that  it  can’t.  Too-frequent  intervention  almost 
always  ensures  the  latter  case  - which  is  inconsistent  with  ALL  of  our  shared 
objectives. 

9.  On  a scale  of  1 to  5 how  committed  is  the  company  to  accomplish  this  goal?  Comment  if  you 
like 

NOTE:  (I  assume  1 =uncommitted  and  5 = extremely  committed). 

I would  rate  the  rank  and  file  employee  base  as  a 4,  meaning  motivated  and  ready  to  go 
accomplish  this  goal  with  leadership  from  the  senior  team. 

I would  rate  the  Senior  Team  (BOD,  CEO,  and  Sr.  Staff,  collectively)  with  a commitment 
of  2.  Desire  and  motivation  to  accomplish  the  goal  are  very  high,  but  we  appear 
dysfunctional  in  the  area  of  mutual  trust  (believing  in  each  others’  professional  strengths 
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without  undermining  authority  - which  has  the  effect  of  letting  none  actually  demonstrate 
their  strengths). 

At  present,  the  Sr.  team  risks  failing  the  engaged,  broader  organization. 


10.  On  a scale  of  1 to  5 how  committed  are  you  to  accomplish  this  goal?  Comment  if  you  like 
NOTE:  (I  assume  1 =uncommitted  and  5 = extremely  committed). 

I rate  my  own  commitment  as  a 5.  I am  motivated  to  succeed,  and  confident  that  we 
can.  My  belief  lags  that  commitment,  though,  as  I am  concerned  we  are  not  posturing 
ourselves  properly  to  achieve  the  goal. 


* * * 
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Plan  Issues,  Peter  Cunningham  11/25/08 
General 

v/  1 . Price  list  (What  are  we  going  to  sell,  when  to  whom  at  what  price) 

a.  01/01/09 

b.  Expected  changes 

2.  Financial  plans  by  quarter 

3.  Schedules  by  month 

4.  Plans  have  two  components 

a.  Financial  (Orders,  Revenues,  costs  (LOE  where  relevant) 

b.  Schedule  (who  what  when  how) 

5.  Systems  tools  needed  (company  wide) 

a.  Electronic  forms 

b.  Sharepoint/DMS 

c.  Community 

Functional 

1 .  Sales 

a.  Organization  Structure  1/1/09  12/31/09 
^ i.  Turnover  assumptions 

S ii.  Seasonality 

iii.  Geographic  coverage;  Prospect  vs  Member  distribution. 

S iv.  Ramps  for  new  sales  people 

1.  Trainees 

2.  Experienced 

v.  Inclusion  of  2009  capacity  increase 

b.  Sales  Plan  ( How  will  each  be  sold,  expected  results  by  quarter) 

i Federal  1AP 
✓ ii.  S&LIAP 

iii.  Federal  data  base  products 

1.  Existing 

2.  New 

a.  CovEx 

b.  Other 

/ iv.  S&L  data  base  products  (75%  of  targets  do  not  overlap  with  federal) 
v.  New  Products/Markets: 

1.  Teaming 

2.  Marketing  Services 

3.  Top  20 

4.  Task  Order  Portal 

5.  UVa  Project 

6.  Competitive  (Vendor)  Analysis 

7.  Government  Community  - eLetter  advertizing 

8.  Industry  Web  Portal 
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9.  Financial  Industry 

10.  Other 


Distributors  like  Immix 
Channel  Sales 
Multi-site  sales  plan 


c. 


d. 


e. 


f. 


How  do  we  address  different  needs  and  sales  of: 

i.  Types  of  company 

ii.  Product/services  companies 

iii.  Prime  vs  subs 

iv.  New  entries  vs  established 
Sales  Processes 

i.  SLA  Model 

1 . Who  has  responsibility?  Is  it  on  their  schedule9 

2.  Measurement  Criteria 

3.  Practices 

4.  Training 

ii.  Web  -touch 

^ 1.  Who  has  responsibility?  Is  it  on  their  schedule9 

2.  Measurement  Criteria 

3 . Practices 

4.  Training 

iii.  Miller  Methodology 

1 . Who  has  responsibility?  Is  it  on  their  schedule9 

2.  Measurement  Criteria 

3.  Practices 

4.  Training 

iv.  Sales  Certification  Program 

1 . Who  has  responsibility?  Is  it  on  their  schedule9 

2.  Measurement  Criteria 

3.  Practices 

4.  Training 

v.  Travel  Plan 

Sales  capacity  requirements 
i.  Quotas 

/ ii.  Expected  performance 

1 . Number  of  sales 

2.  Average  price 

iii.  Number  of  targets/person 
Systems  support  plan 

i.  CMS  (Replace  MPS  name)  Upgrades 
^ 1 . Who  has  responsibility?  Is  it  on  their  schedule? 


2.  Design  Requirements 

3.  Training 


ii.  \ 

2.  Marketing 
/ a.  Staffing 


When 
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* ii.  Schedule 
iii.  JDs 

b.  Business  plan  development  schedule 

i.  Existing  Products  (on  price  list) 

ii.  New  Products 


1 . CovEx 

2.  Teaming 

3.  Marketing  Services 

4.  Top  20 

5.  Task  Order  Portal 

6.  UVa  Project 

7.  Competitive  (Vendor)  Analysis 

8.  Government  Community  - eLetter  advertizing 

9.  Industry  Web  Portal 

10.  Financial  Industry 

1 1 . Other 


c.  How  do  we  address  different  needs  and  sales  of: 

i.  Types  of  company 

ii.  Product/services  companies,  e.g.  NAICS  5415  and  334 

iii.  Prime  vs  subs 

iv.  New  entries  vs  established 


ii.  Budget 

iii.  Search  terms 

e.  Schedule 

i.  Market  research 

ii.  Prospect  Segmentation  analysis  (Rachel) 

iii.  Development  of  member  segmentation  (Rachel) 

iv.  Member  Satisfaction 

f.  Collateral 

g.  Systems  support  plan 

i.  What 

ii.  When 

3.  Member  Services 
w a.  Staffing 


i.  Organization  Structure  1/1/09  12/31/09 

ii.  Schedule 

iii.  JDs 


i.  Correction  of  prices 

ii.  Move  to  packages 

iii.  IAP 

1 . Federal 

2.  S&L 


i a 


^ b.  Upsell  - 2008  analysis 
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iv.  S&L 

v.  Other 
c.  Upsell  2009 

y i.  Potential  in  each  category  existing  products 

ii.  Plan  for  each  category  existing  products: 

1 . Size  of  company 

2.  Type  of  company 

iii.  Plan  for  new  products 

y 1 . CovEx 

2.  Teaming 

3.  Marketing  Services 

4.  Top  20 

5.  Task  Order  Portal 

6.  UVa  Project 

7.  Competitive  (Vendor)  Analysis 

8.  Government  Community  - eLetter  advertizing 

9.  Industry  Web  Portal 

10.  Financial  Industry 
11. Other 

v^cf  Multi  site  sales  plan 
e.  Systems  support  plan 

i.  Knowledge  Base/Ticket  System  (Also  see  IT) 

: . Who  has  responsibility?  Is  it  on  their  schedule9 

2.  Practices 

3.  Training 

ii.  Other 

4.  Operations  (non  product) 

S'  a.  Staffing 

i.  Organization  Structure  1/1/09  12/31/09 

ii.  Schedule 

iii.  JDs 

v b.  Plan  for  outsourcing 
S c.  Breaking  Views  Blog  and  ELetter 

i.  Target  audience 

ii.  Coverage 

iii.  Who  has  responsibility?  Is  it  on  their  schedule? 

iv.  Systems  support 

5.  Information  Technology 

a.  Application  Development 

i.  Staffing 

1.  Organization  Structure  1/1/09  12/31/09 

2.  Schedule 

3.  JDs 

ii.  Methodologies 

1 . Coverage 

2.  Who  has  responsibility?  Is  it  on  their  schedule9 
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iii.  Development  Environment 

1 . Coverage 

2.  Who  has  responsibility?  Is  it  on  their  schedule9 

iv.  Documentation 

1 . Coverage 

2.  Who  has  responsibility?  Is  it  on  their  schedule9 

v.  Member  and  INPUT  Training  materials 

1 . Coverage 

2.  Who  has  responsibility?  Is  it  on  their  schedule9 

b.  IT  Infrastructure 

v/ i Review  of  Technology 
ii.  DMS 

1 . Who  has  responsibility?  Is  it  on  their  schedule? 

2.  Practices 

3.  Training 

✓'Iii.  Knowledge  Base/Ticket  System 

1.  Who  has  responsibility?  Is  it  on  their  schedule? 

2.  Practices 

3.  Training 

iv.  Development  for  scalability 

1 . Who  has  responsibility?  Is  it  on  their  schedule9 

2.  Use  of  Arnold  suggestions 
✓^ v.  Redundant  Data  Center 

1.  Who  has  responsibility?  Is  it  on  their  schedule9 
6.  Finance  & Administration 

a.  Business  Intelligence  (Dashboard  Development) 

i.  Coverage 

ii.  Who  has  responsibility?  Is  it  on  their  schedule9 

iii.  Systems  support 

l/b.  Electronic  Forms,  especially  in  HR 

i.  Coverage 

ii  Who  has  responsibility?  Is  it  on  their  schedule? 

iii.  Systems  support 

c.  Sharepoint  content  update 

i.  Who  has  responsibility?  Is  it  on  their  schedule9 

ii.  Systems  support 

d.  DMS  (Sharepoint  replacement) 

i.  Who  has  responsibility?  Is  it  on  their  schedule? 

ii.  Practices 

iii.  Training 

y/ e.  Practices  content  update 

i.  Who  has  responsibility?  Is  it  on  their  schedule9 

ii.  Systems  support 
f.  Audit 

/ g.  Employee  Satisfaction  survey 

i.  Who  has  responsibility?  Is  it  on  their  schedule9 
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ii.  Systems  support 
^ h.  Compensation  Survey 

tjk.  Uw 


Product/Market  Issues  (Existing) 

y/i.  State  & Local  Inf.  Services  Plans ^ 


a.  Target  Type/#  Subscribers  and  CV  1/1/2009  and  12/31/2009 

b.  Schedule 

c.  Pricing 

d.  Sales  approach  & Capacity  Requirements 

e.  Marketing  requirements 

f.  Systems  changes 

g.  Other 
For  each: 

h.  Standard  Product 

i.  GovEdge 

j.  Other 

v/2.  Federal  Inf.  Services  Plans 

a.  Target  Type/  # Subscribers  and  CV  1/1/2009  and  12/31/2009 

b.  Schedule 

c.  Pricing 

d.  Sales  approach  & Capacity  Requirements 

e.  Marketing  requirements 

f.  Systems  changes 

g.  Other 
For  each: 

h.  Standard  Product 

i.  Opportunities 

j.  Labor  rates 

k.  Task  orders 

l.  Other 

3.  OIS 

a.  Target  Type/  # Subscribers  and  CV  1/1/2009  and  12/31/2009 

b.  Schedule 

c.  Pricing 

d.  Sales  approach  & Capacity  Requirements 

e.  Marketing  requirements 

f.  Systems  changes 

g.  Other 

4.  CMS/CRM  Connectors 

a.  Target  Type/#  Subscribers  and  CV  1/1/2009  and  12/31/2009 


b.  Schedule 

c.  Pricing 

d.  Sales  approach  & Capacity  Requirements 

e.  Marketing  requirements 

f.  Systems  changes 

g.  Other 
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Product/Market  Issues  (New) 

CovEx 

a.  Who  has  responsibility?  Is  it  on  their  schedule9 

b.  What  is  the  Plan?  (include  schedules) 

i.  Target  market;  type/size  of  company,  function,  title  of  buyer 

ii.  Sales  process  and  capacity  requirements 

iii.  Marketing  requirements 

1 . Market  research 

2.  Proposal  collateral  development 

3.  Pricing 

4.  Testing 

iv.  Content  and  LOE  requirements 

v.  Software  and  LOE  requirements 

vi.  Other 

2.  Teaming ■ 

S' a.  /'farget  Type/#  Subscribers  and  CV  1/1/2009  and  12/31/2009 

i.  Advertizing 

ii.  Fees 

b.  Schedule 

c.  Pricing 

d.  Sales  approach  & Capacity  Requirements 

e.  Marketing  requirements 

f.  Systems  changes 

g.  Other 

3.  Marketing  Services 

*/a.  Who  has  responsibility?  Is  it  on  their  schedule9 
b.  What  is  the  Plan?  (include  schedules) 

i.  Target  market;  type/size  of  company,  function,  title  of  buyer 

ii.  Sales  process  and  capacity  requirements 

iii.  Marketing  requirements 

1 . Market  research 

2.  Proposal  collateral  development 

3.  Pricing 

4.  Testing 

iv.  Content  and  LOE  requirements 

v.  Software  and  LOE  requirements 

vi.  Other 

4.  Top  20 

Who  has  responsibility  (Peter  Cunningham)?  Is  it  on  their  schedule?  (Yes  - when 
I get  the  form!) 

b.  What  is  the  Plan9  (include  schedules) 

i.  Target  market;  type/size  of  company,  function,  title  of  buyer 

ii.  Sales  process  and  capacity  requirements 

iii.  Marketing  requirements 

1 . Market  research 

2.  Proposal  collateral  development 
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3.  Pricing 

4.  Testing 

iv.  Content  and  LOE  requirements 

v.  Software  and  LOE  requirements 

vi.  Other 

5.  Task  Order  Portal 

v/a.  Who  has  responsibility?  Is  it  on  their  schedule9 
b.  What  is  the  Plan?  (include  schedules) 

i.  Target  market;  type/size  of  company,  function,  title  of  buyer 

ii.  Sales  process  and  capacity  requirements 

iii.  Marketing  requirements 

1 . Market  research 

2.  Proposal  collateral  development 

3.  Pricing 

4.  Testing 

iv.  Content  and  LOE  requirements 

v.  Software  and  LOE  requirements 

vi.  Other 

6.  UVa  Project 

y a.  Who  has  responsibility?  Is  it  on  their  schedule9 
b.  What  is  the  Plan?  (include  schedules) 

i.  Target  market;  type/size  of  company,  function,  title  of  buyer 

ii.  Sales  process  and  capacity  requirements 

iii.  Marketing  requirements 

1 . Market  research 

2.  Proposal  collateral  development 

3.  Pricing 

4.  Testing 

iv.  Content  and  LOE  requirements 

v.  Software  and  LOE  requirements 

vi.  Other 

7.  Competitive  Analysis  (Vendor  ) Program 

a.  Who  has  responsibility?  Is  it  on  their  schedule9 

b.  What  is  the  Plan?  (include  schedules) 

i.  Target  market;  type/size  of  company,  function,  title  of  buyer 
ii  Sales  process  and  capacity  requirements 

iii.  Marketing  requirements 

1 . Market  research 

2.  Proposal  collateral  development 

3.  Pricing 

4.  Testing 

iv.  Content  and  LOE  requirements 

v.  Software  and  LOE  requirements 

vi.  Other 

8.  Government  Community  - ELetters  and  Advertizing 

✓ a.  Who  has  responsibility?  Is  it  on  their  schedule9 
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b.  What  is  the  Plan?  (include  schedules) 

i.  Target  market;  type/size  of  company,  function,  title  of  buyer 

ii.  Sales  process  and  capacity  requirements 

iii.  Marketing  requirements 

1 . Market  research 

2.  Proposal  collateral  development 

3.  Pricing 

4.  Testing 

iv.  Content  and  LOE  requirements 

v.  Software  and  LOE  requirements 

vi.  Other 

9.  Industry  Web  Portal 

y/'  a.  Who  has  responsibility?  Is  it  on  their  schedule9 
b.  What  is  the  Plan?  (include  schedules) 

i.  Target  market;  type/size  of  company,  function,  title  of  buyer 

ii.  Sales  process  and  capacity  requirements 

iii.  Marketing  requirements 

1 . Market  research 

2.  Proposal  collateral  development 

3.  Pricing 

4.  Testing 

iv.  Content  and  LOE  requirements 

v.  Software  and  LOE  requirements 

vi.  Other 

10.  Financial  Industry 

y a.  Who  has  responsibility?  Is  it  on  their  schedule9 
b.  What  is  the  Plan?  (include  schedules) 

i.  Target  market;  type/size  of  company,  function,  title  of  buyer 

ii.  Sales  process  and  capacity  requirements 

iii.  Marketing  requirements 

1 . Market  research 

2.  Proposal  collateral  development 

3.  Pricing 

4.  Testing 

iv.  Content  and  LOE  requirements 

v.  Software  and  LOE  requirements 

vi.  Other 
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BOARD  OF  DIRECTORS  MEETING 
January  22nd,  2009 
AGENDA 

• 9:00  - 9:05  Minutes  of  previous  Meeting  held  November  1 0th,  2008  (Nevada) 

• 9:05  - 9:20  2008  Financial  Review  (Dowd/Gates) 

• 9:20  - 9:30  2008  Bonus  Approvals  (Peter  Cunningham) 

• 9:30  - 9:45  Stock  issues:  (Pat  Cunningham) 

• Stock  Price. 

• Stock  Option  Awards  and  Repurchases. 

• 9:45  - 9:50  Compensation  Committee  appointments  and  terms  of  operation 

• 9:50  - 10:00  - 2009  Compensation  Plans  Approval  (Peter  Cunningham) 

• 10:00- 10:10  break 

• 10:10—  1 1 :00  2009  Budget  Review  and  Final  Approval  (Dowd/Gates) 

• Marketing  Issues 

• External  Contracts  with  SPi,  CW  and  others  over  $100,000 

• AGI  Contract  for  Market  Segmentation 

• 1 1 :00  — 1 1 :30  INPUT  Capture  Assist  Program  Business  Plan  (Peter  Cunningham) 

• 1 1 :30  - 1 1 :45  2009  Calendar  (Pat  Cunningham) 

• 1 1 :45  — 12:00  Any  Other  Business. 

• 1 2:00  — 01:30  Lunch  - Talent  Discussion  (Laird) 

• The  4 Cs 

The  Next  Board  of  Directors  ’ Meeting  will  be  Held  on  MAY  l'T,  2009 
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Board  of  Directors  Meeting  January  22,  2009 
List  of  Documents 

Minutes  Nov  1 0 Meeting  resolution  TO  APPROVE 

2008  Financial  review 

CEO  BOD  MEMO 
2008  Financial  Report 
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WRITTEN  CONSENT  IN  LIEU  OF  A SPECIAL  MEETING 
OF  THE  BOARD  OF  DIRECTORS 


OF 

INPUT 

(a  Nevada  corporation) 


In  lieu  of  a Special  Meeting  of  the  Board  of  Directors  of  INPUT,  a Nevada  corporation 
(the  “Corporation”),  the  Board  of  Directors  of  the  Corporation  (the  “Board”),  hereby 
unanimously  agrees  to  the  following  resolutions: 

Approval  of  Minutes  from  November  10,  2008  Board  Meeting 

RESOLVED:  That  the  minutes  of  the  meeting  of  the  Board  held  on 
November  10,  2008,  as  attached  hereto  as  Exhibit  A,  be  and  hereby  are, 
approved,  and  that  the  Secretary  of  the  Corporation  be,  and  hereby  is,  directed  to 
file  such  minutes  in  the  Minute  Book  of  the  Corporation;  and 


RESOLVED,  FURTHER:  That  this  written  consent  may  be  executed  with 
counterpart  signatures  and  that  when  all  of  the  counterpart  signatures  are 
assembled  together,  this  written  consent  shall  be  considered  fully  executed  and 
the  resolutions  adopted. 


[Signatures  Appear  on  Next  Page ] 
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IN  WITNESS  WHEREOF,  each  member  of  the  Board  of  Directors,  by  executing  this 
Consent,  waives  notice  of  the  time,  place  and  purpose  of  the  Special  Meeting  of  the  Board  of 
Directors  and  agrees  to  the  transaction  of  the  business  of  the  Special  Meeting  by  unanimous 
written  consent  of  the  Board  of  Directors,  in  lieu  of  such  meeting. 


Date:  December  3 1 , 2008 


APPROVED: 


Peter  Cunningham 


Patricia  Cunningham 


Timothy  Dowd 


Maryann  Hirsch 


Thomas  Hewitt 


Jed  Laird 


Rachel  Parrinello 
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Exhibit  A 


November  10, 2008  Board  Minutes 


See  attached. 
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MINUTES  OF  A MEETING 
OF  THE  BOARD  OF  DIRECTORS  OF 


INPUT 

(Held  on  November  10,  2008) 

A meeting  (the  ‘‘Meeting’’)  of  the  Board  of  Directors  (the  “Board”)  of  INPUT,  a Nevada 
corporation  (the  “Corporation”),  was  held  at  the  Hyatt  Hotel  located  at  1 800  President  Street 
Reston,  Virginia  20190  on  November  10,  2008,  at  8:00  a.m.  Eastern  Time. 

Present  were  directors  Peter  Cunningham,  Patricia  Cunningham,  Timothy  Dowd,  Thomas 
Hewitt,  Maryann  Hirsch,  Jed  Laird  and  Rachel  Parrinello  (via  teleconference).  Also  present 
were  Kevin  Gates,  Vice  President,  Finance  and  Administration;  and  Thomas  Knox  of 
Morrison  & Foerster  LLP,  counsel  to  the  Corporation. 

Peter  Cunningham  called  the  Meeting  to  order  at  approximately  8:00  a.m.  and  acted  as 
Chairman  of  the  Meeting,  and  Patricia  Cunningham  acted  as  Secretary  of  the  Meeting. 

The  Chairman  announced  that  due  notice  of  the  Meeting  had  been  sent  to  all  directors  of 
the  Corporation,  and  stated  that  by  virtue  of  the  fact  that  at  least  a majority  of  the  directors  were 
present  at  the  Meeting,  there  was  a quorum  for  the  transaction  of  business  in  accordance  with  the 
Bylaws  of  the  Corporation.  All  participants  could  hear  the  others  and  be  heard  by  the  others. 

Approval  of  Minutes  from  July  17,  2008  Board  Meeting 

The  Chairman  then  stated  that  the  first  item  of  business  was  a review  of  the  minutes  of 
the  July  17,  2008  meeting  of  the  Board,  copies  of  which  had  been  previously  distributed  to  the 
Board.  The  Board  then  reviewed  the  minutes  and  upon  motion  duly  made  and  seconded,  the 
following  resolution  was  unanimously  approved: 

RESOLVED:  That  the  minutes  of  the  meeting  of  the  Board  held  on  July  17, 

2008,  copies  of  which  have  been  previously  distributed  to  and  reviewed  by  the 

Board,  be  and  hereby  are,  approved,  and  that  the  Secretary  of  the  Corporation  be, 

and  hereby  is,  directed  to  file  such  minutes  in  the  Minute  Book  of  the 

Corporation. 

The  Chairman  then  stated  that  the  next  item  of  business  was  a report  on  the  Corporation’s 
financial  results  for  the  9-month  period  ending  October  31,  2008.  Mr.  Dowd  gave  such  report 
which  included  a review  of  the  Corporation’s  revenue  and  net  income  for  this  time  period  as  well 
as  discussion  of  the  Corporation’s  performance  as  compared  to  the  forecast  for  such  9-month 
period.  Questions  were  asked  and  answered  and  a discussion  ensued. 

Appointment  of  Grant  Thornton  as  Auditors  for  2008 

The  Chairman  then  stated  that  the  next  item  of  business  was  the  appointment  of  Grant 
Thornton  as  the  Corporation’s  auditors  for  2008.  Questions  were  asked  and  answered  and  upon 
motion  duly  made  and  seconded,  the  following  resolutions  were  unanimously  approved: 
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WHEREAS:  The  Corporation  desires  to  engage  Grant  Thornton  LLP  (“Grant 
Thornton”)  to  serve  as  the  Corporation’s  independent  auditors  and  to  conduct  an 
audit  of  the  Corporation’s  financial  statements  for  the  year  2008. 

NOW,  THEREFORE,  BE  IT 

RESOLVED:  That  Grant  Thornton  is  hereby  appointed  to  serve  as  Corporation’s 
independent  auditors  and  authorized  to  conduct  an  audit  of  the  Corporation’s 
financial  statements  for  the  year  2008; 

RESOLVED,  FURTHER:  That  the  appropriate  officer  or  officers  of  the 
Corporation,  acting  for  and  on  behalf  of,  and  in  the  name  of,  the  Corporation, 
shall  be,  and  hereby  are,  authorized,  empowered  and  directed  to  enter  into  and 
execute  an  engagement  letter  with  Grant  Thornton  with  respect  to  such 
engagement;  and 

RESOLVED,  FURTHER:  That  any  and  all  actions  heretofore  taken  by  any 
officer  or  officers  of  the  Corporation  in  connection  with  the  foregoing  resolutions, 
the  engagement  of  Grant  Thornton  and  transactions  contemplated  therewith  are 
hereby  ratified  and  confirmed  for  all  purposes  and  in  all  respects. 

Appointment  of  Michael  M.  Rombach  as  Senior  Vice  President,  Marketing 

The  Chairman  then  stated  that  the  next  item  of  business  was  a discussion  regarding  the 
appointment  of  Michael  M.  Rombach  as  Senior  Vice  President,  Marketing  and  the  grant  of  a 
stock  option  to  Mr.  Rombach  to  purchase  up  to  50,000  shares  of  the  Corporation’s  common 
stock  (the  “Common  Stock’’).  Mr.  Cunningham  led  such  discussion,  and  upon  motion  duly  made 
and  seconded,  the  following  resolutions  were  unanimously  approved: 

RESOLVED:  That  Michael  M.  Rombach  shall  be,  and  hereby  is, 
appointed  to  serve  as  Senior  Vice  President,  Marketing. 

Grant  of  Stock  Option  to  Michael  M.  Rombach  at  $1.05  per  share 

WHEREAS:  Pursuant  to  Section  2 of  the  INPUT  2004  Stock  Option  Plan  (the 
“Plan”)  the  Board,  in  its  capacity  as  “Administrator”  under  the  Plan,  is  authorized 
to  grant  stock  options  under  the  Plan  and  to  determine  the  persons  to  whom  such 
stock  options  shall  be  granted  and  the  terms  and  conditions  of  such  stock  options; 
and 

WHEREAS:  The  Board  now  finds  it  desirable  to  grant  a stock  option  to  Michael 
M.  Rombach  under  the  Plan. 

NOW,  THEREFORE,  BE  IT 

RESOLVED:  That  the  Board  hereby  determines,  after  due  consideration  of  all 
relevant  factors,  including,  without  limitation,  the  value  of  the  Corporation's 
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assets,  the  present  value  of  the  Corporation’s  estimated  future  cash  flows,  the 
value  of  comparable  companies  and  other  factors  the  Board  deems  relevant, 
including  the  earnings  history,  book  value  and  prospects  of  the  Corporation  in 
light  of  market  conditions  generally  and  the  Reznick  Group,  P.C.  report  pursuant 
to  which  the  fair  market  value  of  the  Common  Stock,  as  of  December  31,  2007, 
was  valued  at  $ 1 .05  per  share,  that  the  fair  market  value  of  the  Common  Stock  as 
of  the  date  hereof  is  $1 .05  per  share; 

RESOLVED:  That  in  recognition  of  the  contributions  to  the  operating  progress 
and  earning  power  of  the  Corporation,  and  as  an  incentive  to  contribute  to  the 
future  growth  and  success  of  the  Corporation,  Michael  M.  Rombach  (“Grantee”) 
is  hereby  granted  an  incentive  stock  option  to  purchase  up  to  Fifty  Thousand 
(50,000)  shares  of  the  Corporation’s  Common  Stock,  subject  to  the  terms  and 
conditions  set  forth  in  the  Corporation’s  standard  form  of  stock  option  grant 
agreement  (the  “Option  Agreement"),  and  having  a purchase  price  of  $ 1 .05  per 
share,  which  price  the  Board  in  good  faith  believes  to  be  equal  to  at  least  the  fair 
market  value  per  share  of  one  share  of  the  Corporation's  Common  Stock  as  of  the 
date  hereof;  and 

RESOLVED,  FURTHER:  That  such  option  shall  vest  at  the  rate  of  25%  per  year 
on  each  anniversary  of  the  vesting  commencement  date  such  that  the  option  shall 
become  fully  vested  on  the  fourth  (4th)  anniversary  of  the  vesting  commencement 
date; 

RESOLVED,  FURTHER:  That  the  appropriate  officer  or  officers  of  the 

Corporation,  acting  for  and  on  behalf  of,  and  in  the  name  of,  the  Corporation, 
shall  be,  and  hereby  are,  authorized,  empowered  and  directed  to  enter  into  and 
execute  an  Option  Agreement  with  Grantee,  with  such  terms  and  provisions 
therein  as  the  officer  or  officers  executing  the  same  shall  determine,  in  their 
discretion,  consistent  with  the  terms  and  provisions  of  the  Plan  and  on  the  terms 
set  forth  above,  and  shall  approve  (such  approval  to  be  conclusively  evidenced  by 
such  execution),  a copy  of  such  Option  Agreement  as  executed  to  be  inserted  in 
the  appropriate  records  of  the  Corporation;  and 

RESOLVED,  FURTHER:  That  any  and  all  actions  heretofore  taken  by  any 
officer  or  officers  of  the  Corporation  in  connection  with  the  foregoing  resolutions 
and  the  agreements  and  transactions  contemplated  therewith  are  hereby  ratified 
and  confirmed  for  all  purposes  and  in  all  respects. 

The  Chairman  then  stated  that  the  next  item  of  business  was  a discussion  regarding  the 
reincorporation  of  the  Corporation  in  the  State  of  Delaware.  Questions  were  asked  and  answered 
and  a general  discussion  ensued  following  which  there  was  a consensus  of  the  Board  to  proceed 
with  the  reincorporation  and  that  it  should  be  effective  as  of  January  1,  2009. 

Formation  of  Compensation  Committee 
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The  Chairman  then  stated  that  the  next  item  of  business  was  a discussion  regarding  the 
formation  to  the  Board's  Compensation  Committee.  Mr.  Cunningham  led  such  discussion,  and 
upon  motion  duly  made  and  seconded,  the  following  resolutions  were  unanimously  approved: 

RESOLVED:  That  a Compensation  Committee  of  the  Board  is  hereby 
established,  effective  as  of  October  8,  2008,  and  that  Peter  Cunningham,  Maryann 
Hirsh  and  Rachel  Parrinello  are  hereby  appointed  to  serve  as  the  members  of  the 
Compensation  Committee  until  their  successors  shall  have  been  chosen  and  shall 
have  qualified; 

RESOLVED,  FURTHER:  That  the  Compensation  Committee  shall  advise  the 
Board  with  respect  to  (i)  cash  bonus  awards,  (ii)  equity  awards;  (iii)  the 
Corporation’s  40 1 (k)  plan;  (iv)  CEO  compensation;  (iv)  compensation  for 
individuals  that  directly  report  to  the  CEO;  (v)  compensation  plans  for  all 
employees,  including  bonus  plans;  and  (vi)  sales  and  member  services 
compensation  plans; 

RESOLVED,  FURTHER:  That  the  Corporation  is  hereby  authorized  and 
instructed  to  pay  Maryann  Hirsch  and  Rachel  Parrinello  each  Ten  Thousand 
($10,000)  annually  for  their  service  on  the  Compensation  Committee,  such 
amount  to  be  paid  on  a quarterly  basis,  provided,  however,  that  for  2008  Maryann 
Hirsch  and  Rachel  Parrinello  shall  each  be  paid  $5,000,  $2,500  of  which  shall  be 
paid  on  October  1,  2008  and  $2,500  of  which  shall  be  paid  on  December  31, 
2008; and 

RESOLVED,  FURTHER:  That  any  and  all  actions  heretofore  taken  by  any 
officer  or  officers  of  the  Corporation  in  connection  with  the  foregoing  resolutions 
and  the  agreements  and  transactions  contemplated  therewith  are  hereby  ratified 
and  confirmed  for  all  purposes  and  in  all  respects. 


There  being  no  further  business  to  come  before  the  Board,  the  Meeting  was  adjourned  at 
approximately  8:45  a.m. 


Peter  Cunningham  Patricia  Cunningham 

Chairman  of  the  Meeting  Secretary  of  the  Meeting 
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INPUT,  Inc. 
a Delaware  corporation 

Proposed  Resolutions 
Board  of  Directors  Meeting 
January  22,  2009 


1.  Formation  of  Compensation  Committee  and  Adoption  of  Charter 

RESOLVED:  That  a Compensation  Committee  of  the  Board  is  hereby  established,  effective  as  of 
January  1,  2009,  and  that  Peter  Cunningham,  Maryann  Hirsh  and  Rachel  Parrinelio  are  hereby 
appointed  to  serve  as  the  members  of  the  Compensation  Committee  until  the  next  annual  meeting 
of  the  Board  of  Directors  or  until  their  successors  shall  have  been  chosen  and  qualified; 

RESOLVED,  FURTHER:  That  the  Compensation  Committee  shall  advise  the  Board  with 
respect  to  (i)  cash  bonus  awards;  (ii)  equity  awards;  (iii)  the  Corporation’s  401(k)  plan;  (iv)  CEO 
compensation;  (iv)  compensation  for  individuals  that  directly  report  to  the  CEO; 
(v)  compensation  plans  for  all  employees,  including  bonus  plans;  (vi)  sales  and  member  services 
compensation  plans;  and  (vii)  director  compensation; 

RESOLVED,  FURTHER:  That  the  Compensation  Committee  Charter  attached  hereto  as 
Exhibit  A is  hereby  adopted  and  approved  as  the  Charter  of  the  Compensation  Committee; 

RESOLVED,  FURTHER:  That  the  Corporation  is  hereby  authorized  and  instructed  to  pay 
Maryann  Hirsch  and  Rachel  Parrinelio  each  Ten  Thousand  Dollars  ($10,000)  annually  for  their 
service  on  the  Compensation  Committee,  such  amount  to  be  paid  on  a quarterly  basis  and  paid  in 
the  year  that  they  serve  on  the  Compensation  Committee;  and 

RESOLVED,  FURTHER:  That  any  and  all  actions  heretofore  taken  by  any  officer  or  officers 
of  the  Corporation  in  connection  with  the  foregoing  resolutions  and  the  agreements  and 
transactions  contemplated  therewith  are  hereby  ratified  and  confirmed  for  all  purposes  and  in  all 
respects. 
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INPUT,  Inc. 
a Delaware  corporation 

Proposed  Resolutions 
Board  of  Directors  Meeting 
January  22,  2009 


2.  Approval  of  2009  Operating  Plan 

WHEREAS:  The  Board  has  been  provided  with,  and  has  reviewed,  a report  on  the  Corporation’s 
budget  and  financial  goals  for  2009  (the  “2009  Operating  Plan”). 

NOW,  THEREFORE,  BE  IT 

RESOLVED:  That  the  Board  hereby  approves,  adopts  and  authorizes  the  2009  Operating  Plan, 
including  the  salaries  and  compensation  set  forth  therein,  substantially  in  the  form  that  has  been 
presented  to  and  reviewed  by  the  Board  on  the  date  hereof; 

RESOLVED,  FURTHER:  That  the  officers  of  the  Corporation  shall  be,  and  they  hereby  are 
authorized,  empowered  and  directed  to  take  any  and  all  actions  and  to  execute,  deliver  and  file 
any  and  all  agreements,  instruments,  certificates  and  documents  as  the  officer  or  officers  so  acting 
shall  determine  to  be  necessary  or  appropriate  to  implement  the  2009  Operating  Plan,  the  taking 
of  such  actions  to  be  conclusive  evidence  that  the  same  were  deemed  to  be  necessary  or 
appropriate  and  were  authorized  hereby;  and 

RESOLVED,  FURTHER:  That  all  actions  heretofore  taken  by  the  officers  of  the  Corporation 
with  respect  to  the  foregoing  resolutions  are  hereby  ratified,  confirmed,  approved  and  adopted  in 
all  respects. 
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INPUT,  Inc. 
a Delaware  corporation 

Proposed  Resolutions 
Board  of  Directors  Meeting 
January  22,  2009 

3.  Grant  of  Stock  Options  at  $1.05  per  Share 

WHEREAS:  Pursuant  to  Section  4 of  the  INPUT,  Inc.  2009  Common  Stock  Incentive  Plan 
(the  “Plan”)  the  Board,  in  its  capacity  as  “Administrator”  under  the  Plan,  is  authorized  to  grant 
stock  options  under  the  Plan  and  to  determine  the  persons  to  whom  such  stock  options  shall  be 
granted  and  the  terms  and  conditions  of  such  stock  options;  and 

WHEREAS:  The  Board  now  finds  it  desirable  to  grant  stock  options  to  certain  individuals  under 
the  Plan. 

NOW,  THEREFORE,  BE  IT 

RESOLVED:  That  the  Board  hereby  determines,  after  due  consideration  of  all  relevant  factors, 
including,  without  limitation,  the  value  of  the  Corporation’s  assets,  the  present  value  of  the 
Corporation’s  estimated  future  cash  flows,  the  value  of  comparable  companies  and  other  factors 
the  Board  deems  relevant,  including  the  earnings  history,  book  value  and  prospects  of  the 
Corporation  in  light  of  market  conditions  generally  and  the  Reznick  Group,  P.C.  report  pursuant 
to  which  the  fair  market  value  of  the  Common  Stock,  as  of  December  3 1 , 2007,  was  valued  at 
$1 .05  per  share,  that  the  fair  market  value  of  the  Common  Stock  as  of  the  date  hereof  is  $1 .05  per 
share; 

RESOLVED,  FURTHER:  That  in  recognition  of  the  contributions  to  the  operating  progress  and 
earning  power  of  the  Corporation,  and  as  an  incentive  to  contribute  to  the  future  growth  and 
success  of  the  Corporation,  each  individual  identified  on  Exhibit  B attached  hereto  (each,  a 
“Grantee”)  is  hereby  granted  a stock  option  to  purchase  that  number  of  shares  of  the 
Corporation’s  Common  Stock  identified  on  Exhibit  B opposite  such  Grantee’s  name,  subject  to 
the  terms  and  conditions  set  forth  in  the  Corporation’s  standard  form  of  stock  option  grant 
agreement  (the  “Option  Agreement”),  and  having  a purchase  price  of  $1 .05  per  share; 

RESOLVED,  FURTHER:  That  the  appropriate  officer  or  officers  of  the  Corporation,  acting  for 
and  on  behalf  of,  and  in  the  name  of,  the  Corporation,  shall  be,  and  hereby  are,  authorized, 
empowered  and  directed  to  enter  into  and  execute  an  Option  Agreement  with  each  Grantee,  with 
such  terms  and  provisions  therein  as  the  officer  or  officers  executing  the  same  shall  determine,  in 
their  discretion,  consistent  with  the  terms  and  provisions  of  the  Plan  and  on  the  terms  set  forth 
above,  and  shall  approve  (such  approval  to  be  conclusively  evidenced  by  such  execution),  a copy 
of  such  Option  Agreement  as  executed  to  be  inserted  in  the  appropriate  records  of  the 
Corporation;  and 

RESOLVED,  FURTHER:  That  any  and  all  actions  heretofore  taken  by  any  officer  or  officers 
of  the  Corporation  in  connection  with  the  foregoing  resolutions  and  the  agreements  and 
transactions  contemplated  therewith  are  hereby  ratified  and  confirmed  for  all  purposes  and  in  all 
respects. 
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INPUT,  Inc. 
a Delaware  corporation 


Proposed  Resolutions 
Board  of  Directors  Meeting 
January  22,  2009 


4.  Approval  of  Stock  Repurchase  from  Todd  Rice  at  $1.05  per  share 

WHEREAS:  Todd  Rice  has  terminated  as  an  employee  of  the  Corporation  (the  “Terminated 
Employee”): 

WHEREAS:  The  Terminated  Employee  currently  owns  2,500  shares  of  the  Corporation’s 
Common  Stock;  and 

WHEREAS:  Pursuant  to  the  terms  of  that  certain  Stock  Option  Agreement,  dated  December  1 8, 
2002  by  and  between  the  Terminated  Employee  and  the  Corporation  (the  “Stock  Option 
Agreement”),  the  Board  believes  it  is  in  the  Corporation’s  best  interest  to  exercise  its  right  to 
purchase  all  shares  of  the  Corporation’s  Common  Stock  owned  by  the  Terminated  Employee. 

NOW,  THEREFORE,  BE  IT 

RESOLVED:  That  pursuant  to  the  terms  of  the  Stock  Option  Agreement,  the  Corporation  is 
hereby  authorized  to  repurchase  up  to  2,500  shares  of  the  Corporation’s  Common  Stock  owned 
by  the  Terminated  Employee  at  a price  of  $1 .05  per  share  (the  “Repurchase”),  which  price  the 
Board  in  good  faith  believes  to  be  the  fair  market  value  per  share  of  one  share  of  the 
Corporation’s  Common  Stock  as  of  the  date  hereof,  and  which  is  greater  than  the  original  per 
share  price  paid  by  the  Terminated  Employee  for  such  shares;  and 

RESOLVED,  FURTHER:  That  any  officer  or  officers  of  the  Corporation  are  hereby  authorized, 
empowered  and  directed  to  execute  and  deliver  all  such  agreements  associated  with  the 
Repurchase  and  thereafter  to  cause  the  Corporation  to  perform  all  of  its  obligations  and  duties 
with  respect  to  such  agreements  including,  without  limitation,  paying  the  Terminated  Employee 
$1.05  per  share  for  each  share  of  Common  Stock  repurchased,  totaling  $2,625  in  the  aggregate,  to 
be  paid  in  a single  cash  payment  upon  the  closing  of  the  Repurchase;  and 

RESOLVED,  FURTHER:  That  all  actions  heretofore  taken  by  the  officers  of  the  Corporation 
with  respect  to  the  foregoing  resolutions  and  the  transactions  contemplated  thereby,  are  hereby- 
ratified,  confirmed,  approved  and  adopted  in  all  respects. 


-oOo- 
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Exhibit  A 


Compensation  Committee  Charter 

(see  attached) 
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Exhibit  B 


Stock  Option  Grants 


Grantee  Name 

ISO/NQSO 

Number  of  Shares 

Total: 
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MEMORANDUM 


DATE: 


January  19,  2009 
INPUT  BOD 


TO: 


FROM: 


Tim  Dowd 


SUBJECT:  December  QTD  and  YTD  performance 

CC: 


We  had  a strong  finish  to  2008,  as  YTD  Sales  Orders  exceeded  the  Reforecast  by  $325K,  and  the  prior 
year  by  $ 1 ,6M  (7%).  We  had  1,618  members  at  yearend  - 1 6%  growth  over  prior  year.  Member  Services 
combined  New  + Up  sell  performance  exceeded  the  original  Plan  for  2008.  New  Sales  Teams  beat  their 
Q4  projections,  resulting  in  YTD  performance  that  exceeded  Reforecast.  In  sum,  the  organization  is 
carrying  strong  momentum  and  renewed  energy  into  the  New  Year. 

December/Q4/2008  Notables 

Orders  Performance 

• December  total  orders  were  $236K  (6%)  better  than  the  Reforecast  and  $449K  (13%)  better 
than  prior  year.  Q4  total  orders  were  just  $41K  short  of  the  Reforecast,  but  $858K  (13%) 
better  than  prior  year. 

• Renewal  Rate  for  December  was  80%  and  75%  for  the  QTD  and  YTD  (vs.  Reforecast  of  73% 
and  Plan  of  71%).  2007  Renewal  Rate  was  69%  for  the  year. 

• 2008  New  Business  orders  of  $7.72M  (combined  Up  sell  and  Sales  Teams)  were  just  $64K 
short  of  the  Reforecast  miss  driven  Gov  Edge,  but  $523  K (7%)  better  than  prior  year. 

• New  Sales:  averaged  $237K/rep  for  2008  vs.  $181K/rep  for  2007;  $87K/rep  forQ4  vs. 
$57K/rep  for  Q3. 

• YTD  e-commerce  document  sales  of  $1 58K  were  4%  better  than  the  Reforecast  and  77% 
better  than  prior  year. 

• Events  YTD  attendance  orders  were  $54k  short  of  Reforecast  due  to  fewer  attendees 
(particularly  on  webinars).  Attendance  was  in  a dead  heat  with  2007’s  performance. 
Sponsorships  YTD  were  a mere  $7k  short  of  ’08  Reforecast,  thanks  to  recovery  focus  for 
Holiday  party. 

Product  Details 

• New  Sales  performance  for  Federal  driven  by  Fed  Complete  in  Q4  - $822K  of  CV  sold  (40% 
of  Federal  unit  sales).  Likewise,  $107K  of  $342K  Q4  Up  sell  total  was  Fed  Complete. 

• Fed  Complete  CV  at  yearend  was  $ 1 0. 1 M - 1 6%  growth  from  prior  year. 

• Total  S&L  CV  at  yearend  was  $3.5M  - 27%  growth  from  prior  year. 

Other  Financial  Details 

• Cash  position  of  $5.9M  is  well  above  Reforecast  of  $4.6M  (lower  expenses  & capex,  good 
collections,  and  higher  orders  all  contributing  factors). 

• Revenue 

• 2008  Net  income  of  $460K  exceeded  the  Reforecast  by  $159K  (53%)  and  prior  year  loss  by 


$642K  (353%). 
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• 2008  Avg  DSO  of  39  days  was  the  best  in  7 years 

Web  Usage  (vs.  Prior  Year) 

• 38%  increase  in  accounts  utilized  per  month 

• 1 1 8%  increase  in  monthly  visits 

• 36%  increase  in  usage  per  day  by  members 


Variance  Analysis 

• Average  CV  per  member  began  the  year  at  $ 14.9k;  at  yearend  the  number  was  $ 14.5k,  which 
continues  a multi-year  trend  of  decline.  We  continue  to  add  an  increasing  amount  of  smaller 
businesses  to  our  membership  base  (who  purchase  at  a lower  average  price  point),  and  we  lacked 
new  product  to  offer  to  current  and  new  members  to  raise  the  average  per  transaction.  Because 
nearly  40%  of  new  members  purchase  Federal  Complete,  additional  new  product  offerings  would 
be  needed  if  the  goal  was  to  raise  the  average  CV  per  Federal  member  by  a significant 
percentage.  2009  initiatives  such  as  Task  Order  Aggregation  and  the  Capture  Assist  Program 
could  help  reverse  these  declines. 

• Up  sell  declined  7%,  finishing  the  year  at  $l,447k  vs.  $ 1 ,550k  in  2007  - although  2007’s 
performance  benefitted  from  retired  products  (Info  Sec/CMS/IEP)  to  the  tune  of  $2 14k.  The 
Member  Services  organization  has  been  challenged  with  a goal  of  $1, 786k  for  2009. 

• GovEdge  finished  2008  with  $35K  in  Orders  vs.  Reforecast  of  $103K.  The  current  plan  is  to 
cease  dedicating  the  2 current  sales  resources  to  the  product.  It  is  expected  that  the  content  will 
be  repurposed  to  the  Open  Web  Initiative  later  in  2009.  GovEdge  may  also  be  revived  if  a 
Channel  sales  opportunity  for  an  entry-level  product  is  identified. 

• Staff  turnover  was  27%,  versus  41%  in  2007,  on  a base  of  roughly  160  average  employees  for 
both  years.  Fifteen  of  2008’s  terms  were  involuntary,  out  of  a total  of  44.  1 7 of  the  terms  came 
from  the  Sales  organization  in  2008  (vs.  20  in  2007).  Thus,  the  company  made  improvement  in 
non-sales  retention  this  past  year. 


Competitive 

Overall  competitive  Win/Loss  (W/L)  rate  for  all  transactions  is  60%/40%  for  2008; 

Q4  win  rate  was  67%/33%.  FS1  remained  our  most  persistent  competitor  in  2008,  involved  in  53%  of  all 
competitive  deals.  The  W/L  rate  for  sales  against  FSI  was  61%/39%.  FSI  does  continue  to  exert  pricing 
pressures  and  price  is  the  dominate  reason  for  overall  losses  (50%  of  losses  attributed  to  price.)  FSI's 
latest  pricing  ploy  is  to  offer  database  access  with  no  CDE  support  for  approximately  50%  of  their 
traditional  list  price  - we  have  not  seen  major  change  or  uptick  in  competitive  losses  resulting  from  this 
tactic. 

Beyond,  FSI,  our  most  frequent  competitors  are  epipeline  (encountered  in  15%  of  the  transactions,  Onvia 
(9%)  and  Centurion  (7%).  We  prevail  strongly  over  both  epipeline  (win  percentage  of  67%)  and  Onvia 
(43%  winning  percentage).  Centurion  is  the  only  competitor  who  won  more  head  to  head  contests  than  we 
did  in  2008  (they  won  17  of  32,  53  %.)  The  primary  reason  for  our  losses  to  Centurion  was  breadth  of 
content  coverage  beyond  pure  IT.  We  should  improve  on  this  win  percentage  with  our  CovEx  efforts  in 
2009;  in  fact,  in  Q4  we  emphasized  current  Covex  coverage  resulting  in  a 62%  win  percentage  against 
Centurion. 
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Looking  Ahead 

• Staffing:  Decision  on  SVP  Technology  by  BOD  meeting.  Interviews  for  Product  development 
and  ICAP  underway  - no  retained  recruiter  involved. 

• Continue  discussions  on  joint  events  with  Government  Business  Executive  Forum  GBEF  (ICG- 
Don  Upson)  on  joint  Events 

• Focusing  on  marketing  rhythm  of  lead  generation  through  closing  utilizing  Marketing,  IA,  MS 
and  Sales 
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INPUT  - ANNUAL  REPORT 


For  the  QTD  and  YTD  Ending  December  31 , 2008 


Prepared  January  6,  2009 
PROPRIETARY  & CONFIDENTIAL 

INPUT 

Reston,  VA  20190 
(703)  707-3500 
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2008  Perfdf  ice  Report 
Net  Contract  Value  - by  Product 


PlW  II 9/2009 


Product 

As  of  January  1st  2008 

As  of  January  1st  2009 

Variance 

NCV  ($)  (1) 

# Member 
Companies  (2) 

NCV  ($)  (1) 

# Member 
Companies  (2) 

NCV  ($) 

NCV  (%) 

# Member 
Companies 
<%> 

Subscription  Products 

Federal  IS  Products 

Total  Federal 

16,883,292 

1,508 

17,831,494 

1,531 

948,202 

5.6% 

Total  Unduplicated  Members  Federal 

1313 

1451 

10.5% 

S&L  IS  Products 

Total  S&L 

2,751,134 

354 

3,498,982 

480 

747,848 

27.2% 

Total  Unduplicated  Members  S&L 

288 

467 

62.2% 

Industry  Analysis  Products 

Total  Industry  Analysis 

1,144,147 

77 

1,117,674 

78 

(26,473) 

-2.3% 

Total  Unduplicated  Members  Industry 

61 

61 

0.0% 

New  Products 

Federal  Org  Charts  & Contacts  (3) 

46,284 

10 

84,112 

43 

37,828 

81.7% 

330.0% 

GovEdge 

- , 

47,327 

55 

47,327 

Federal  Trend  Advisor 

- 

80,283 

10 

80,283 

Total  New  Products 

46,284 

10 

211,722 

108 

165,438 

357.4% 

Total  Unduplicated  Members  New  Products 

10 

104 

940.0% 

Total  Subscriptions 

20,824,857 

1949 

22,659,872 

2197 

1,835,015 

8.8% 

Total  Unduplicated  Members  Subscriptions 

1396 

1618 

15.9% 

Average  Subs/Mbr 

1.40 

1.36 

-2.7% 

Software 

Total  Software 

26,404 

74 

81,369 

143 

54,965 

208.2% 

Total  Unduplicated  Members  Software 

72 

139 

93.1% 

Subtotal  Software  and  Subscriptions 

20,851,261 

22,741,241 

1,889,980 

9.1% 

Retired  Products 

Federal  Info  Sec  Analysis 

247,543 

27 

- 

- 

(247,543) 

INPUT  Executive  Program 

144,867 

11 

- 

- 

(144,867) 

CMS 

92,282 

16 

- 

- 

(92,282) 

Total  Retired  Products 

484,692 

L_ 

- 

- 

(484,692) 

Total 

21,335,953 

22,741,241 

1,405,288 

6.6% 

Notes: 

1)  Net  Contract  Value  (NCV)  is  equal  to  the  annualized  contract  value  of  active  subscriptions  as  of  the  date  specified.  NCVfor  non-subscription  products  is  the  contract  value  sold  for  the 
last  12  months. 

2)  Member  Companies  is  equal  to  the  total  number  of  active  subscriptions  at  the  product  level.  Total  Member  Companies  is  equal  to  the  the  number  of  Member  Companies  with  at  least 
one  active  subscription. 

3)  Orq  Charts  launched  Q4  07 
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2008  Perfo  ce  Report 
Orders  YT  u and  QTD 


19/2009 


YEAR-TO-DATE 

Quarter  Ending  December  31,  2008 

Actual 

Plan 

Variance 

Reforecast 

Variance  to 
Reforecast 
(%) 

Prior  Yr. 

Change 
2008  / 2007 
<%) 

Actual 

Plan 

Variance 

Reforecast 

Variance  to 
Reforecast 
(%) 

Prior 

Yr. 

$(000) 

Change 
2008  / 2007 
(%) 

$(000) 

$(000) 

to  Plan  (%) 

$(000) 

$(000) 

$(000) 

$(000) 

to  Plan  (%) 

$(000) 

TOTAL  SALES  ORDERS 

23,974 

26,911 

-11% 

23,649 

1% 

22,407 

7% 

7,436 

8,729 

-15% 

7,477 

-1% 

6,578 

13% 

SUBSCRIPTIONS 

— 

Total  Subscription  Sales 

23,102 

25,607 

-10% 

22,722 

2% 

21,077 

10% 

7,300 

8,368 

-13% 

7,213 

1% 

6,406 

14% 

New  Business: 

Sales  Teams 

6,240 

7,428 

-16% 

6,228 

0% 

5,651 

10% 

1,829 

2,263 

-19% 

1,758 

4% 

1,434 

28% 

GovEdge 

35 

668 

-95% 

103 

-66% 

0% 

15 

275 

-95% 

85 

-83% 

- 

0% 

Other  outsourced  sales 

1 

1,040 

-100% 

2 

-42% 

0% 

- 

326 

-100% 

0% 

- 

0% 

Upsell  (Mbr  Svcs) 

(A) 

1,447 

1,867 

-22% 

1,456 

-1% 

1,550 

-7% 

342 

660 

-48% 

421 

-19% 

487 

-30% 

Total 

7,724 

11,002 

-30% 

7,788 

-1% 

7,201 

7% 

2,185 

3,524 

-38% 

2,264 

-3% 

1,921 

14% 

Renewals: 

— 

— 

Renewal  Sales 

15,378 

14,605 

5% 

14,934 

3% 

13,876 

11% 

5,116 

4,844 

6% 

4,949 

3% 

4,485 

14% 

Renewal  Rate 

75% 

71% 

4% 

73% 

2% 

69% 

5% 

75% 

71% 

4% 

73% 

2% 

72% 

3% 

EVENTS 

Attendance 

512 

740 

-31% 

566 

-10% 

511 

0% 

63 

215 

-71% 

151 

-58% 

66 

-5% 

Sponsorship 

185 

214 

-13% 

192 

-4% 

120 

53% 

23 

58 

-60% 

66 

-65% 

31 

-26% 

Market  Training 

(B) 

- 

- 

0% 

- 

0% 

76 

-100% 

- 

- 

0% 

- 

0% 

17 

-100% 

697 

954 

-27% 

758 

-8% 

708 

-2% 

86 

273 

-68% 

217 

-60% 

114 

-24% 

OTHER 

e-Commerce  Document  Sales 

158 

350 

-55% 

152 

4% 

90 

77% 

50 

88 

-43% 

48 

5% 

32 

55% 

e-Letter  Advertising 

2 

0% 

2 

0% 

- 

0% 

- 

- 

0% 

0% 

- 

0% 

Consulting 

16 

- 

0% 

16 

0% 

533 

-97% 

- 

- 

0% 

- 

0% 

26 

-100% 

NOTES: 

(A)  Upsell  includes  Strategic  and  IEP  (2007)  teams 

(B)  Market  Training  discontinued  in  2007. 

(C)  GovEdge  "New"  & "Renewal"  Total  | 38  668  -94%  103  -63%  - 0%  | 16  275  I -94%  85  -81%  - 0%' 

When  GovEdge  is  sold  to  a renewing  Member  who  does  not  spend  as  much  with  INPUT  as  is  in  their  renewal  base,  those  dollars  are  recorded  under  "Renewal  Sales"  (note  such  sales  have  been  deminimis  for  GovEdge  YTD) 
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2008  Perfor  ,e  Report 
Orders  by  LOa  by  Month 


Prinf  19/2009 


Orders  by  Month  - 2008  Actual  ($000) 


Jan 

Feb 

Mar 

1st  Qtr 

Apr 

May 

Jun 

2nd  Qtr 

Jui 

Aug 

Sep 

3rd  Qtr 

Oct 

Nov 

Dec 

4th  Qtr 

Year 

actual 

actual 

actual 

actual 

actual 

actual 

actual 

actual 

actual 

actual 

actual 

actual 

actual 

actual 

actual 

actual 

actual 

SUBSCRIPTIONS 

Available  Renewals 

1.750 

1,870 

1.810 

5,430 

1,063 

1,338 

1,657 

4,057 

1,189 

1,665 

1,414 

4,268 

1,700 

1.510 

3,616 

6.826 

20,582 

Renewal  Subscription  Orders 

1,276 

1,172 

1,487 

3,935 

811 

957 

1,187 

2,955 

987 

1,421 

964 

3,372 

1,177 

1,057 

2,881 

5,116 

15,378 

New  Subscription  Orders 

602 

700 

595 

1,896 

653 

536 

574 

1,763 

549 

628 

704 

1,880 

717 

503 

965 

2,185 

7,724 

Sales  Teams 

450 

577 

448 

1,476 

588 

481 

447 

1,515 

424 

402 

616 

1,442 

586 

401 

856 

1,843 

6,276 

Upsell  (Mbr  Svcs) 

152 

123 

146 

420 

63 

56 

127 

246 

125 

226 

88 

439 

131 

102 

108 

342 

1,447 

Outsourced  Sales 

- 

- 

- 

- 

2 

- 

- 

2 

(V 

- 

- 

(v 

_ 

- 

- 

1 

Other 

- 

- 

- 

- 

- 

- 

- 

- 

- 

- 

- 

- 

- 

- 

- 

Total  Subscriptions 

1,877 

1,872 

2,082 

5,831 

1,464 

1,493 

1,761 

4,718 

1,536 

2,049 

1,668 

5,252 

1,894 

1,560 

3,846 

7,300 

23,102 

Plan 

1,845 

2,000 

2.114 

5,959 

1.540 

1,752 

2,110 

5,402 

1 787 

2,128 

1,962 

5,877 

2,194 

2,079 

4.095 

8.368 

25,607 

Reforecast 

1.877 

1.872 

2,082 

5,831 

1,464 

1,493 

1,761 

4,718 

1,434 

1,846 

1,680 

4,960 

1,859 

1,769 

3,585 

7,213 

22,722 

Prior  Year 

1,538 

2,077 

2,069 

5.684 

1,470 

1,499 

1.646 

4.615 

1,184 

1,764 

1,423 

4,371 

1,630 

1.342 

3,435 

6,406 

21,077 

Change  2008 1 2007 

3% 

2% 

20% 

14% 

10% 

EVENTS 

Attendance 

18 

63 

56 

137 

56 

54 

40 

150 

41 

56 

64 

161 

38 

22 

3 

63 

512 

Sponsorships 

22 

7 

23 

53 

3 

17 

18 

38 

34 

23 

15 

71 

5 

15 

4 

23 

185 

Market  Training 

- 

- 

- 

- 

- 

- 

Total  Events 

41 

70 

79 

190 

59 

71 

58 

188 

74 

79 

79 

232 

43 

37 

6 

86 

697 

Plan 

- 

9 

107 

116 

139 

124 

98 

361 

28 

19 

157 

204 

79 

166 

28 

273 

954 

Reforecast 

41 

70 

79 

190 

59 

71 

58 

188 

25 

55 

83 

162 

99 

82 

37 

217 

758 

OTHER 

e-Commerce  Document  Sales 

7 

12 

12 

31 

14 

5 

15 

35 

8 

25 

10 

43 

19 

10 

20 

50 

158 

e-Letter  Advertising 

- 

- 

- 

- 

- 

- 

2 

2 

- 

- 

- 

- 

- 

- 

- 

2 

Consulting 

Total  Other 

5 

~ V 

10 

- 

- 

6 

6 

- 

- 

- 

- 

- 

- 

- 

16 

12 

17 

12 

41 

14 

5 

23 

42 

8 

25 

10 

43 

19 

10 

20 

50 

176 

Plan 

29 

29 

29 

88 

29 

29 

29 

88 

29 

29 

29 

88 

29 

29 

29 

88 

350 

Reforecast 

12 

17 

12 

41 

14 

5 

23 

42 

8 

16 

16 

39 

16 

16 

16 

48 

170 

Total  Orders 

1,930 

1,959 

2,173 

6,062 

1,538 

1,569 

1,842 

4,949 

1,618 

2,153 

1,756 

5,527 

1,957 

1,607 

3,873 

7,436 

23,974 

Plan 

1,875 

2,039 

2.250 

6,163 

1.708 

1,905 

2,238 

5,850 

1.844 

2,176 

2,149 

6,168 

2,303 

2,275 

4.152 

8,729 

26,911 

Reforecast 

1,930 

1,959 

2,173 

6,062 

1.538 

1,569 

1,842 

4,949 

1.466 

1,917 

1.778 

5,161 

1,974 

1.866 

3.637 

7,477 

23,649 

Total  Orders  - 2007 

1,632 

2,143 

2,271 

6,047 

1,533 

1,672 

1,757 

4,962 

1,312 

1,943 

1,566 

4,820 

1,786 

1,369 

3,424 

6,578 

22,407 

CASH  EXPENDITURES 

Operating  expenses  (1) 

(1,915) 

(1,926) 

(1 ,804) 

(5,645) 

(1,891) 

(1,688) 

(1,632) 

(5,211) 

(1,698) 

(1,730) 

(1,507) 

(4,934) 

(1,853) 

(1,384) 

(1,843) 

(5,081) 

(20,870) 

Capital  expenditures  (2) 

(102) 

(29) 

(49) 

(181) 

(24) 

(40) 

(182) 

(246) 

(53) 

(24) 

(13) 

(90) 

(9) 

on 

(19) 

(39) 

(555) 

Financing  expenditures  (3) 

(2) 

(2) 

(4) 

(8) 

(2) 

12 

(2) 

8 

(2) 

(2) 

(55) 

(59) 

(2) 

(2) 

(5) 

(63) 

(2,019) 

(1,957) 

(1,857) 

(5,833) 

(1,917) 

(1,715) 

(1,816) 

(5,448) 

(1,753) 

(1,756) 

(1,574) 

(5,083) 

(1,863) 

(1,397) 

(1,865) 

(5,124) 

(21,489) 

M 

THLY  SALES  NET  OF 

CASH  EXPENDITURES 

(89) 

2 

316 

229 

(379) 

(146) 

26 

(500) 

(135) 

397 

182 

444 

94 

210 

2,008 

2,312 

2,485 

Y1 

D SALES  NET  OF 

CASH  EXPENDITURES 

(89) 

(87) 

229 

229 

(150) 

(296) 

(271) 

(271) 

(406) 

(9) 

173 

173 

267 

477 

2,485 

2,485 

2,485 

Notes 

1 ^ 

(1)  All  cash  disbursements  (excludes  customer  refunds) (2)  & (3)  Per  the  Cash  Flow  Statement  (4)  Feb  - Jun  had  no  cash  payments  for  rent,  July  had  prepayment  of  $1 07k;  $107k  is  2nd  half  normal  monthly  level. 


R-F  390  INPUT  Mgmt  Rpts  Dec  08  (6)  011509  KDG.xls 


Page  1 of  1 


Proprietary / Confidential  - INPUT 


© 


2008  Perfo*  ice  Report 
Competitive  Won  Lost  Trend 


Competitive  Won  Lost  - YTD 


$450,000 


T 40 


Jan-08  Feb-08  Mar-08  Apr-08  May-08  Jun-08  Jul-08  Aug-08  Sep-08  Oct-08  Nov-08  Dec-08 


mmmm  Wins$ 

i — i LossesS 

— — Wins# 

— Losses# 

For  the  Period  Ending  December  31,  2008 

Won 

Lost 

Win  Rates 

Competitors 

# of 

Amount 

# of 

Amount 

by  # 

by  $ 

Federal  Sources 

17 

$219,856 

10 

$202,580 

63% 

52% 

E-Pipeline 

7 

$101,725 

5 

$52,650 

58% 

66% 

Onvia 

3 

$34,408 

1 

$4,000 

75% 

90% 

E-Pipeline,  Onvia 

1 

$29,120 

0 

$0 

100% 

100% 

Other  Unknown 

1 

$4,720 

1 

$12,500 

50% 

27% 

FedXccel 

2 

$13,333 

0 

$0 

100% 

100% 

BidNet.com 

0 

$0 

1 

$12,600 

0% 

0% 

Leadership  Directories 

0 

$0 

1 

$8,900 

0% 

0% 

CJIS 

0 

$0 

1 

$8,900 

0% 

0% 

Carrolls, 

1 

$6,598 

0 

$0 

100% 

100% 

Bid  Main 

1 

$6,250 

0 

$0 

100% 

100% 

Centurion 

1 

$6,250 

0 

$0 

100% 

100% 

FindRFP 

1 

$4,804 

0 

$0 

100% 

100% 

Grand  Total 

35 

$427,065 

20 

$302,130 

64% 

59% 
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INPUT 


2008  Perforl  ice  Report  Printed  ? /2009 

Competitive  Switches  Trend 


Competitive  Switch  Won  Lost  Trend  - YTD 


$300,000 

$250,000 

$200,000 

S2 

CD 

"O 

$150,000 

6 

$100,000 

$50,000 

$0 

T 30 


Jan-08  Feb-08  Mar-08  Apr-08  May-08  Jun-08  Jul-08  Aug-08  Sep-08  Oct-08  Nov-08  Dec-08 


i Wins  $ 


• Losses  $ — - Wins  # 


Losses  # 


For  the  Period  Ending  December  31 , 2008 

Won 

Lost 

Win  Rates 

Competitors 

# of 

Amount 

# of 

Amount 

by  # 

by  $ 

BidNet.com 

0 

$0 

1 

$12,600 

0% 

0% 

CJIS 

0 

$0 

1 

$8,900 

0% 

0% 

E-Pipeline 

5 

$39,492 

0 

$0 

100% 

100% 

Onvia 

1 

$16,333 

0 

$0 

100% 

100% 

Other  Unknown 

1 

$4,720 

0 

$0 

100% 

100% 

FedXccel 

2 

$13,333 

0 

$0 

100% 

100% 

FindRFP 

1 

$4,804 

0 

$0 

100% 

100% 

Carrolls, 

1 

$6,598 

0 

$0 

100% 

100% 

Federal  Sources 

12 

$162,078 

5 

$112,715 

71% 

59% 

E-Pipeline,  Onvia 

1 

$29,120 

0 

$0 

100% 

100% 

Grand  Total 

24 

$276,479 

7 

$134,215 

77% 

67% 

R-F  390  INPUT  Mgmt  Rpts  Dec  08  (6)  01 1 509  KDG.xls 


Page  1 of  1 


Proprietary  / Confidential  - INPUT 


9 


( 


PrinteJ  0/2009 


2008  Perfot  jince  Report 
QTD  Competitive  Analysis 


Break-down  of  summary  Competitive  W/L  Analysis: 

Wins 

CV  Value 

Losses 

CV  Value 

All  competitive 

77 

$ 1,167,532 

37 

$ 583,255 

New  Business 

66 

$ 932,972 

30 

$ 445,999 

Renewals 

11 

$ 234,560 

7 

$ 137,256 

Switches 

48 

$ 717,186 

12 

$ 216,454 

Whv  are  we  losina? 

Company  Size 

Reason  For  Loss 

# of  companies  Value  $ 

% of  Total 

Enterprise 

Lack  of  Budget 

2 $47,380 

16.67% 

Price 

1 

$14,943 

8.33% 

Mid  Market 

Product  Quality 

2 

$24,375 

16.67% 

Price 

2 

$46,961 

16.67% 

Other 

1 

$8,900 

8.33% 

Small 

Price 

2 

$20,750 

16.67% 

Merger/Acguisition 

1 

$12,600 

8.33% 

Strategic 

Price 

1 

$40,545 

8.33% 

Grand  Total 

12 

$216,454 

100.00% 

Whv  are  we  winnina? 

Company  Size 

Reason  For  Win 

# of  companies 

Value  $ 

% of  Total 

Enterprise 

Content  Quality 

7 

$147,590 

14.58% 

Key  Information 

2 

$46,330 

4.17% 

Customer  Service 

2 

$60,827 

4.17% 

Interface  Quality,  Content  Quality, 
New  Business/Strategy 

1 

$16,000 

2.08% 

Mid  Market 

Content  Quality 

10 

$194,750 

20.83% 

Quantity  of  Information 

1 

$18,500 

2.08% 

Price,  Content  Quality 

1 

$9,918 

2.08% 

Key  Information 

1 

$16,900 

2.08% 

Small 

Content  Quality 

17 

$165,457 

35.42% 

Key  Information 

3 

$17,764 

6.25% 

New  Business/Strategy 

1 

$5,900 

2.08% 

Customer  Service 

1 

$10,900 

2.08% 

Interface  Quality 

1 

$6,350 

2.08% 

Grand  Total 

48 

$717,186 

100.00% 

Conclusions: 

1 . Re-visit  pricing  at  Enterprise  levels 
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2008  Perform  ce  Report 
YTD  Competitive  Analysis 


Print^ 


Break-down  of  summary  Competitive  W/L  Analysis: 

Wins 

CV  Value 

Losses 

CV  Value 

All  competitive 

268 

$ 3,942,568 

178 

$ 2,807,744 

New  Business 

226 

$ 2,953,961 

136 

$ 2,172,173 

Renewals 

42 

$ 988,607 

42 

$ 635,571 

Switches 

152 

$ 2,222,087 

45 

$ 695,324 

Whv  are  we  losinq? 

Company  Size 

Reason  For  Loss 

# of  companies 

Value  $ 

% of  Total 

Enterprise 

Price 

4 

$52,943 

8.89% 

Lack  of  Budget 

3 

$82,880 

6.67% 

Change  in  Business/Strategy 

1 

$15,900 

2.22% 

Mid  Market 

Price 

5 

$91,461 

11.11% 

Product  Quality 

3 

$51,328 

6.67% 

Product  Quantity 

1 

$8,900 

2.22% 

Other 

1 

$8,900 

2.22% 

Lack  of  Budget 

1 

$17,250 

2.22% 

Small 

Price 

13 

$149,540 

28.89% 

Other 

4 

$30,400 

8.89% 

Product  Quality 

2 

$30,037 

4.44% 

Customer  Service 

1 

$7,590 

2.22% 

Change  in  Business/Strategy 

1 

$11,250 

2.22% 

Lack  of  Budget 

1 

$12,500 

2.22% 

Merqer/Acquisition 

1 

$12,600 

2.22% 

Strategic 

Price 

2 

$71,445 

4.44% 

Customer  Service 

1 

$40,400 

2.22% 

Grand  Total 

45 

$695,324 

100.00% 

Whv  are  we  winninq? 

Company  Size 

Reason  For  Win 

# of  companies 

Value  $ 

% of  Total 

Enterprise 

Content  Quality 

17 

$384,715 

11.18% 

Key  Information 

3 

$67,030 

1 .97% 

Customer  Service 

2 

$60,827 

1 .32% 

Interface  Quality,  Content 
Quality,  New 
Business/Strategy 

i 

$16,000 

0.66% 

Interface  Quality 

1 

$15,000 

0.66% 

Mid  Market 

Content  Quality 

24 

$427,821 

15.79% 

Key  Information 

4 

$77,765 

2.63% 

Customer  Service 

3 

$53,408 

1.97% 

Price,  Content  Quality 

1 

$9,918 

0.66% 

Quantity  of  Information 

1 

$18,500 

0.66% 

Small 

Content  Quality 

62 

$629,014 

40.79% 

Key  Information 

13 

$111,164 

8.55% 

Customer  Service 

5 

$79,752 

3.29% 

Price 

5 

$42,483 

3.29% 

New  Business/Strategy 

3 

$37,775 

1 97% 

Interface  Quality 

2 

$14,250 

1 .32% 

Key  Information,  Content 
Quality 

1 

$28,620 

0,66% 

Quantity  of  Information 

1 

$12,500 

0.66% 

Strategic 

Key  Information 

2 

$94,830 

1 .32% 

Content  Quality 

1 

$40,715 

0.66% 

Grand  Total 

152 

$2,222,087 

100.00% 

0/2009 
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2008  Per 
Income 


nee  Report 
Jtmt  ■ QTD 


( 


tid  1/19/2009 


I 

QUARTER-TO-DATE 

Actual  ($) 

Prior  Yr.  ($) 

Change  2008 / 
2007 (%) 

Original  Plan 
($) 

Variance  to 
Original  Plan 

(%) 

Reforecast  ($) 

Variance  to 
Reforecast  (%) 

Revenue 

Subscriptions 

5,649,654 

5,268,858 

7% 

6,174,571 

-9% 

5,638,550 

0% 

Events 

208,758 

235,007 

-11% 

273,250 

-24% 

258,900 

-19% 

Other 

51,195 

160,387 

-68% 

112,500 

-54% 

72,500 

-29% 

Total  Net  Revenue 

5,909,607 

5,664,252 

4% 

6,560,321 

-10% 

5,969,950 

-1% 

Cost  of  Services 

2,470,662 

3,029,226 

18% 

3,006,599 

18% 

2,694,648 

8% 

% of  Revenue 

42% 

53% 

12% 

46% 

4% 

45% 

3% 

Gross  Income  / (Loss) 

3,438,945 

2,635,026 

31% 

3,553,723 

-3% 

3,275,303 

5% 

Gross  Profit  % 

58% 

47% 

12% 

54% 

4% 

55% 

3% 

Sales  & Marketing 

1,546,885 

" ^1,617,399 

4% 

1,760,471 

12% 

1,635,633 

5% 

% of  Revenue 

26% 

29% 

2% 

27% 

1% 

27% 

1% 

General  & Administrative 

1 ,154,124 

857,895 

-35% 

V127^>22~ 

-2% 

1,103,527 

-5% 

% of  Revenue 

20% 

15% 

-4% 

17% 

-2% 

18% 

-1% 

Corporate  Expenses 

247,865 

293,152 

15% 

158,133 

-57% 

158,133 

-57% 

% of  Revenue 

4% 

5% 

1% 

2% 

-2% 

3% 

-2% 

Loss  on  Product  Sunset  (IEP) 

r 

- 

0% 

- 

0% 

- 

0% 

Provision  for  Bonuses 

170,752 

27,385 

-524% 

217,652 

22% 

34,749 

-391% 

Total  Expenses 

' 

5,590,289 

5,825,058 

4% 

6,270,676 

11% 

5,626,690 

1% 

EBITDA 

319,318 

(160,806) 

299% 

289,645 

10% 

343,260 

^7% 

% of  Revenue 

5% 

-3% 

8% 

4% 

1% 

6% 

0% 

Depreciation  & Amortization 

99,641 

104,813 

5% 

129,525 

23% 

108,783 

8% 

Operating  Income  / (Loss) 

219,677 

(265,619) 

183% 

160,120 

37% 

234,477 

-6% 

Other  Revenues  / (Expenses) 

52,341 

62,469 

-16% 

44,628 

17% 

44,580 

17% 

Income  / (Loss)  Before  Taxes 

272,018 

(203,150) 

234% 

204,748 

33% 

279,057 

-3% 

Provision  for  Income  Taxes 

- 

(1,331) 

-100% 

- 

0% 

7 

0% 

Net  Income  / (Loss) 

272,018 

(201,819) 

235% 

204,748 

33% 

279,057 

-3% 

% of  Revenue 

5% 

-4% 

8% 

3% 

1% 

5% 

0% 

- 


NOTES  / INSIGHTS: 

(A)  Percentages  are  presented  as  positive  for  favorable,  negative  for  unfavorable 

(B)  Revenue  variances  (vs.  Reforecast):  Events  revenue  variance  due  primarily  to  attendance  shortfalls.  Other  Revenue  was  short  due  primarily  due  to  quarterl 
' fees  projection  error  on  the  reforecast. 

(C)  Favorable  exp  variances  (vs.  Reforecash:  Personnel  $1 08k,  Bad  Debt  $36k  (revised  estimate  due  to  favorable  collections  & year-end  analysis); 

Office  & Computer  Supplies/Misc  Facilities  $21  k;  Marketing  $9k  | ~[ 

Unfavorable  exp  variances  (vs.  Reforecastl:  Other  Prof  Services  $68k  (primarily:  RDA  database  consulting  $18k;  Outsell  $13k;  Mktg  $1 3k; 

Board/Comp  Committee  fees  $1 5k;  legal  $1 4k),  Recruiting  $49k  (primarily  for  3 Marketing  Directors);  Travel  $32k  | 

(D)  Corporate  Expenses  includes  Board  expenses  (ind.  all  Cunningham  costs),  one-time  corporate  items  such  as  CEO 

recruitment  and  the  Delaware  reincorporation,  Board-related  legal  fees,  and  similar  items. 

(E)  Provision  for  Bonuses  includes  the  bonus  accrual  for  managers  (except  Sales  and  Mbr  Svcs  mgrs)  and  for  all  Executives 

(Including  the  President  and  the  Chairman),  plus  amounts  (if  any)  set  aside  for  general  staff  (there  is  no  set  aside 

for  general  staff  in  the  2008  Reforecast) ! ] j j 
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2008  Perfo 


;e  Report 


Income  bunt  - YTD 


Date  Print 


I 


9/2009 


1 

YEAR-TO-DATE 

Actual  ($) 

Prior  Yr.  ($) 

Change  2008  / 
2007  (%) 

Original  Plan 
($) 

Variance  to 
Original  Plan 
(%> 

Reforecast  ($) 

Variance  to 
Reforecast  (%) 

Revenue 

Subscriptions 

21,911,345 

20,565,623 

7% 

22,694,281 

-3% 

21,870,082 

0% 

Events 

701 ,072 

792,459 

-12% 

953,500 

-26% 

732,475 

-4% 

Other 

Total  Net  Revenue 

196,854 

816,986 

-76% 

450,000 

-56% 

235,564 

-16% 

22,809,271 

22,175,068 

3% 

24,097,781 

-5% 

22,838,121 

0% 

Cost  of  Services 

10,594,905 

11,246,873 

6% 

11,695,072 

9% 

10,824,622 

2% 

% of  Revenue 

46% 

51% 

4% 

49% 

2% 

47% 

1% 

Gross  Income  / (Loss) 

12,214,366 

10,928,195 

12% 

12,402,709 

-2% 

12,013,499 

2% 

Gross  Profit  % 

54% 

49% 

4% 

51% 

2% 

53% 

1% 

Sales  & Marketing 

5,858,745 

6,519,396 

10% 

6,876,304 

15% 

6,116,521 

4% 

% of  Revenue 

26% 

29% 

4% 

29% 

3% 

27% 

1% 

General  & Administrative 

4,483,506 

3,467,326 

-29% 

4,397,913 

-2% 

4,393,084 

-2% 

% of  Revenue 

20% 

16% 

-4% 

18% 

-1% 

19% 

0% 

Corporate  Expenses 

863,077 

817,738 

-6% 

787,966 

-10% 

787,966 

-10% 

% of  Revenue 

4% 

4% 

0% 

3% 

-1% 

3% 

0% 

Loss  on  Product  Sunset  (IEP) 

67,749 

- 

0% 

- 

0% 

67.749 

0% 

Provision  for  Bonuses 

274,998 

109,537 

-151% 

853,018 

68% 

138,996 

-98% 

Total  Expenses 

22,142,981 

22,160,870 

0% 

24,610,273 

10% 

22,328,937 

1% 

EBITDA 

666,290 

14,198 

4593% 

(512,492) 

230% 

509,184 

31% 

% of  Revenue 

3% 

0% 

3% 

-2% 

5% 

2% 

1% 

Depreciation  & Amortization 
Operating  Income  t (Loss) 

396,123 

445,406 

11% 

483,313 

18% 

407,951 

3% 

270,167 

(431,208) 

163% 

(995,805) 

127% 

101,233 

167% 

Other  Revenues  / (Expenses) 
Income  / (Loss)  Before  Taxes 

189,550 

248,042 

-24% 

167,224 

13% 

199,373 

-5% 

459,717 

(183,166) 

351% 

(828,581) 

155% 

300,606 

53% 

Provision  for  Income  Taxes 

_ 

(1,331) 

-100% 

- 

0% 

- 

0% 

Net  Income  / (Loss) 

459,717 

(181,835) 

353% 

(828,581) 

155% 

300,606 

53% 

% of  Revenue 

2% 

-1% 

3% 

-3% 

5% 

1% 

1% 

NOTES  / INSIGHTS: 

(A) 

Percentages  are  presented  as  positive  for  favorable,  negative  for  unfavorable 

(B)  Favorable  exp  variances  (vs.  Reforecast):  Personnel  $236k,  Marketing  $40k  ($29k  for  advertising/media  relations  & $1  Ik  for  tradeshow  attendance); 

Bad  Debt  $36k  (revised  estimate  due  to  favorable  collections  & year-end  analysis);  Office  & Computer  Supplies/Misc  Facilities  $21  k;  Marketing  $30k 
Unfavorable  exp  variances  (vs.  Reforecast):  Other  Professional  Svcs  $23k  (legal,  accounting,  Board/Comp  Committee  fees); 

Travel  $26k;  Recruiting  $35k  (primarily  for  3 Marketing  Directors) 

(C)  Corporate  Expenses  includes  Board  expenses  (incl.  all  Cunningham  costs),  one-time  corporate  items  such  as  CEO 

recruitment  and  the  Delaware  reincorporation,  Board-related  legal  fees,  and  similar  items. 

(D)  Time  charged  to  Products  under  development  by  individuals  in  Operating/Cost  of  Sale  depts.  has  been 

reclassified  to  R&D,  $133k  has  been  reclassified  YTD  (including  external  labor  costs).  j _ 

(E)  YTD  Plan  and  Actual  includes  an  expense  reduction  of  approximately  $160k  for  severance  expense  that  was 

previously  included  in  2008,  but  changed  to  a 2007  charge  for  the  audit  1 

(F)  Provision  for  Bonuses  includes  the  bonus  accrual  for  managers  (except  Sales  and  Mbr  Svcs  mgrs)  and  for  all  Executives  (Including  the  President 

and  the  Chairman),  plus  amounts  (if  any)  set  aside  for  general  staff  (there  is  no  set  aside  for  general  staff  in  the  2008  Reforecast) 


R-F  390  INPUT  Mgmt  Rpts  Dec  08  (6)  011509  KDG.xls 


Page  1 of  1 


Proprietary  / Confidential  - INPUT 


9 


9 


2008  Perfi 
Income  Statei 


4 

ten.... 


:e  Report 
vit  Actual-Ref 


I 1/19/2009 


1 

2008  ACTUAL 

($000s) 

Jan 

Feb  Mar 

Apr 

May 

Jun 

Jul 

Aug 

Sep 

Oct 

Nov 

Dec 

Year 

Annual 
Ref  cast 

Variance  to 
Ref  cast 

Actual 

Actual 

Actual 

Actual 

Actual 

Actual 

Actual 

Orders 

Renewal  Base 

1,750 

1,870  1,810 

1,063 

1.338 

1,657 

1.189 

1,665 

1,414 

tyoo 

1,510 

3.616 

20.582 

20,582 

Subscriptions  - Renewal 

1,276 

1,172  1 1,487 

811 

957 

1,187 

987 

1,421 

964 

1,177 

1,057 

2,881" 

15,378 

14,934 

444 

, Renewal  rate 

72  9% 

62  7%  82.2% 

76  3% 

71.5% 

71.6% 

830% 

85  4% 

68  2% 

69  3% 

70  0% 

79  7% 

74.7% 

72  6% 

2 2% 

Subscriptions  - New 

602 

70oi  mT 

653 

536 

574 

549 

628 

704 

717 

503 

965 

7,724 

7,788 

(64) 

Sales  Teams 

450 

577  448 

588 

481 

444 

424 

397 

612 

583 

398 

853 

6,256 

6,228 

27 

! Upsell 

152 

123  146 

63 

56 

127 

125 

226 

88 

131 

102 

108 

1.447 

1.456 

(8) 

Electronic/Web  Sales 

2 

2 

_ 11 1 

5 

4 

3 

3 

3 

21 

104 

(83) 

Events 

41 

7o1  79" 

59 

71 

58 

74 

79 

79 

43 

37 

6 

697 

758 

(61) 

Other 

12 

17  12 

14 

5 

23 

8 

25 

10 

19 

10 

20 

176 

170 

6 

T otal  Orders 

1,930 

1,959  2,173 

1,538 

1,569 

1,842 

1,618 

2,153 

1,756 

1,957 

1,607 

3,873 

23,974 

23,649 

325 

[ Total  Orders  - 2007 

1,632 

2,143  2,271 

1.533 

1.672 

1,757 

1,312 

1.943 

1,566 

1.786 

1.369 

3,424 

22,407 

Revenue 

— 

Subscriptions 

1,791 

1 ,792  1 ,789 

1,781 

1,806 

1,802 

1,799 

1,845 

1,859 

1,874 

1,881 

1,895 

21,911 

21,870 

41 

Events 

15 

14  78 

136 

11 

98 

40 

13 

88 

144 

14 

51 

701 

732 

(31) 

Other 

15 

19  17 

20 

8 

17 

11 

28 

10 

20 

36 

(5) 

197 

236 

(39) 

Total  Net  Revenue 

1,820 

1,825  1,883 

1.937 

1,825 

1,917 

1,850 

1,886 

1,956 

2,038 

1,931 

1,941 

22,809 

22,838 

(29) 

% Growth 

0%  3% 

3% 

-6% 

5% 

-3% 

2% 

4% 

4% 

-5% 

1% 

Prior  Year 

1 .775 

~ 1.743  1,975 

1,818 

1,737 

1,833 

1,877 

1,904 

1,848 

1,887 

1,939 

1,839 

22,175 

Cost  of  Services 

433 

412  413 

407 

391 

406 

426 

440 

403 

393 

386 

336 

4,847 

4,880 

33 

Other  Ops  Expense 

57 

68  94 

139 

58 

54 

52 

39 

63 

88 

70 

72 

853 

845 

(8) 

Mbr  Svcs  - Personnel 

281 

258  289 

287 

283 

300 

291 

269 

256 

263 

299 

235 

3,311 

3,387 

76 

Other  Mbr  Svcs  Expense 

1 

9 6 

16 

26 

12 

24 

13 

18 

20 

6 

23 

173 

138 

(35) 

R&D  Personnel 

112 

134  135 

125 

123 

107 

105 

102 

92 

86 

78 

79 

1,278 

1,432 

155 

Other  R&D  Expense 
Cost  of  Services,  Total 

19 

(1)  4 

25 

3 

7 

13 

26 

27 

24 

(13) 

134 

142 

8 

904 

879  941 

999 

881 

881 

905 

875 

858 

877 

862 

732 

10,595 

10,825 

230 

% of  Revenue 

50% 

¥896]  50% 

52% 

48% 

46% 

49% 

46% 

44% 

43% 

45% 

38% 

46% 

47% 

Gross  Income  / (Loss) 

917 

946  ] 942" 

939 

943 

1 ,035" 

945" 

1,011 

1,098 

1,161 

1,069 

1,209 

12,214 

12,013 

201 

Gross  Profit  % 

50% 

52%  | 50% 

48% 

52% 

54% 

51% 

54% 

56% 

57% 

55% 

62% 

54% 

53% 

Sales  & Marketing 

411 

421  423 

420 

414 

402 

385 

404 

391 

422 

427 

427 

4,947 

5,132 

185 

J Other  Expense 

Sales  & Marketing,  Total 

44 

70  64 

65 

96 

65 

87 

64 

88 

110 

85 

74 

912 

985 

73 

455 

491  486 

485 

510 

467 

472 

467 

479 

533 

512 

502 

5,859 

6,117 

258 

% of  Revenue 

25% 

27%  26% 

25% 

28% 

24%  | 

26% 

25% 

24% 

26% 

27% 

26% 

26% 

27% 

General  & Administrative 

Personnel  (1) 

108 

85  94 

98 

117 

121 

133 

137 

137 

132 

127 

148 

1,437 

1,400 

(37) 

Ge 

Other  Expense  (1) 

265 

228  275 

257 

262 

271 

250 

239 

254 

217 

253 

277 

3,046 

2,993 

£3) 

neral  & Administrative,  Total 

373 

313  369 

355 

379 

392 

383 

376 

391 

349 

380 

425 

4,484 

4,393 

(90) 

% of  Revenue 

20% 

17%  20% 

18% 

21% 

20% 

21% 

20% 

20% 

17% 

20% 

22% 

20% 

19% 

Corporate  Expenses 

J Personnel 

34 

34  33 

33 

34 

33 

35 

34 

35 

38 

34 

63 

440 

400 

(40) 

Other  Expense 

86 

57  46 

24 

28 

26 

25 

13 

3 

53 

23 

38 

423 

387 

(35) 

Corporate  Expenses,  Total 

120 

91  80 

57 

62 

60 

60 

47 

38 

90 

56 

101 

863 

788 

(75) 

% of  Revenue 

7% 

5%  4% 

3% 

3% 

3% 

3% 

2% 

2% 

4% 

3% 

5% 

4% 

3% 

Loss  on  Product  Sunset  (IEP) 

68 

68 

68 

Provision  for  Bonuses 

12 

12  12 

12 

12 

12 

12 

12 

12 

25 

25 

120 

275 

139 

(136) 

r 

Total  Expenses 

1,863 

1,786  1,887 

1,974 

1,845 

1,812 

1,832 

1,777 

1,777 

1,874 

1,836 

1,881 

22,143 

22,329 

186 

Prior  Year 

1,732 

1.643  i 1,755 

1 ,81 B 

1,758 

1,873 

1,871 

1.903 

1,900 

1,966 

1,996 

1,836 

22,051 

EBITDA 

(42) 

40  1 (4) 

(37) 

(20) 

105 

18 

109 

179 

164 

95 

60 

666 

509 

157 

] % of  Revenue 

-2% 

2%  1 0% 

-2% 

-1% 

5% 

1% 

6% 

9% 

8% 

5% 

3% 

3% 

2% 

Depreciation  & Amortization 
Operating  Income  / (Loss) 

35 

30  33 

30 

31 

34 

34 

35 

34 

34 

32 

33 

396 

408 

12 

(77) 

10.  _ _(37) 

(68) 

(52) 

71 

(17) 

75 

145 

130 

63 

27 

270 

101 

169 

Other  Revenues  / (Expenses) 

Income  / (Loss)  Before  Taxes 

46 

12  14 

13 

12 

10 

11 

11 

8 

19 

16 

17 

190 

199 

(10) 

(32) 

22  (23) 

(55) 

(40) 

81 

(6) 

86 

154 

149 

79 

44 

4601 

301 

159 

Provision  for  Income  Taxes 

Net  Income  / (Loss) 

! % of  Revenue 

(32) 

22  (23) 

(55) 

(40) 

81 

(6) 

86 

154 

149 

79 

44 

460 

301 

159 

■2% 

1%  -1% 

■3% 

-2% 

4% 

0% 

5% 

8% 

7% 

4% 

2% 

2% 

1% 

Prior  Year 

1 

65  194 

(26) 

(44) 

(65) 

(11) 

(20) 

(73) 

(100) 

(79) 

(23) 

(182) 

(A 

Facilities  costs  are  included  in  General  & Administrative  Expenses 

(B) ; Corporate  Expenses  includes  Board  expenses  (incl.  all  Cunningham  costs),  one-time  corporate  items  such  as  CEO  recruitment  and  the  Delaware  reincorporation,  Board-related  legal  fees,  and  similar  items. 

(C)  Provision  for  Bonuses  includes  the  bonus  accrual  for  managers  (except  Sales  and  Mbr  Svcs  mgrs)  and  for  all  Executives  (Including  the  President  and  the  Chairman),  plus  amounts  (if  any)  set  aside  for  general  staff 

(there  is  no  set  aside  for  general  staff  in  the  2008  Reforecast)  1 

(D)  Highlighted  area(s):  Ops  Personnel:  $50k  decrease  from  prior  month  due  to  reallocation  of  stock  comp  exp  & vacation  accrual  adj;  MS  Personnel:  deer  from  prior  month  primarily  due  to  $43k  reduction  of  MS  bonus  accrual  & $9k 
due  to  reallocation  of  stock  comp  exp  & vacation  accrual  adj;  R&D  Other:  $1 5k  adj  to  amortization  of  Dinte  fee  for  SVP  of  Tech  search  (extended  estimated  amortization  period  as  position  was  not  filled  by  year-end);  ( 

G&A  Personnel  $1 5k  of  incr  from  prior  month  due  to  reallocation  of  stock  comp  exp  & vacation  accrual  adj;  Corp  Personnel:  $24k  of  incr  from  prior  month  due  to  alloc  of  stock  comp  exp 
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Balance  Sheet 


19/2009 


Actual  ($) 

Prior  Yr.  ($) 

Change 
2008/2007  (%l 

Plan  ($) 

Variance  to 
Plan  (%) 

Variance  to 
Plan  <$) 

Reforecast 

($) 

Variance  to 
Reforecast 

Variance  to 
Reforecast  ($) 

Assets 

Current  Assets 

Cash  and  Cash  Equivalents 

(A) 

$ 5,935,498 

$ 3,823,803 

55% 

$ 4,864,927 

22% 

$ 1,070,571 

$ 4,631,677 

28% 

$ 1,303,821 

Accounts  Receivable,  net 

(A) 

3,149,462 

3,458,406 

-9% 

5,289,019 

-40% 

(2,139,557) 

4,270,540 

-26% 

(1,121,078) 

Other  Current  Assets 
Total  Current  Assets 

(B) 

1,336,021 

1,319,739 

1% 

1,221,157 

9% 

114,864 

1,176,543 

14% 

159,478 

10,420,981 

8,601,948 

21% 

11,375.103 

-8% 

(954,122) 

10,078,760 

3% 

342,221 

Fixed  Assets 

Fixed  Assets 

2,976,757 

2,552,594 

17% 

3,531,777 

-16% 

(555,020) 

3,216,538 

-7% 

(239,781) 

Less  Depreciation  & Amort. 
Net  Fixed  Assets 

(C) 

(2,144,246) 

(1,954,300) 

10% 

(2,349,392) 

-9% 

205,146 

(2,274,594) 

-6% 

130,348 

832,511 

598,294 

39% 

1,182,385 

-30% 

(349,874) 

941,944 

-12% 

(109,433) 

Other  Assets 

478,112 

462,654 

3% 

366,632 

30% 

111,480 

465,314 

3% 

12,798 

Tot. 

il  Assets 

$ 11,731,604 

$ 9,662,896 

21% 

$ 12,924,121 

-9% 

$ (1.192,517) 

$ 11,486,018 

2% 

$ 245,586 

Liabilities 

Accounts  Payable 

$ 174,559 

"$  218,988 

-20% 

$ 323,385 

-46% 

~$  (148,826) 

1 217,922 

-20% 

$ (43,363) 

Other  Accrued  Liabilities 

(D) 

1,587,096 

1,444,181 

10% 

1 ,630,552 

-3% 

(43,456) 

913,129 

74% 

673,967 

Capital  lease,  current 

76,492 

27,587 

177% 

15,404 

397% 

61,088 

55,901 

37% 

20,591 

Deferred  Revenue  (Net  of  Unbilled) 

(E) 

10,575,242 

9,960,092 

6% 

12,850,868 

-18% 

(2,275,626) 

11,157,800 

-5% 

(582,558) 

Total  Current  Liabilities 

12,413,389 

11,650,848 

7% 

14,820,208 

-16% 

(2,406,819) 

12,344,751 

1% 

68,638 

Non-Current  Liabilities 

Deferred  Rent 

789,740 

- 

0% 

789,740 

0% 

~ (5) 

789,740 

0% 

(0) 

Total  Liabilities 

13,203,129 

11,650,848 

13% 

15,609,948 

-15% 

(2,406,819) 

13,134,491 

1% 

68,638 

Shareholders'  Equity 

Common  and  Treasury  Stock 

(258,975) 

(315,685) 

-18% 

(263,903) 

-2% 

4,928 

(276,812) 

-6% 

17,837 

Currency  gain  (loss) 

(262) 

(262) 

0% 

(262) 

0% 

- 

(262) 

0% 

- 

Retained  Earnings  - Accumulated 

(1,672,005) 

(1,490,170) 

12% 

(1,593,081) 

5% 

(78,924) 

(1,672,005) 

0% 

- 

Retained  Earnings  - Current  Year 

459,717 

(181,835) 

353% 

(828,581) 

155% 

1,288,298 

300,606 

53% 

159,111 

Total  Shareholders'  Equity 

(1,471,525) 

(1,987,952) 

-26% 

(2,685,827) 

45% 

1,214,302 

(1,648,473) 

-11% 

176,948 

Total  Liabilities  & Shareholders'  Equity 

$ 11,731,604 

$ 9,662,896 

21% 

$ 12,924,121 

-9% 

$ (1,192,517) 

GO 

CO 

a> 

o 

CO 

2% 

$ 245,586 

Cash  Pledged  as  Collateral  for  Personal 

Loan  to  Principal  Stockholders 

$ 1,833,611 

$ 1,519,874 

21% 

NOTES  / INSIGHTS 

(A)  Favorable  cash  impacts  to  Reforecast:  DSO  better  than  Reforecast  (29  days  actual  vs.  45  Reforecast  vs.  39  prior  yr);  Fixed  Asset  spend  & Net  Income  also  favorable 
Receivables  lower  than  Reforecast  due  to  favorable  DSOs  and  higher  proportion  of  split-billing  payment  terms 


(B)  Variance  primarily  due  to  deferred  commission  expense  (higher  commissions  for  high  performers,  plus  orders  exceeded  Reforecast) 

(C)  Fixed  asset  spending  lower  than  anticipated  I 


(D)  Other  Accrued  Liabilities  variance  due  to  timing  and  adjustments  to  accruals,  significant  variances  include: 


(E) 


Member  Services  Q4  bonus  accrual  $77k  greater  than  Reforecast  (variance  relates  to  quarterly  payout  amounts--note  that  YTD  exp  is  only  $14k  greater  than  Reforecast); 
year-end  commission  accrual  $200k  higher  than  Reforecast  due  to  better  Dec  performance  than  Reforecast  & year-end  accelerator  calculations; 
several  months  advertising  costs  unbilled  by  vendor  (1105  Media-$24k);  remittance  of  employee  401k  contributions  from  the  Dec  31st  payroll  occurred  & Q4  Match  occurred  in  Jan  ($73k); 
Club  trip  estimate  increased  by  $45k;  $136k  due  to  General  Bonus  accrual  increases  (driven  by  above-forecast  performance). 

Deferred  Revenue  variance  to  Reforecast  due  to  a higher  proportion  of  split-billing  payment  terms  than  anticipated 
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Report 


i 1/20/2009 


As  of  January  1,  2009 

NUMBER  OF  STAFF 

1/1/08 

1/1/09 

Plan 

Reforecast 

Dec 

Hires 

Dec 

Terms 

T ransfers 

Hires 
2008  YTD 

Terms 
2008  YTD 

SALES 

Executive  Management-  Sales 

1 

1 

1 

1 

Sales  Support 

6 

3 

2 

2 

(D 

2 

New  Business  Sales 

Sales  Managers 

3 

3 

3 

3 

Strategic 

2 

1 

1 

1 

_ (1) 

Account  Managers 

29 

23 

32 

24 

1 

1 

9 

16 

Sales  Lead  Analyst 

4 

2 

4 

Associate  Account  Managers 

2 

2 

3j 

1 

Industry  Analysis  Sales 

- 1 * 

1 

1 

Subtotal 

34 

33 

36 

32 

1 

1 

16 

18 

Member  Services 

Executive  Management  MS 

1 

1 

1 

1 

Member  Services  Managers 

4 

3 

5 

3 

(1). 

Strategic  Advisors 

4 

5 

5 

5 

1 

Advisors 

18 

19 

20 

21 

1 

(2) 

9 

6 

Support  & FOIA 

4 

8 

8 

8 

2 

2 

Subtotal 

31 

36 

39 

38 

- ' 1 

0 

11 

6 

Marketing 

3 

6 

7 

9 

1 

4 

2 

Events 

1 

1 

2 

1 

1 

1 

Subtotal 

4 

7 

9 

10 

2 

4 

3 

Total  Sales 

75 

80 

87 

83 

1 1 

2 

31 

29 

OPERATIONS 

Executive  Management  Operations 

1 

1 

1 

1 

- 

- 

Subscriptions 

Federal  IT 

30 

31 

32 

32 

_ (D. 

. 7 

5 

S&L  IT 

16 

16 

18 

16 

P) 

4 

2 

Org  Charts 

2 

3 

2 

3 

1 

Data  Acquisition 

2 

2 

2 

3 

1 

Industry  Analysis  & Executive  Program 

6 

4 

7 

4 

(1) 

1 

Subtotal 

51 

54 

61 

55 

(11. 

14 

10 

Research  & Development 

R&D  Management 

1 

1 

2 

1 

Business  Analysis 

2 

2 

2 

2 

Developers 

6 

6 

9 

7 

(D 

2 

1 

Subtotal 

9 

8 

12 

11 

(ill 

T 

2 

Total  Operations 

61 

63 

74 

67 

. (2) 

16 

12 

CORPORATE/CENTRAL 

Office  of  the  Chairman 

1 

1 

1 

1 

- 

Executive  Management  Corporate 

1 

1 

Finance,  HR  & Admin 

10 

13 

13 

13 

1 

5 

2 

IT/Internal  Development 

5 

4 

5 

5 

1 

1 

16 

19 

19 

20 

1 

6 

3 

TOTAL  INPUT  Staffing 

152 

161 

179 

170 

1 

2 

53 

44 

SPi  STAFFING 

Bid  and  News  Article  Processing 

Federal  News  Article  Processing 

1 

1 

S&L  Bid  & News  Article  Processing 

5 

5 

GovEdge 

9 

Federal  Labor  Pricing  Work 

Federal  Contacts  Updating 

9 

9 

S&L  Contacts  Update 

1 

TOTAL  SPi  STAFFING 

14 

24 

TOTAL  with  SPi  Staffing 

166 

185 

179 

170 

1 

2 

53 

44 

Voluntary 

29 

NOTES:  (A)  Analysis  does  not  include  temporary  employees  or  Pat  Cunningham 

Involuntary 

15 

Actual 

(B)  Temporary  (replacement)  staff,  full-time  equivalent:  | December  | 

Sales  Support 

Support /FOIA  100 

S&L  IT 

Org  Charts 

Industry  Analysis 

Admin 

1 00  ' 

R-F  390  INPUT  Mgml  Rpts  Dec  0*  (6) 01 IMS  KDO  «»S 


Page  1 of  1 


Proprietary  / Confidential  - INPUT 


2008  Perfol  ice  Report 
Web  Usage 


/1 9/2009 


R-F  390  INPUT  Mgmt  Rpts  Dec  08  (6)  011509  KDG.xls 


Page  1 of  1 


Proprietary  / Confidential  - INPUT 


9 


2008  Perfo 


ice  Report 


#Users  per  Service 


1/19/2009 


Monthly  Unique  Product  Visitors 


Product 

Dec -07 

Jan-08 

Feb-08 

Mar-08 

Apr-08 

May-08 

Jun-08 

Jui-08 

Aug-08 

Sep-08 

Oct-08 

Nov-08 

Var  (%)  vs. 
Prior  Year 

□ec-08 

Business  Days  in  Month 

19 

22 

20 

21 

22 

21 

21 

22 

21 

21 

23 

18 

21 

Federal  Products 

Opportunities 

7,315 

8,986 

8,919 

9,044 

9,374 

9,129 

9,108 

9,428 

9,203 

9,491 

10,256 

9,693 

37% 

10,031 

Contacts 

795 

1,139 

1,087 

1,035 

1,069 

1,043 

1,163 

1,103 

1,350 

1,072 

1,347 

1,218 

52% 

1,207 

Organization  Charts 

651 

968 

899 

867 

995 

852 

934 

875 

968 

732 

922 

752 

14% 

739 

Agency  Profiles 

1,659 

1,961 

1.890 

1,962 

2,140 

1,826 

1,926 

1,771 

1.706 

1,787 

2,060 

1,691 

12% 

1,855 

Account  Planners  (1) 

490 

354 

638 

405 

495 

599 

900 

677 

854 

Vendor  Performance  Profiles 

562 

821 

825 

777 

880 

754 

774 

843 

803  783 

991 

821 

43% 

802 

Teaming  Profiles 

1,616 

2,384 

2.281 

2,172 

2,261 

2,154 

2.072 

2,118 

1,979  2,156 

2,365 

2,042 

28% 

2,075 

Labor  Pncing 

288 

291 

274  272 

269 

232 

287 

236 

267  264 

300 

272 

-13% 

250 

Task  Orders 

174 

266 

270  253 

268 

230 

286 

266 

323 

473 

354 

331 

68% 

293 

S&L  Products 



Tracked  Opportunities 

1,184 

1,522 

1,429 

1.460 

1,588 

1,413 

1,429 

1,403 

1,303 

1,512 

1,455 

1.355 

27% 

1,504 

Opportunity  Alerts 

670 

927 

841 

899 

918 

795 

784 

654 

696 

712 

731 

660 

30% 

870 

Contacts 

105 

162 

147 

180 

189 

179 

154 

173 

164 

172 

178 

159 

71% 

180 

Profiles 

228 

352 

292 

325 

160 

239 

315 

311 

288 

327 

371 

306 

94% 

442 

Grants 

16 

11 

15 

15 

21 

19 

25 

26 

30 

22 

31 

17 

63% 

26 

Vertical  Profiles 

99 

140 

129 

157 

366 

153 

149 

150 

131 

143 

180 

113 

33% 

132 

Analysis  Products 

Federal  Industry  Analysis 

833 

786 

1,072 

540 

308 

367 

505 

221 

374 

535 

2.492 

1.008 

-41% 

493 

S&L  Industry  Analysis 

304 

917 

818 

411 

198 

121 

143 

112 

151 

150 

150 

182 

-22% 

237 

Product 

Dec-07 

Jan-08 

Feb-08 

Mar-08 

Apr-08 

May-08 

Jun-08 

Jul-08 

Aug-08 

Sep-08 

Oct-08 

Nov-08 

Var  (%)  vs. 
Prior  Year 

Dec -08 

Active  User  Account  Turnover 

User  Accounts  Beginning  of  Month 

14,541 

14,092 

14,735 

15,173 

15,440 

15,863 

16,102 

16,815 

16,817 

16,595 

17,056 

17,400 

22% 

17,718 

User  Accounts  Added 

1,326 

2,153 

2,075 

1,977 

2,040 

1,988 

2,009 

2,212 

2,094 

3,440 

2,623 

1,891 

70% 

2,253 

User  Accounts  Deactivated 

1,775 

1,510 

1,637 

1,710 

1,617 

1,749 

1,296 

2,210 

2,316 

2,979 

2,279 

1,573 

35% 

2,404 

User  Accounts  End  of  Month 

14,092 

14,735 

15,173 

15,440 

15,863 

16,102 

16,815 

16,817 

16,595 

17,056 

17,400 

17,718 

25% 

17,567 

Account  Utilization 

# of  Accounts  Utilized 

9,537 

11,558 

11,541 

11,691 

12,159 

11,886 

12,175 

12,326 

12,472 

12,807 

13,602 

12,853 

38% 

13,186 

Accounts  Used  Per  Member  Company 

6.8 

8.3 

8.2 

8.3 

8.4 

8.2 

8.3 

8.4 

8.3 

8.3 

8.7 

8.2 

19% 

8.1 

# of  Visits  (2)  (3) 

50,606 

77,341 

65,714 

67,433 

76,293 

81,505 

87,261 

106,514 

106,137 

110,899 

126,409 

101,362 

118% 

110,369 

Visits  Per  Member  Company 

36.3 

55.5 

46.9 

47.7 

53.0 

55.9 

59.6 

72  2 

70.7 

72.0U 

81.3 

64.5 

88% 

68.2 

Avg  Visit  Duration  (mins)  (2)  (3) 

15:49 

16:17 

16:28 

16:27 

16:18 

14:18 

13:55 

12:32 

13:14 

13:26 

13:33 

13:16 

-15% 

13:30 

Shared  Teaming  Profiles 

19,833 

20,475 

21,074 

21,597 

22,127 

22,545 

23,018 

23,501 

23,958 

24,444 

25,041 

25,511 

31% 

26,077 

Opportunity  Interest  Advertisements 

1,562 

2,418 

1,824 

1,961 

1,748 

1,899 

1,678 

1,476 

1,857 

2,226 

2,248 

1,876 

19% 

1,854 

Note  1 - Account  Planners  were  introduced  as  a feature  of  Agency  Profiles  in  April  2008 

Note  2 - Implemented  refinement  to  usage  tracking  method  in  May  08  that  affects  # of  Visits,  Visit  Duration  and  Page  Views 

Note  3 - Added  member  usage  of  corporate  content  to  total  visit  and  page  view  data  starting  June  2008.  This  contributes  to  increase  in  page  views  and  visits  and  decrease  in  Visit  Duration 
Note  4 - Federal  Industry  Analysis  spike  in  Oct  2008  due  to  wide  release  of  T op  20  Federal  Opportunities  and  Top  1 0 Set  Aside  Opportunities  analysis  reports. 
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2008  Performance  Report 
Development  *er  Schedule 


Project 

Owner 

PDM 

Dev  Resource 

Phase 

Start  Date 

End  Date 

Done  Date 

Status 

Description 

1 

Sales  Proposal  Generation 

Mary  Beth 

Selene 

Linh 

Build 

11/24/2008 

1/16/2009 

1/22/2009 

QA  kick  off  scheduled  for  1/13.  QA  complete  1/19.  Deploy 
1/21.  Schedule  training.  Marketing  will  assign  content 
owner. 

This  tool  will  automate  the  sales  proposal  generation  by 
sales  rep,  thus  reducing  the  amount  of  time  required  to 
create  a proposal  and  ensure  unified  messaging.  Marketing 
will  control  both  the  general  proposal  text  and  descriptions 
of  individual  products. 

2 

Software  System  Security 

Tim  Dowd 

Rick 

Chad 

Build 

10/24/2008 

1/15/2009 

1/15/2009 

On  schedule  for  Jan  15  release.  QA  Testing  now. 

This  project  addresses  security  concerns  ranging  from 
general  web  application  security  requirements  to  more 
specific  data  concerns.  These  are  industry  standard  security 
patches  that  protect  against  such  things  as  denial-of-service 
attacks,  admin  hijacking  and  rogue  script  execution. 

3 

SPI  Resource  Changes 

Schalene 

Rick 

Paul 

Build 

12/11/2008 

1/9/2009 

1/9/2009 

Waiting  to  deploy  Navigator  changes  to  GovEdge. 

This  change  is  necessary  due  to  SPI  resource  re-allocation. 

4 

Covex  Phase  1 

Ashlea 

Grant 

Paul,  Brian, 
Linh 

Build 

12/1/2008 

3/3/2009 

3/3/2009 

Project  on  schedule.  Dev  complete  on  2/20.  QA  complete 
on  3/3.  Marketing  to  determine  launch  date  (saying  3/3  for 

Expand  content  coverage  beyond  IT.  Support  new  industry 
classifications  in  Opps  and  Agency  Profiles. 

5 

Covex  Phase  A 

Ashlea 

Grant 

Paul,  Selene 

Design 

1/5/2009 

1/9/2009 

1/23/2009 

Schedule  created;  awaiting  approval  and  resource  allocation. 

This  project  will  allow  the  Sales  team  to  begin  selling  CovEx 
in  January  rather  than  waiting  until  March.  MPS  changes 
and  label  changes  are  necessary. 

6 

Covex  Phase  II 

Ashlea 

Grant 

Brian 

Design 

12/1/2008 

4/17/2009 

4/17/2009 

Dev  complete  4/7.  QA  complete  on  4/17.  Marketing  to 
determine  launch  date  (saving  4/17  for  now). 

Expand  content  coverage  beyond  IT.  Support  new  industry 
classifications  in  Vendor  Profiles  and  Contracts. 

7 

Information  Request  SDR  Forms  [1] 

Deepak/Mary 

Beth 

Selene 

Design  (hold) 

12/11/2008 

1/12/2009 

This  project  is  on  hold  in  favor  of  Selene  working  on  CovEx 
Phase  A. 

Selene  is  gathering  feedback  on  questions  for  form;  needs 

This  will  create  a form  to  enable  SDRs  to  qualify,  capture, 
and  communicate  prospect  information  to  sales  reps.  Form 
will  be  searchable. 

8 

INPUT  for  Mobile  Devices 

Schalene 

Mike 

Roucco 

Eric 

Design 

12/3/2008 

1/30/2009 

3/20/2009 

Will  not  combine  Fed  and  SL  Opp  searches  for  mobile.  Eric 
has  completed  the  login  section  faster  than  expected.  He  is 
now  working  on  adding  permissioning  onto  the  pages  and 
segmenting  for  SL  Opps.  Working  to  complete  Opps  before 
working  on  Contacts. 

The  objective  of  this  project  is  to  create  a mobile  version  of 
a segment  of  INPUT'S  product  that  allow  users  mobile  access 
to  INPUT  information. 

9 

Strengthening  Opportunities 

Kevin  P. 

Rick 

Chad 

Design 

11/21/2008 

1/14/2009 

Meeting  scheduled  for  Monday  to  review  draft  specifications 
and  address  design  questions. 

This  project  will  increase  member  satisfaction  for  timeliness 
by  scraping  more  government  procurement  websites  and 
pushing  updates  to  members  hourly  rather  than  nightly.  A 
more  formal  editorial  process  will  also  be  implemented. 

10 

Search  Engine  Improvement 

Mike  Rombach 

Rick 

Paul 

Design  (hold) 

12/4/2008 

1/9/2009 

This  project  is  on  hold  in  favor  of  Paul  working  on  CovEx 
until  the  updated  FPDS  data  is  available  mid-January. 

This  project  will  improve  the  search  capabilities  on  the 
INPUT  member  website.  The  first  phase  is  to  create  a 
DrototvDe  kevword  search  across  multiDle  content  streams. 

11 

FPDS  Processing  "Classic" 

Ashlea 

Paul 

Design 

1/15/2009 

2/28/2009 

This  took  25  calendar  days  (of  continuous  work)  in  2008. 
Process  documentation  will  be  part  of  this  project.  It  is  not  a 
given  that  the  FPDS  data  will  be  available  on  1/15/2009. 

This  is  an  annual  project  that  updates  the  FPDS  data,  which 
is  used  by  many  applications  on  the  INPUT  website. 

12 

S&L  Census  Data  Reload 

Carey  Webster 

Rick 

Linh 

Design 

1/7/2009 

1/15/2009 

Updated  Census  data  is  available  for  States.  Companion 
data  will  not  be  available  for  10-12  months,  so  code  must  be 
altered  to  display  this  updated  data.  Linh  will  provide  LOE. 

This  will  update  existing  Census  data  on  the  State  Snapshots. 

13 

Breaking  Views  Blog 

Stacy 

Rick 

Assess 

Stacy  T.  scheduled  meeting  for  Monday  1/12. 

This  project  will  alter  the  Breaking  Views  Blog  to  incorporate 
links  to  related  content  and  advertisements  to  turn 
interested  readers  into  member/uD-sells. 

14 

Paid  Teaming 

Assess 

Paid  Teaming  LOE:  10  to  15  days.  Before  any  work  can  start, 
5 days  minimum  for  any  Developer  to  come  up  to  speed  on 
current  Teaming  product  (no  resident  expert). 

Non-Members  promote  themselves  with  a teaming  company 
profile  in  the  INPUT  Network.  Subscription  sold  via 
ecommerce  at  a gateway  price.  Paid  Teaming  subscribers 
are  visible  to  the  INPUT  Network  but  cannot  view  the  INPUT 
Network. 

15 

Task  Order  Aggregation 

Kevin  P. 

Assess 

Monitor  contract  vehicles  for  postings  and  provide  alerts. 

16 

How  To  (Subscription) 

Schalene 

Assess 

This  is  a package  of  events  and  content  for  new  market 
entrants  to  learn  market  fundamentals. 

17 

Member  Knowledge  Base 

Brian  H. 

Selene 

Assess 

Added  as  per  Brian  H.  May  be  due  for  completion  by  4/1. 
Define  project. 

This  is  a repository  of  member  requests  and  responses. 

18 

Share  Point  Improvements 

Scott 

Selene 

Selene 

Assess 

Define  necessary  improvements  to  Share  Point. 

This  project  will  address  many  of  the  usability  aspects  of 
INPUT  implementation  of  Sharepoint. 
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Development  *er  Schedule 


Project 

Owner 

PDM 

Dev  Resource 

Phase 

Start  Date 

End  Date 

Done  Date 

Status 

Description 

19 

Rewrite  Task  Orders  Excel  Import 

Kevin  P. 

Rick 

Assess 

Rick  will  work  to  define  this  project. 

This  process  must  be  rewritten  so  it  will  work  on  the  new  64- 
bit  server. 

20 

Database  Compatibility  Mode 

Scott 

Mike 

Roucco 

Mike  Roucco 

Assess 

This  project  is  a prerequisite  for  moving  the  production 
servers  from  SQL  2005  to  SQL  2008. 

21 

MPS  Productivity  Enhancements  [2] 
-MPS  Data  Integrity 

Deepak/Mary 

Beth 

Selene 

Assess 

The  NAICS  Code  portion  of  this  project  moved  to  CovEx 
Phase  A.  Priority  dates  and  resources  must  be  recalculated. 

This  will  create  controls  to  ensure  information  is  entered 
properly  in  new  MPS  records. 

22 

Sales  Leads  Enhancements: 

Deepak/Mary 

Selene 

Assess 

There  is  a rough  idea  of  what  should  be  done,  but  Selene 

This  will  improve  the  functionality  of  the  Leads  system. 

23 

90  Day  Plan  Reporting  Tool 

Deepak/Brian 

Selene 

Assess 

This  project  decoupled  from  Member  Health  Profile  project. 

This  feature  will  assist  Member  Advisors  in  implementing 
the  90-Day  plan. 

24 

Microsoft  CRM  Connector 

Grant 

Grant 

Brian 

Assess 

To  establish  Microsoft  CRM  market  size,  Marketing  will  be 
phone-surveying  members  that  are  known  CRM  users  to 
determine  the  CRM  version  in  use. 

Extend  the  current  limited-release  Connector  for  Microsoft 
CRM  Online  so  that  it  is  a solution  for  all  CRM  4.0  platforms: 
(CRM  Online,  Customer-installed  CRM  and  partner-hosted 
CRM).  Provide  an  installation  utility  that  supports 

25 

Salesforce  Connector  Version  3 

Grant 

Grant 

Brian 

Assess 

Project  being  defined  by  Marketing  as  one  of  the  2009 
Initiatives. 

Extend  the  scope  of  Salesforce  integration  with  INPUT 
content.  Support  contacts  and  vendor  profiles  integration. 
Rebuild  the  Connector  installation  utility  as  a managed 
application. 

26 

Enhancement  System  Enhancements 

Marketing/Dev 

Assess 

Basic  requirements  provided  to  Selene. 

Define  enhancements  necessary  to  make  the  Enhancement 
Process  fulfill  the  needs  of  the  teams  that  use  it. 

27 

Paperless  HR  Project 

Vicki 

Selene 

Outsourced 

Assess 

Build  requirements/specifications  for  online  (paperless) 
review. 

This  is  a mechanism  to  conduct  certain  HR  functions,  such  as 
reviews,  online. 

28 

List  Analyzer 

Deepak/Mary 

Beth 

Selene 

Assess 

Ashlea  and  Deepak  are  heavy  into  the  business  needs  for 
this.  Build/Buy  decision.  PDM  help  needed  on  this.  This  is 
not  an  active  priority. 

This  tool  will  facilitate  the  import  of  lists  gathered  from 
websites,  events,  opportunity  reports  and  other  sources 
without  having  as  much  human  interaction  in  the  process. 

29 

Development  Framework 

Tim  D. 

Rick 

Eric,  Mike 

Assess 

9/29/2008 

10/31/2008 

This  project  is  on  hold. 

This  project  is  to  rewrite  the  underlying  framework  of  the 
INPUT  website,  including  the  Menu,  Login  System  Process, 
Variable  Scopes  Cleanup,  Access  & Permission  Model  and 
Framework. 

30 

FPDS  Modernization 

Kevin  P. 

Conceptualize 

Define  this  project. 

31 

MPS  Change:  Improve  Ul 

Deepak/Mary 

Beth 

Selene 

Conceptualize 

Define  this  project. 
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2009  Comp(  ation  Plans  Printeof 

Bonus  Plan  Summary  2008 


2006  Actual 

21,898,276 

7% 

328,000 

1% 

22,045,177 

4% 

2008 

Growth 

2008/2007 

(%) 

Growth 

2008/2007 

(%) 

Growth 

2008/2007 

(%) 

Proportion 

of 

Company 

Plan 

Nl  for  Exec 
Bonuses  ($) 

Nl  for  Staff 
Bonuses  ($) 

Nl  for  All 
Bonuses  ($) 

Nl  (Before 
Bonuses)  ($) 

2008  Threshold 

23,065,121 

4% 

- 

0% 

26,055,781 

13% 

94% 

165,900 

82,950 

248,850 

248,850 

2008  Target 

24,602,796 

25,627,912 

11% 

(1,000,000) 

-4% 

27,792,833 

20% 

100% 

572,700 

286,350 

859,050 

(140,950) 

2008  Stretch 

16% 

" (1,000,000) 

-4% 

28,950,867 

25% 

104% 

784,050 

392,025 

1,176,075 

176,075 

Notes: 

1 

This  is  an  Annual  Bonus  Plan: 

Performance  is  measured  annually 

Bonuses  are  paid  at  year  end  (no  later  than  the  last  payroll  in  February 

Li 

2 Bonuses  are  based  on  Revenues  and  Net  Income  except  Cockerham  (new  Sales),  VP  Marketing  (Events  & EC)  and  Haney  (Upsales  and  Renewals). 

3 Each  Individual's  Bonus  is  tied  to  performance  against  personal  objectives  and  is  awarded  by  the  Board  of  Directors  after  Executive  Recommendation. 


/2009 
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CONFIDENTIAL 

INPUT  STOCKHOLDER  RECORDS 


Printed:  1/18/2009 


INPUT  - STOCK  SUMMARY  LIST 
December  31,  2008 


1993  ISO  OPTION  PLAN  EXPIRED  OCT  2003: 

Cummulative  Options  Purchased: 
Options  Outstanding: 
Options  Available: 
Total: 


607,500 


607,500 


2004  ISO  & NQO  OPTION  PLANS  AUTHORIZED  JAN  2004: 

Authorized  Options  In  Pool:  1 ,400,000 

4/10/08  Increase  Authorized  Options  in  Pool:  1,200,000 

2,600,000 
Price  at  6/1/07  $1.05 


Cummulative  Options  Purchased: 
Options  Outstanding: 
Options  AVAILABLE: 
Total: 


0 

1,822,000 

778,000 

2,600,000 


STOCK  OPTION  PLAN 

NQO  ISO  SHARES 

OPTIONS  OPTIONS  PURCHASED 

BOARD 

AWARDED 

SHARES 

GRAND 

TOTAL 

%of 

GT 

Cunningham 

7,525,010 

7,525,010 

73.4% 

William  Bryant 

200,000 

200,000 

2.0% 

Thomas  Hewitt 

100,000 

100,000 

200,000 

2.0% 

Hirsch  Maryann 

50,000 

50,000 

0.5% 

Jed  Laird  * 

105,000 

105,000 

1.0% 

Timothy  Dowd  (Pres/CEO)  * § 

1,200,000 

1,200,000 

11.7% 

Rachel  Parrinello  (Cunninghar  * 

50,000 

50,000 

0.5% 

§ Max.  No.  of  Shares  Reserved,  Award  based  on  Performance. 

TOTAL  BOARD  305,000  1,200,000  0 

7,825,010 

9,330,010 

91% 

David  Borland  (GAB)  * 

1,000 

1,000 

0.0% 

Carolyn  Purcell  (GAB) 

1,000 

1,000 

0.0% 

TOTAL  O/S  STAFF  OPTIONS  2,000  0 0 

0 

2,000 

0% 

c 
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, 

STOCK  OPTION  PLAN 

NQO  ISO  SHARES 

OPTIONS  OPTIONS  PURCHASED 

BOARD 

AWARDED 

SHARES 

GRAND 

TOTAL 

%of 

GT 

10 

Kevin 

Plexico  (EVP) 

500,000 

500,000 

4.9% 

11 

Mary  Beth 

Cockerham  (SVP) 

* 

50,000 

50,000 

0.5% 

12 

Brian 

Haney  (SVP) 

* 

50,000 

10,000 

60,000 

0.6% 

13 

Schalene 

Dagutis  (VP) 

* 

40,000 

40,000 

0.4% 

14 

Kevin 

Gates  (VP) 

40,000 

40,000 

0.4% 

15 

Michael  M. 

Rombach 

* 

50,000 

50,000 

0.5% 

16 

Sherry 

Ashby 

* 

2,500 

2,500 

0.0% 

17 

Barbara 

Austin  (Fisher) 

* 

5,000 1 

5,000 

10,000 

0.1% 

18 

Selene 

Bainum 

* 

5,000 

5,000 

0.0% 

19 

Deepak 

Bhat 

15,000 

5,000 

20,000 

0.2% 

20 

Timothy 

Brett 

♦ 

5,000 

5,000 

0.0% 

21 

Megan 

Gamse 

* 

5,000 

5,000 

0.0% 

22 

Susan 

Grothoff 

10,000 

10,000 

0.1% 

23 

Ashlea 

Higgs 

* 

2,500 

2,500 

0.0% 

24 

Dana 

Klein 

* 

2,500 

2,500 

0.0% 

25 

Joshua 

Lockridge 

♦ 

1,000 

1,000 

0.0% 

26 

Suzy 

Masini  (Haleen) 

♦ 

2,500 

5,000 

7,500 

0.1% 

27 

Scott 

Massey 

♦ 

5,000 

50,000 

55,000 

0.5% 

28 

Eric 

Mitchell 

♦ 

2,500 

2,500 

0.0% 

29 

James  C. 

Noyes 

* 

6,500 

6,500 

0.1% 

30 

Colleen 

O'Neill 

* 

5,000 

5,000 

0.0% 

31 

Todd 

Rice 

T.  12/26/08 

2,500 

2,500 

0.0% 

32 

Joe 

Roth 

* 

2,500 

2,500 

0.0% 

33 

Gary  J. 

Sajko 

♦ 

2,500 

2,500 

0.0% 

34 

Lauren  P. 

Jones  Shue 

* 

io.oooI 

10,000 

0.1% 

35 

Jennifer 

Sakole 

♦ 

5,000 

5,000 

0.0% 

36 

Andrew 

Sung 

♦ 

10,000 

10,000 

0.1% 

37 

Stacy 

Taylor 

* 

2,500H 

2,500 

0.0% 

38 

Paul 

Treszczotko 

* 

5,000 

5,000 

0.0% 

39 

Alexander 

Turner 

2,500 

2,500 

0.0% 

TOTAL  STAFF  OPTIONS 

0 

315,000 

607,500 

0 

922,500 

9% 

* 

Vesting  on  all  or  part  of  award(s) 

TOTAL  ALL 

307,000 

1,515,000 

607,500 

7,825,010 

10,254,510 

100% 

c 
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CONFIDENTIAL 


INPUT  - A DELAWARE  CORPORATION 
BOARD  OF  DIRECTORS  MEETING 
JANUARY  22,  2009 

INPUT  - 2009  COMMON  STOCK  INCENTIVE  PLAN 
AWARD  DISTRIBUTION  LIST 


As  of  January,  2009  the  categories  of  award  are  as  follows 

• Executives  and  Directors  who  are  performing  satisfactorily  and  who  have  successfully  completed 
an  adequate  review  period. 

• Special  awards  for  unusual  performance 

• Longevity,  e.g.  5 year  increments 

Function:  Range 

- Member  of  the  Board  of  Directors  (Annual  Grant)  1 0,000  (On  Anniversary)* 

- Vice  President/Unit/Practice  Executive  20,000 50,000 

-Director  5,000 15,000 

• Standard  Vesting  Schedule:  25%  at  the  end  of  Years  1 through  4. 

*Applies  to  new  Company  directors;  existing  Directors  covered  by  block  awards. 

• The  President  recommends  the  following  awards: 
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CONFIDENTIAL 


JANUARY  22,  2009 

INPUT  - 2009  COMMON  STOCK  INCENTIVE  PLAN 
AWARD  DISTRIBUTION  LIST 


NAME  (No.  Current  Shares) 

TITLE 

JUSTIFICATION 

AWARD 

BOARD  DIRECTOR  (NQO): 

* 

Maryann  Hirsch 

Director 

Annual  Award 

10,000 

NEW  AWARDS  TO  EMPLOYEES  (ISO): 

* 

ADDITIONAL  AWARDS  TO  EMPLOYEES  (ISO): 

* 

* 

* 

* 

TOTAL  DISTRIBUTION  10,000 


* Standard  Vesting  Schedule  (25%  at  the  end  of  Years  1 through  4.) 


2 of  2 


R-JAN  2009  - Option  Award  List  01 1809  PEC. doc 


Confidential  - INPUT 


INPUT,  Inc. 


Compensation  Committee  Charter 
Purpose 


The  purpose  of  the  Compensation  Committee  (the  “Committee”)  of  the  Board  of 
Directors  (the  “Board”)  of  INPUT,  Inc.,  a Delaware  corporation  (the  “Company”)  is  to  assist 
the  Board  in  discharging  its  responsibilities  relating  to  compensation  of  employees,  officers  and 
directors.  The  Committee  shall  undertake  those  specific  duties  and  responsibilities  listed  below 
and  such  other  duties  as  the  Board  shall  from  time  to  time  prescribe.  All  powers  of  the 
Committee  are  subject  to  the  restrictions  designated  in  this  Charter  (the  “Charter”),  the 
Company’s  Bylaws  (the  “Bylaws”)  and  by  applicable  law. 

Committee  Membership 


The  Committee  shall  be  elected  by  the  Board  and  shall  consist  of  at  least  three  (3) 
directors  of  the  Board.  Each  member  of  the  Committee  shall  serve  until  his  or  her  respective 
successor  is  duly  elected  and  qualified. 

Responsibilities 


The  responsibilities  of  the  Committee  shall  include  the  following: 

1 . Review  and  make  recommendations  to  the  Board  regarding  the  compensation  of  the 
Chief  Executive  Officer.  As  part  of  this  process,  the  Committee  will  provide  the  Board  with 
recommendations  regarding  compensation  criteria  and  incentives  and  assist  the  Board  with  the 
annual  performance  review  of  the  Chief  Executive  Officer.  The  compensation  of  the  Chief 
Executive  Officer  must  be  approved  by  the  Board. 

2.  Provide  guidance  to  the  Board  with  respect  to  general  compensation  goals  and 
philosophies  for  the  Company’s  employees  at  all  levels,  including  general  performance  and 
measurement  guidelines  for  the  determination  of  bonuses,  equity  compensation  and  other  forms 
of  incentive  compensation. 

3.  Review  and  provide  guidance  to  the  Board  with  respect  to  the  compensation,  including 
compensation  criteria  and  incentives,  of  the  executive  officers  of  the  Company,  as  recommended 
by  the  Chief  Executive  Officer. 

4.  Review  and  make  recommendations  to  the  Board  with  respect  to  director  compensation. 

5.  Perform  such  other  functions  and  have  such  other  powers  consistent  with  this  Charter,  the 
Bylaws  and  governing  law  as  the  Board  may  deem  appropriate. 
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Committee  Meetings 


The  Committee  shall  conduct  its  meetings  in  accordance  with  this  Charter,  the  Bylaws 
and  any  direction  by  the  Board.  The  Committee  shall  meet  when  deemed  necessary  or  desirable 
by  the  Committee,  most  likely  a minimum  of  two  times  per  year.  The  Committee  will  maintain 
written  minutes  of  its  meetings,  which  minutes  will  be  maintained  with  the  books  and  records  of 
the  Company.  Actions  may  be  taken  by  unanimous  written  consent  or  in  such  other  manner 
permitted  under  the  Bylaws.  Meetings  may  be  held  by  means  of  conference  telephone  or  in  any 
other  manner  permitted  by  the  Bylaws.  The  Committee  will  report  its  recommendations  to  the 
Board  regularly. 

The  Committee  shall  be  permitted  to  invite  any  director,  officer  or  employee  of  the 
Company,  or  other  persons  whose  advice  and  counsel  are  sought  by  the  Committee,  to  be  present 
at  meetings  of  the  Committee.  The  Chief  Executive  Officer  should  not  attend  any  meeting  of  the 
Committee  where  the  Chief  Executive  Officer’s  performance  or  compensation  is  discussed. 

Performance  Evaluation 


The  Committee  shall  annually  review  and  assess  the  adequacy  of  this  Charter  and 
recommend  any  proposed  changes  to  the  Board  for  approval.  The  Committee  shall  also  perform 
an  annual  evaluation  of  its  own  performance,  which  shall  compare  the  performance  of  the 
Committee  with  the  requirements  of  this  Charter.  The  performance  evaluation  by  the  Committee 
shall  be  conducted  in  such  manner  as  the  Committee  deems  appropriate.  The  report  to  the  Board 
may  take  the  form  of  an  oral  report  by  the  chairperson  of  the  Committee  or  any  other  member  of 
the  Committee  designated  by  the  Committee  to  make  this  report.  This  report  shall  be  made  at  the 
annual  meeting  of  the  Board. 
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MEMORANDUM 


DATE: 


December  1 8,  2008 


TO: 


INPUT  BOD 


FROM:  Peter  Cunningham 

SUBJECT:  2009  Compensation  Plans 


CC: 


Kevin  Gates 


A.  General  Staff  Compensation  Increase  (for  the  whole 
company) 


• Provide  for  an  overall  increase  in  non-executive  aggregate  base  salaries  of  three  percent. 

• The  increase  is  applied  to  each  department’s  aggregate  base  salary,  in  order  to  derive  a "‘pool” 
that  the  company  (CEO)  can  judgmental ly  distribute  among  individual  employees  based  on  their 
managers’  recommendations. 

• Individual  awards  will  be  zero  (0%)  or  a minimum  of  two  percent  (2%)  to  a maximum  of  six 
percent  (6%)  absent  promotion. 

• Increases  will  be  implemented  on  June  1 , 2009. 

• The  company  reserves  the  right  to  change  the  amount  of  the  increase  and/or  its  date  of 
implementation  based  on  business  conditions  and  company  performance 

• Cost  impact:  The  annualized  impact  of  a 3%  across-the-board  increase  is  approximately 
$330,000  for  the  total  company  less  the  executives. 


B.  Sales  & Member  Services  Quota  Staff  Compensation 


• Member  Services  (Recommended  by  Management) 

o No  significant  changes  from  2008 

o Quota  increase  of  5%  for  staff  corresponding  to  3%  base  salary  increase 

• Sales  (Recommended  by  Management) 

o No  significant  changes  from  2008 
o Quota  increase  of  3%  with  base  salary  increase  of  3% 
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INPUT 


PRACTICES  & METHODOLOGIES 


SECTION:  Human  Resources 


PRACTICE  No:  P-H  249 


SUBJECT:  Job  & Salary  Administration 

TOPIC:  INCENTIVE  PLANS 


DATE: 


December  17,  2008 


SUB-TOPIC:  BONUS  PLANS 
Prepared  By:  Peter  Cunningham 


Approved  By:  Compensation  Committee 


I.  POLICY 

• It  is  the  responsibility  of  all  INPUT  employees  to  maximize  company  revenue  growth  and 
profitability  as  a function  of  their  employment. 

• Bonus  Plans  are  intended  to  motivate  and  reward  employees  who  contribute  to  the  success  of  the 
company. 

II.  PRACTICE 

• Bonus  Plans  may  be  developed  for  the  Company  as  a whole,  a business  segment,  function  or 
product. 

• Employees  are  assigned  to  a specific  Plan. 

• Employees  that  have  an  individual  Commission,  Incentive  or  Bonus  Plan  are  normally  not 

eligible  to  participate  in  a general  Bonus  Plan. 

• Bonus  Plans  are  normally  annual  plans.  They  are  established  at  the  beginning  of  each  calendar 
year,  and  may  change  at  any  time. 

• HR  designates  employees  that  are  eligible  to  participate  in  a specific  Bonus  Plan  based  on  their 
employment  date  and  status.  Employees  hired  after  the  beginning  of  the  Plan  year  are  eligible  to 
participate  on  a prorated  basis  (to  the  extent  they  are  otherwise  eligible). 

• Participation  in  the  Bonus  Plan  is  normally  limited  to  regular  full-time  and  regular  part-time 
employees  of  INPUT  who  are  employed  by  the  company  no  later  than  October  1st  of  the  current 
plan  year  and  have  successfully  completed  their  ninety  (90)  day  review  period. 

• Employees  must  be  employed  at  the  time  of  scheduled  payment  in  order  to  quality  for  any 
payment  under  a Bonus  Plan. 

• To  qualify  for  any  bonus  payment,  employee  must  comply  with  INPUT  standards  and  Practices. 

In  addition,  managers  and  executives  must  ensure  their  staff  complies  with  INPUT  standards  and 
Practices. 

III.  PROCEDURES 

• Each  year,  the  CEO  prepares  the  Bonus  Plan(s)  and  submits  it/them  to  the  Compensation 
Committee  of  the  Board  for  review  by  October  15. 

• The  Compensation  Committee  reviews  the  proposed  Plans  and  determines  recommended  Plans.  It 
also  develops  the  recommended  bonus  plan  for  the  CEO. 
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The  Compensation  Committee  submits  recommended  Plans  to  the  November  Planning  meeting 
of  the  Board.  Such  Plans  must  be  submitted  at  least  one  week  in  advance. 

The  Board  reviews  the  proposed  plans  with  the  Compensation  Committee  and  the  CEO  as 
necessary,  determines  the  approved  plans  and  communicates  these  to  the  CEO. 

The  CEO  includes  the  approved  Plan  data  in  the  budget  that  is  submitted  to  the  Board  for 
approval  in  mid  December. 

The  CEO  informs  the  appropriate  Executive  of  the  approved  Plans  after  receiving  approval  from 
the  Board. 

Each  Executive  presents  approved  Bonus  Plans  to  their  staff  at  their  kick  off  meetings  in  early 
January.  Executives  must  also  review  this  Bonus  Plan  Practice  with  their  staff  so  that 
qualification  and  participation  are  clear. 


IV.  REFERENCES 

A.  EXHIBITS 

• P-H249A  2009  Bonus  Plan 

• P-H  249B  2009  CEO  Bonus  Plan 


P-H  249  Bonus  Plans  (3)  121708  P AC. doc 


Page  2 of  2 


ConfidentiaVProprietary  to  — INPUT 


2009  Compe.isation  Plans 
Table  for  Practice 


Printed  1/1  _009 


2009  Revenues 
($) 

EBITDA 

After 

Bonuses  ($) 

Rate  for 

Bonus  Calculation  (%) 

Exec (%) 

Dir/M  ngr 
(%) 

Individual 
Cont.  (%) 

Threshold 

24,300,000 

1,250,000 

10% 

5% 

1% 

Target 

25,900,000 

1,250,000 

50% 

10% 

2% 

Stretch 

27,000,000 

1,250,000 

75% 

15% 

3% 
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2009 


jtion  Plans 


2009  Plan  Levels 


Actual 

2008 

2009 

PAC 

Threshold 

Target 

Stretch 

($000) 

($000) 

2009/2008 

(%) 

($000) 

2009/2008 

(%) 

($000) 

2009/2008 

(%) 

Revenue 

23,000 

24,610 

7% 

25,990 

13% 

27,370 

19% 

EBITDA  Before  Bonuses 

900 

2,083 

2,135 

2,074 

EBITDA  After  Bonuses 

750 

1,723 

130% 

910 

21% 

274 

-64% 

Margin 

3% 

7% 

4% 

1% 

MH 

Revenue 

23,000 

23,700 

3% 

26,000 

13% 

26,800 

17% 

EBITDA  Before  Bonuses 

900 

1,310 

2,655 

3,272 

EBITDA  After  Bonuses 

750 

950 

27% 

1,430 

91% 

1,472 

96% 

Margin 

3.3% 

4.0% 

5.5% 

5.5% 

Jed  Laird 

Revenue 

23,000 

25,000 

9% 

26,000 

13% 

27,000 

17% 

EBITDA  Before  Bonuses 

900 

1,960 

3,025 

3,800 

EBITDA  After  Bonuses 

750 

1,600 

113% 

1,800 

140% 

2,000 

167% 

Margin 

3.3% 

6.4% 

6.9% 

7.4% 

Bonuses  Jed  Laird  ($000) 

500 

1100 

1800 

Rachel  Parrinello 

Revenue 

23,000 

24,000 

4% 

25,500 

11% 

27,000 

17% 

EBITDA  Before  Bonuses 

900 

1,110 

2,225 

3,050 

EBITDA  After  Bonuses 

750 

750 

0% 

1,000 

33% 

1,250 

67% 

Margin 

3.3% 

3.1% 

3.9% 

4.6% 

75% 

125% 

Average 

Revenue 

23,000 

24,328 

6% 

25,873 

12% 

27,043 

18% 

EBITDA  Before  Bonuses 

900 

1,616 

2,510 

3,049 

EBITDA  After  Bonuses 

750 

1,256 

67% 

1,285 

71% 

1,249 

67% 

Margin 

3.3% 

5.2% 

5.0% 

4.6% 

Tom  Hewitt 

Revenue 

23,000 

25,300 

10% 

-100% 

-100% 

EBITDA  Before  Bonuses 

900 

EBITDA  After  Bonuses 

750 

1,260 

68% 

-100% 

-100% 

Margin 

3% 

5% 

#DIV/0! 

#DIV/0! 

Bonuses  ($000) 

360 

1,225 

1,800 
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MEMORANDUM 


DATE: 


January  21,  2009 


TO: 


Tim  Dowd 


FROM: 


Peter  Cunningham 


SUBJECT:  2009  Bonus  Plan 


CC: 


Maryann  Hirsch,  Rachel  Parrinello,  Kevin  Gates 


I write  with  reference  to  your  comments  below.  Thank  you  for  them. 

Your  revenue  growth  Target  and  the  Target  for  the  company  has  not  been  changed;  it  is  still  to 
grow  revenues  at  25%  per  year  over  the  period  2008  to  201 1 and  to  zero  in  on  our  EBITA 
objective.  Technically  that  should  still  be  the  Target  on  which  your  compensation  is  based.  We 
recognize  we  are  behind  that  curve  at  the  moment  but  trust  you  will  start  to  catch  up  this  year; 
that  is  the  reason  for  the  scale  set  by  the  Board.  By  next  year  we  expect  that  your  Target  will  be 
consistent  with  our  25%  growth  objective. 

You  are  correct  on  the  terminology  and  I have  modified  it  accordingly. 

You  are  correct  in  that  the  way  your  agreement  reads,  if  your  employment  has  not  been 
terminated  by  the  Company  by  the  end  of  a fiscal  year,  you  are  entitled  to  the  bonus  for  that  year. 
It  essentially  moves  the  date  from  the  date  of  bonus  payment  to  the  end  of  the  year.  I have 
modified  the  Practice  accordingly. 

You  will  be  the  only  person  covered  by  this  exception.  Make  sure  that  all  other  employment 
agreements  are  standard. 

I have  attached  a revised  Bonus  Plan  for  2009  in  Word  and  Excel  formats. 

Maryann  & Rachel;  please  review. 

Thanks 

Peter 

Original  Message 

From:  Timothy  Dowd 

Sent:  Sunday,  January  18,  2009  9:13  PM 

To:  Peter  Cunningham 

Subject:  RE:  P-H  249B  2009  CEO  (4)  122308  PAC.doc 


Peter 


I have  reviewed  the  document  and  I have  a couple  of  comments/concems  and  a recommendation 
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1.  It  appears  that  the  definition  of  the  word  "Target"  has  been  changed.  My  "target"  bonus 
referenced  in  my  agreements  is  100%,  this  practice  has  redefined  it  as  50%.  I think  we  should 
try  maintain  consistency  with  the  terminology  and  their  meanings 

2.  II.  I clause  indicates  that  I have  to  be  on  the  payroll  to  receive  my  bonus  and  this  contradicts 
the  language  in  my  employment  agreement  that  states  I have  to  be  employed  during  the 
measurement  period,  but  not  for  payment 

Recommendation 

It  seems  your  intent  is  to  pay  my  100%  at  stretch.  If  that  is  your  intent  why  don’t  we  just 
eliminate  the  10%  "threshold".  Make  Threshold  50%  at  the  25.9  and  1.25  EBITDA,  Target  can 
be  100%  set  at  27MM  and  create  a stretch  set  at  125%  at  29MM  or  something.  This  way  we  can 
maintain  the  integrity  of  the  terminology.  I realize  that  I have  raised  the  bar  on  the  low  end.  For 
the  record  I think  the  25.9  is  reasonable  and  worthy  of  100%  but  obviously  you  and  the  BOD  do 
not 

Re  ing  the  clause  in  II.I  I think  we  just  should  strike  it.  I don't  think  we  want  to  reopen  the 
mpioyment  agreements. 
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INPUT  RESERVES  THE  RIGHT  TO  AMEND,  MODIFY  OR  TERMINATE  THIS  BONUS 
PLAN  AT  ANY  TIME  IN  ITS  SOLE  DISCRETION 

I.  BONUS  PLAN  STRUCTURE: 

A.  The  2009  INPUT  President  & CEO  Bonus  Plan  rewards  the  President  and 
CEO  based  on  overall  company  performance  and  his  performance  against 
objectives,  plus  other  contributions  as  assessed  by  the  company,  the  Board  of 
Directors  and  the  Board’s  Compensation  Committee.. 

B.  The  overall  company  performance  is  based  on  achieving  minimum  EBITDA 
at  Threshold,  Target,  and  Stretch  Revenue  levels,  as  defined  below. 

II.  BONUS  CALCULATION  AND  PAYMENT: 
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A.  Accounting  calculates  the  bonus  pool  for  the  President  and  CEO  by  multiplying 
the  following  rate  percentages  by  his  salary  (Below  Threshold,  the  Rate  is  0%): 


2009 

Revenues 

($) 

Minimum 

EBITDA 

After 

Bonuses  ($) 

Rate  for 
Bonus 
(%) 

CEO 

Bonus  ($) 

Corporate 
Performance 
Bonus  ($) 

Personal 
Performance 
Bonus  ($) 

Threshold 
Company  Target 
Dowd  T arget 
Stretch  (Target 
(5)25%  Growth) 

24.300.000 

25.900.000 
27,000,000 

28.500.000 

1,250,000 

1,250,000 

1,250,000 

1,250,000 

10% 

50% 

100% 

125% 

32.500 

162.500 
325,000 

406,250 

16.250 

146.250 
292,500 

365,625 

16,250 

16,250 

32,500 

40,625 

B.  Between  the  leve 

s established  (r 

fhreshold  to  Target,  for  example),  Accounting 

scales  the  Rate  percentages  pro  rata  to  the  nearest  rounded  whole  number  based 
on  actual  Revenue  performance. 

C.  If  necessary  to  maintain  the  Company’s  minimum  EBITDA  after  bonuses  level. 
Accounting  factors  the  President  and  CEO  bonus  with  all  other  bonuses  to 
maintain  the  company’s  minimum  EBITDA  profit  at  each  level  as  defined  above. 

D.  Accounting  forwards  the  pool  amount  and  calculations  to  the  Chairman. 

E.  The  Chairman  evaluates  the  performance  of  the  President  and  CEO,  develops  his 
recommendations  and  forwards  them  to  the  Compensation  Committee. 

F.  The  Compensation  Committee  reviews  the  Chairman’s  recommendations  and 
forwards  its  recommendations  to  the  full  Board. 

G.  The  Board  decides  the  appropriate  bonus  and  informs  the  President  and  CEO  and 
Accounting  of  its  decision. 

H.  Accounting  prepares  the  bonus  transmittal  advice  for  the  President  and  CEO. 

I.  The  process  is  completed  as  soon  as  possible  after  the  completion  of  annual 
performance  reviews;  payment  is  made  on  the  March  1 5 payroll  at  the  latest.  The 
President  and  CEO’s  employment  must  not  have  been  terminated  by  the  company 
as  of  the  last  business  day  of  the  fiscal  year. 

III.  CONDITIONS  OF  BONUS  PLAN: 

A.  Conditions  of  the  Bonus  Plan  are  specified  in  the  relevant  Practice(s). 

This  document  must  not  be  modified,  changed  or  amended  except  as  authorized  by  the  Chairman  and/or  Board  of  Directors. 
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2009  Compensation  Plans 
Bonus  Plan  Summary  2009 


e 

Printed  1/21/2009 


Revenues 

EBITDA  After  Bonuses 
(Excluding  Pres.) 

($) 

Growth  (%) 

($) 

Rate  (%) 

2008  Actual 

22,809,271 

3% 

666,290 

3% 

2007  Actual 

22,175,068 

2% 

14,198 

0% 

2009 

Revenues 

Growth 

2009/2008 

(%) 

EHIida 

After 

Bonuses 

(incl 

President) 

Rate  (%) 

Threshold 

24,300,000 

7% 

1,250,000 

5.1% 

Target 

25,900,000 

14% 

1,250,000 

4.8% 

Stretch 

27,000,000 

18% 

1,250,000 

4.6% 

Notes: 


Compensation  of  Group  ($) 


Threshold 

Bonus  as  Proportion  of  Salaries  (%)  Target 

Stretch 


2 


President  & 
CEO  Bonus 



32,500 

162,500 

325,000 


Exec  Bonuses 

SI 


105.000 

525.000 
787,500 


Dir/Mngr 
Bonuses  ($) 


187,700 

375,400 

563,100 


Ind  Cont. 
Bonuses  ($) 


32,250 

64,500 

96,750 


Total  All 
Bonuses  ($) 


357,450 

1/127,400 

1,772,350 


$ 325,000 


10% 

50% 

100% 


$ 1,050,000 


10% 

50% 

75% 


: 


$ 3,754,000 


5% 

10% 

15% 


$ 3,225,000 


1% 

2% 

3% 


$ 8,354,000 


EBITDA 
(Before 
Bonuses)  ($) 


1,607,450 

2,377,400 

3,022,350 


Bonuses/ 

EBITDA 

BEFORE 

Bonuses 


22% 

47% 

59% 


■4 — 


This  is  an  Annual  Bonus  Plan: 
j Performance  is  measured  annually 

'Bonuses  are  paid  at  year  end  (no  later  than  the  last  payroll  in  February^ 

Bonuses  are  based  on  Revenues  and  EBITDA  except  for  executives  with  direct  sales  responsibility 
Executives  with  direct  sales  responsibility  (Sales.  BD,  CAP.  MS)  have  75%  of  their  bonus  related  to  their  area  of  responsibility 
The  bases  for  sales  related  bonuses  must  correspond  to  the  corporate  revenue  objectives,  i.e  generate  that  level  of  revenues. 

Executive  Bonuses  are  awarded  by  the  Board  of  Directors  based  on  recommendation  from  the  Compensation  Committee 
The  CEO  determines  bonuses  for  other  staff  from  the  relevant  bonus  pool. 

'Threshold,  Target  and  Stretch"  refer  to  Revenue  Performance  only. 

EBITDA  levels  are  mimima  at  each  level  that  must  be  maintained.  Bonuses  are  scaled  pro  rata  to  maintain  these  levels 
Revenue  and  EBITDA  After  Bonus  levels  are  the  average  of  Directors'  expectations  in  the  '2009  Plan  Levels'  sheet. 

Designations  (Threshold,  etc.)  for  CEO  are  not  applicable;  see  CEO  plan  for  appropriate  designations.  Bonuses  at  these  levels  are  included  for  overall 
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INPUT  RESERVES  THE  RIGHT  TO  AMEND,  MODIFY  OR  TERMINATE  THIS  BONUS 
PLAN  AT  ANY  TIME  IN  ITS  SOLE  DISCRETION 


I.  BONUS  PLAN  STRUCTURE: 

A.  The  2009  INPUT  Bonus  Plan  (the  “Plan”)  applies  to  all  full  time  employees  other 
than  Sales,  Member  Services  and  other  employees  who  are  on  a commission  plan 
or  equivalent. 

B.  The  Plan  is  funded  by  a pool  based  on  achieving  minimum  EBITDA  at 
Threshold,  Target,  and  Stretch  Revenue  levels,  as  defined  below. 

C.  The  Plan  rewards  employees  based  on  overall  company  performance  and  their 
performance  against  objectives,  plus  other  contributions  as  assessed  by  the 
company,  the  Board  of  Directors  and  the  Board’s  Compensation  Committee. 


II.  BONUS  CALCULATION  AND  PAYMENT: 

A.  Accounting  computes,  for  each  employment  group,  the  total  salaries  earned  in 
2009  of  the  eligible  employees  as  of  December  3 1 , 2009.  This  determines  the 
total  eligible  salary  base  at  each  employment  group. 

B.  Accounting  calculates  the  Plan  bonus  pool  by  multiplying  the  following 
percentages  by  each  group’s  total  eligible  salary  as  follows  (below  Threshold  the 
Rate  is  0%): 


2009 

Revenues  ($) 

Minimum 
EBITDA  After 
Bonuses  ($) 

Rate  for  Bonus  Ca 

culation  (%) 

Exec 

(%) 

Dir/Mngr. 

(%) 

Individual 
Cont.  (%) 

Threshold 

24,300,000 

1,250,000 

10% 

5% 

1% 

Target 

25,900,000 

1,250,000 

50% 

10% 

2% 

Stretch 

27,000,000 

1,250,000 

75% 

15% 

3% 

C.  For  Executives  with  defined,  sales-related  bonus  plans:  Accounting  applies  the 
percentage  to  25%  of  their  earned  eligible  salaries.  The  sales-related  bonus  for 
each  executive  uses  the  same  percentages  for  theiT  personal  Threshold,  Target  and 
Stretch  bonus  calculation  applied  to  75%  of  their  eligible  earned  salary  in  2009. 
Performance  levels  for  these  executives  must  conform  to  corporate  revenue 
levels. 

For  Executives  without  defined,  sales-related  bonus  plans:  Accounting  applies  the 
percentage  to  1 00%  of  their  earned  eligible  salaries. 

D.  Between  the  levels  established  (Threshold  to  Target,  for  example),  Accounting 
scales  the  percentages  pro  rata  to  the  nearest  rounded  whole  number  based  on 
actual  Revenue  performance. 


E.  Accounting  calculates  the  sales-related  bonuses  and  the  bonus  for  the  President 
and  CEO  based  on  performance. 


F.  If  necessary  to  maintain  the  Company’s  minimum  EBITDA  after  bonuses  level. 
Accounting  factors  all  bonuses  (including  the  pool  bonus,  the  President  and  CEO 
bonus  and  sales-related  bonuses)  to  maintain  the  company’s  minimum  defined 
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EBITDA  profit  at  each  level  as  defined  above. 

G.  Accounting  forwards  the  pool  amount  and  calculations  to  the  President  and  CEO. 

H.  Executives  recommend  to  the  President  and  CEO  the  distribution  of  the  pool 
among  employees  based  on  their  assessment  of  employees’  performance  and 
contributions. 

I.  The  President  and  CEO  determines  the  recommended  distribution  of  the  pool 
among  individual  employees. 

J.  The  President  and  CEO  sends  the  package  to  the  Compensation  Committee  of  the 
Board  for  review. 

K.  The  Compensation  Committee  forwards  the  package  to  the  Board  with  its 
recommendations. 

L.  The  Board  decides  the  appropriate  bonuses  and  informs  the  President  and  CEO 
and  Accounting  of  its  decision. 

M.  Upon  approval  by  the  Board,  Accounting  prepares  the  bonus  transmittal  advice 
for  each  employee  and  their  payment.  The  President  and  CEO  arranges  the 
process  of  informing  each  employee  of  their  bonus  award. 

N.  The  process  is  completed  as  soon  as  possible  after  the  completion  of  annual 
performance  reviews;  payment  is  made  on  the  March  1 5 payroll  at  the  latest.  As 
specified  in  the  Practice,  employees  must  be  employed  by  the  company  as  of  the 
date  of  payment. 

III.  CONDITIONS  OF  BONUS  PLAN: 

A.  Conditions  of  the  Bonus  Plan  are  specified  in  the  relevant  Practice(s). 


This  document  must  not  be  modified,  changed  or  amended  except  as  authorized  by  the  Chairman  and/or  Board  of  Directors. 
AH  amendments  must  be  submitted  to  the  CEO  for  review  and  forwarding  to  the  Compensation  Committee. 
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2009  Come*  ation  Plans 
President  & CEO  Bonus  Plan 


2009 

Revenues 

($) 

EBITDA 

After 

Bonuses  ($) 

Bonus 
Calc. 
Rate  (%) 

CEO 

Bonus  ($) 

Corporate 
Performance 
Bonus  ($) 

Personal 
Performance 
Bonus  ($) 

Threshold 

24,300,000 

1,250,000 

10% 

32,500 

16,250 

16,250 

Target 

25,900,000 

1,250,000 

50% 

162,500 

146,250 

16,250 

Stretch 

27,000,000 

1,250,000 

100% 

325,000 

292,500 

32,500 

Compensation  of  Group  ($) 

$ 325,000 

Distribution  Factor 

Threshold 

10% 

0.5 

0.5 

Bonus  as  Proportion  of  Salaries  (%) 

Target 

50% 

0.9 

0.1 

I r 

Stretch 

100% 

0.9 

0.1 
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6 f 

Summary 


Executive 

Salary 

2009  Performance  Bonus 

Total  Target 
2009 

Compensation 

2007 

2008 

2009 

Corporate 

New  Sales 

Renewal 

Individual 

Total  Bonus 

Bonus  % of 

Revenue 

Responsl- 

Sales 

Salary 

bility 

Responsl- 

bility 

Sales  Responsibility  ($) 

SI 

New 

Renewals 

Events  and  EC 

Total 

Threshold 

Plexico 

225,000 

234,000 

200,000 

12,000 

n/a 

6,000 

2,000 

20,000 

10% 

220,000 

Rombach 

n/a 

200,000 

200,000 

12,000 

6,000 

n/a 

2,000 

20,000 

10% 

220,000 

1,219,333 

1,219,333 

SVP  Tech  Dev 

n/a 

n/a 

260,000 

23,400 

n/a 

n/a 

2,600 

26,000 

10% 

286,000 

Gates 

132,500 

150,000 

150,000 

13,500 

n/a 

n/a 

1,500 

15,000 

10% 

165,000 

SVP  ICAP 

n/a 

n/a 

200,000 

5,000 

13,000 

n/a 

2,000 

20,000 

10% 

220,000 

TBD 

0 

Cockerham 

150,000 

175,000 

175,000 

4,375 

11,375 

n/a 

1,750 

17,500 

10% 

192,500 

6,877,595 

6,877,595 

Haney 

145,000 

175,000 

175,000 

4,375 

4,375 

7,000 

1,750 

17,500 

10% 

192,500 

1,675,860 

15,403,581 

17,079,441 

Dowd:  channel  orde 

rs  & speaking 

fees 

281,467 

Total 

652,500 

934,000 

1,360,000 

74,650 

34,750 

13,000 

13,600 

136,000 

1 ,496,000 

8,553,455 

15,403,581 

1,219,333 

25,457,836 

Target 

Plexico 

225,000 

234,000 

200,000 

60,000 

n/a 

30,000 

10,000 

100,000 

50% 

300,000 

Rombach 

n/a 

200,000 

200,000 

60,000 

30,000 

n/a 

10,000 

100,000 

50% 

300,000 

1,299,618 

1,299,618 

SVP  Tech  Dev 

n/a 

n/a 

260,000 

117,000 

n/a 

n/a 

13,000 

130,000 

50% 

390,000 

Gates 

132,500 

150,000 

150,000 

67,500 

n/a 

n/a 

7,500 

75,000 

50% 

225,000 

SVP  ICAP 

n/a 

n/a 

200,000 

25,000 

65,000 

n/a 

10,000 

100,000 

50% 

300,000 

TBD 

0 

Cockerham 

150,000 

175,000 

175,000 

21,875 

56,875 

n/a 

8,750 

87,500 

50% 

262,500 

7,330,441 

7,330,441 

Haney 

145,000 

175,000 

175,000 

21,875 

21,875 

35,000 

8,750 

87,500 

50% 

262,500 

1,786,205 

16,417,809 

18,204,014 

Dowd:  channel  orde 

rs  & speaking 

fees 

300,000 

Total 

652,500 

934,000 

1,360,000 

373,250 

173,750 

65,000 

68,000 

680,000 

2,040,000 

9,116,646 

16,417,809 

1,299,618 

27,134,073 

Stretch 

Plexico 

225,000 

234,000 

200,000 

90,000 

n/a 

45,000 

15,000 

150,000 

75% 

350,000 

Rombach 

n/a 

200,000 

200,000 

90,000 

45,000 

n/a 

15,000 

150,000 

75% 

350,000 

1,354,814 

1,354,814 

SVP  Tech  Dev 

n/a 

n/a 

260,000 

175,500 

n/a 

n/a 

19,500 

195,000 

75% 

455,000 

Gates 

132,500 

150,000 

150,000 

101,250 

n/a 

n/a 

11,250 

112,500 

75% 

262,500 

SVP  ICAP 

n/a 

n/a 

200,000 

37,500 

97,500 

n/a 

15,000 

150,000 

75% 

350,000 

TBD 

0 

Cockerham 

150,000 

175,000 

175,000 

32,813 

85,313 

n/a 

13,125 

131,250 

75% 

306,250 

7,641,772 

7,641,772 

Haney 

145,000 

175,000 

175,000 

32,813 

32,813 

52,500 

13,125 

131,250 

75% 

306,250 

1,862,067 

17,115,090 

18,977,157 

Dowd:  channel  orde 

rs  & speaking 

fees 

312,741 

Total 

652,500 

934,000 

1,360,000 

559,875 

260,625 

97,500 

102,000 

1,020,000 

2,380,000 

9,503,839 

17,115,090 

1,354,814 

28,286,485 
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Title 

Base  Salary 
2007 

Base  Salary 
2008 

Base  Salary 
2009 

Type  of 
Executive 

Senior  VP,  Operations 

225,000 

234,000 

200,000 

2 

Bonus  Award  Targets 

Corporate  Revenue 

Threshold 

Target 

Stretch 

Proportion  of  Salary  (%) 

10% 

50% 

75% 

Bonus  Award  ($) 

20,000 

100,000 

150,000 

Distribution  of  Bonus  Awards 

Corporate 

Revenue 

Renewal 

Sales 

Performance 

Individual 

Performance 

Total 

Proportion  of  Bonus  (%) 

60% 

30% 

10% 

100% 

Bonus  Award  ($) 

Threshold  ($) 

12,000 

6,000 

2,000 

20,000 

Target  ($) 

60,000 

30,000 

10,000 

100,000 

Stretch  ($) 

90,000 

45,000 

15,000 

150,000 
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Title 

Base  Salary 
2007 

Base  Salary 
2008 

Base  Salary 
2009 

Type  of 
Executive 

Senior  VP,  Market  Development 

n/a 

200,000 

200,000 

2 

Bonus  Award  Targets 

Threshold 

Target 

Stretch 

Corporate  Revenue 

24,300,000 

25,900,000 

27,000,000 

Events  and  Ecommerce  Sales 

1,219,333 

1,299,618 

1,354,814 

Bonus  Award  Targets 

Threshold 

Target 

Stretch 

Proportion  of  Salary  (%) 

10% 

50% 

75% 

Bonus  Award  ($) 

20,000 

100,000 

150,000 

Distribution  of  Bonus  Awards 

Corporate 

Revenue 

Sales 

Performance 

Personal 

Objectives 

Total 

Proportion  of  Bonus  (%) 

60% 

30% 

10% 

100% 

Bonus  Award  ($) 

Threshold  ($) 

12,000 

6,000 

2,000 

20,000 

Target  ($) 

60,000 

30,000 

10,000 

100,000 

Stretch  ($) 

90,000 

45,000 

15,000 

150,000 
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Title 

Base  Salary 
2007 

Base  Salary 
2008 

Base  Salary 
2009 

Type  of 
Executive 

Senior  VP,  Technology  Development 

n/a 

n/a 

260,000 

2 

Bonus  Award  Targets 

Corporate  Revenue 

Threshold 

Target 

Stretch 

Proportion  of  Salary  (%) 

10% 

50% 

75% 

Bonus  Award  ($) 

26,000 

130,000 

195,000 

Corporate 

Individual 

Distribution  of  Bonus  Awards 

Revenue 

Performance 

Total 

Proportion  of  Bonus  (%) 

90% 

10% 

100% 

Bonus  Award  ($) 

Threshold  ($) 

23,400 

- 

2,600 

26,000 

Target  ($) 

117,000 

- 

13,000 

130,000 

Stretch  ($) 

175,500 

- 

19,500 

195,000 
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Title 

Base  Salary 
2007 

Base  Salary 
2008 

Base  Salary 
2009 

Type  of 
Executive 

VP,  Finance  & Administration 

132,500 

150,000 

150,000 

3 

Bonus  Award  Targets 

Corporate  Revenue 

Threshold 

Target 

Stretch 

Proportion  of  Salary  (%) 

10% 

50% 

75% 

Bonus  Award  ($) 

15,000 

75,000 

112,500 

Corporate 

Individual 

Distribution  of  Bonus  Awards 

Revenue 

Performance 

Total 

Proportion  of  Bonus  (%) 

90% 

10% 

100% 

Bonus  Award  ($) 

Threshold  ($) 

13,500 

- 

1,500 

15,000 

Target  ($) 

67,500 

- 

7,500 

75,000 

Stretch  ($) 

101,250 

- 

11,250 

112,500 

P 2009  Execs  Comp  (3)  012109  KDG.xls 


Page  5 of  8 


Confidential  - INPUT 


SVP I CAP 


1/22/2009 


Title 

Base  Salary 
2007 

Base  Salary 
2008 

Base  Salary 
2009 

Type  of 
Executive 

Senior  VP,  ICAP 

n/a 

n/a 

200,000 

2 

Bonus  Award  Targets 

Threshold 

Target 

Stretch 

Corporate  Revenue 

24,300,000 

25,900,000 

27,000,000 

New  Sales  (ICAP) 

TBD 

TBD 

TBD 

Bonus  Award  Targets 

Threshold 

Target 

Stretch 

Proportion  of  Salary  (%) 

10% 

50% 

75% 

Bonus  Award  ($) 

20,000 

100,000 

150,000 

Corporate 

New  Sales 

Personal 

Distribution  of  Bonus  Awards 

Revenue 

Performance 

Objectives 

Total 

Proportion  of  Bonus  (%) 

25% 

65% 

10% 

100% 

Bonus  Award  ($) 

Threshold  ($) 

5,000 

13,000 

2,000 

20,000 

Target  ($) 

25,000 

65,000 

10,000 

100,000 

Stretch  ($) 

37,500 

97,500 

15,000 

150,000 
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Title 

Base  Salary 
2007 

Base  Salary 
2008 

Base  Salary 
2009 

Type  of 
Executive 

Senior  VP  Sales 

150,000 

175,000 

175,000 

2 

Bonus  Award  Targets 

Threshold 

Target 

Stretch 

Corporate  Revenue 

24,300,000 

25,900,000 

27,000,000 

New  Sales 

6,877,595 

-77360^444- 

7,641,772 

7, 


Bonus  Award  Targets 

Threshold 

Target 

Stretch 

Proportion  of  Salary  (%) 

10% 

50% 

75% 

Bonus  Award  ($) 

17,500 

87,500 

131,250 

Corporate 

New  Sales 

Personal 

Distribution  of  Bonus  Awards 

Revenue 

Performance 

Objectives 

Total 

Proportion  of  Bonus  (%) 

25% 

65% 

10% 

100% 

Bonus  Award  ($) 

Threshold  ($) 

4,375 

11,375 

1,750 

17,500 

Target  ($) 

21,875 

56,875 

8,750 

87,500 

Stretch  ($) 

32,813 

85,313 

13,125 

131,250 

Responsible  for  All  New  Sales  to  New  Accounts.  Channel  Sales  will  be  added  if  leads  feed  the  Sales  Teams. 
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Haney 


1/22/2009 


Title 

Base  Salary 
2007 

Base  Salary 
2008 

Base  Salary 
2009 

Type  of 
Executive 

Senior  VP  Member  Services 

145,000 

175,000 

175,000 

2 

Bonus  Award  Targets 

Threshold 

Target 

Stretch 

Corporate  Revenue 

24,300,000 

25,900,000 

27,000,000 

Renewal  Sales 

15,403,581 

16,417,809 

17,115,090 

Upsell  Sales 

.WSreee 

1,786,205 

1,862,067 

\~|  <^t.0-cj,c  Z 0ero  Tt? 

L ' t L_ 


Bonus  Award  Targets 

Threshold 

Target 

Stretch 

Proportion  of  Salary  (%) 

10% 

50% 

75% 

Bonus  Award  ($) 

17,500 

87,500 

131,250 

Distribution  of  Bonus  Awards 

Corporate 

Revenue 

Upsell 

Sales 

Performance 

Renewal 

Sales 

Performance 

Personal 

Objectives 

Total 

Proportion  of  Bonus  (%) 

25% 

25% 

40% 

10% 

100% 

Bonus  Award  ($) 

Threshold  ($) 

4,375 

4,375 

7,000 

1,750 

17,500 

Target  ($) 

21,875 

21,875 

35,000 

8,750 

87,500 

Stretch  ($) 

32,813 

32,813 

52,500 

13,125 

131,250 
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Income  St; 


Revenue 

Subscriptions 
Events 
Other 

Total  Net  Revenue 
Growth 


Operations 

Personnel 
Other  Expense 

Operations,  Total 

% of  Revenue 


Member  Services 

Personnel 
Other  Expense 
Member  Services,  Total 

% of  Revenue 


Cost  of  Services,  Total 

% of  Revenue 


Apr 


1,908 
24 
20  ' 


1.915_ 

86 

T7| 


1,928 

29 

23 


May 


2QT  ''an 

laf  ii> 


to.  Month 


Aug 


Sep 


1/20/2009 


2009  Year  2008  Year 


o Change 


1,943 

217 

11 


1,967 

146 

27 


35 
12  ’ 


2,024 

88 


2,068 

85  j 

18 


2,104 

183J 

31 


2,124 

108 


24,025 

1,073 

263 


21,911 

701 

197 


10% 


1,917 

1,952 

2,017 

1,980 

2,171 

2,140 

2,042 

2,154 

2,171 

2,318 

2% 

3% 

-2% 

10% 

-1% 

-5% 

5% 

1% 

7% 

1,820  1,825 

1,883 

1,937" 

1,825 

1,917 

1,850 

1,886 

1,956 

2,038 

— 

405 

415 

410 

409 

409 

416 

418 

418 

418 

417 

84 

76 

90 

61 

126 

62 

61 

73 

61 

111 

2,250 

-3% 


2,250 

0% 

1,941 


25,361 


4,967 

922 


22,809 


4,847 

853 


53% 

34% 

11% 


2% 

8% 


24% 


23% 


it 


% 


277 

14 


271  , 
14 


281 

15 


290 

15 


279 

15~ 


292 

15 


309 
15  ! 


299 

15 


23% 


472 

21% 


5,890 

23% 


5,700 

25% 


298 

15 


307 

15 


303 

15 


302 

15 


3,508 

176 


3,311 

173 


Gross  Income  / (Loss) 

Gross  Profit 


LJ 


292 

285 

296 

305 

294 

306 

324 

313 

313 

15% 

15% 

15% 

15% 

14% 

14% 

16% 

15% 

14% 

781 

776 

796 

775 

829 

785 

803 

804 

792 

41% 

40% 

39% 

39% 

38% 

37% 

39% 

37%X 

36% 

1,136 

1,176 

1,221 

1,205 

1,342 

1,355 

1,239 

1,350 

1 ,379 

59% 

60% 

61% 

61% 

62% 

63% 

61% 

63% 

64% 

Sales 

Personnel 

Other  Expense 
Sales,  Total 

% of  Revenue 

Marketing 

Personnel 
Other  Expense 

Marketing,  Total 

% of  Revenue 

R&D 


322 

14% 

850 

37% 


318 

14% 


1,468 

63% 


65% 


317 

14% 

794 

35% 

1,456 

65% 


3,684 
15% 

9,574 

38% 

15,787 

62% 


3,484 

15% 

9,183 

40% 

13,626 

60% 


2% 

6% 


4% 

16% 


365 

27 


362 
27  1 


414 

394 

379 

385 

380 

389 

389 

393 

392 

389 

22% 

20% 

19% 

19% 

18% 

18% 

19% 

18% 

18% 

17% 

— 



69 

92 

90 

89 

85 

100 

99 

98 

98 

98 

98 

94 

75 

63 

63 

63 

63 

63 

63 

63 

359 
27  ' 


4,352 

330 


-2% 


17% 


390 

17% 


4,682 

18% 


44% 

0% 


0 ■ 


97 

63 


504 

682 


Personnel 
Other  Expense 

R&D,  Total 

% of  Revenue 

General  & Administrative 
Personnel 
Other  Expense 
General  & Administrative,  Total 

o of  Revenue 


Corporate  Expenses 
Personnel 
Other  Expense 
Corporate  Expenses,  Total 

% of  Revenue 


Loss  on  Product  Sunset  (IEP) 
Provision  for  Bonuses 

I | 

Total  Expenses 

Prior  Year 

EBITDA 

% of  Revenue 


Depreciation  & Amortization 

Operating  Income  / (Loss) 

1 I 

Other  Revenues  / (Expenses) 

lnc/(Loss)  Bef.  Income  Tax 

Provision  for  Income  Taxes 

±~i — t 

Net  Income  / (Loss) 

% of  Revenue 
Prior  Year 


58 

205 

,T-~ 

187 

73 

180 

210 

302 

- 

187 

12 

80 

115 

58 

205 

73 

137 

130 

187 

9% 


9% 

81 


4% 

(6)’ 


6% 
154  1 


8% 

149 


185 
8% 
79  t 


5% 

460 


2% 
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2009  Plan 
High  IjMW/ariance 


1 * 

($000s) 

2008  Year 

2009  Year 

% 

Change 

Commentary 

Contract  Value  & Membership 

Existing  Subscription  Products 

Federal  IS  (incl.OIS) 

17,916 

20,113 

12% 

Versus  5.6%  2008  growth.  Sales  force  efficiency,  geographic  intiatives,  and  greater  upsell  will  drive  performance. 

State  & Local  IS  (incl  GovEdge) 

3,546 

4,088 

15% 

Versus  27.2%  2008  growth.  Dollar  change  is  a function  of  bringing  on  smaller  members  at  lower  price;  member  growth  projected  at  32.9%,  so 
there  is  more  risk  to  the  target  than  indicated  by  the  dollar  growth. 

Ind.  Analysis 

1,198 

1,295 

8% 

Versus  -2.3%  2008  decline.  2009  will  challenge  MS  team  to  upsell  this  product  set  more  aggressively.Working  on  new  product  Opp  Advisor 

New  Subscription  Products 

How  to  (Subscriptions) 

- 

60 

n/a 

Assumed  to  be  Upsell 

Task  Order  Aggregation 

- 

170 

n/a 

Assumed  to  be  Upsell 

Paid  Teaming 

- 

100 

n/a 

Still  in  market  validation 

Members  (unduplicated) 

(not  in  thousands) 

Existing  Products 

1618 

1901 

17% 

Versus  13.9%  dollar  growth;  see  State  & Local  comments 

New  Products 

- 

200 

n/a 

Due  to  Paid  Teaming;  How  To  and  Task  Orders  assumed  to  be  Upsell  products 

Sales  Orders  by  Team 

Member  Services: 

Renewal 

15,378 

16,418 

7% 

Renewal  rate 

74.7% 

74.9% 

0.2% 

Expect  rate  to  be  consistent,  as  2009  renewal  base  has  more  small  companies,  and  given  the  economic  climate 

Upsell 

1,447 

1,786 

23% 

Upsell  should  improve  with  the  addition  of  new  product,  see  above 

Sales  Teams  (excl  GovEdge): 

6,240 

7,330 

17% 

Productivity  increase  is  driven  primarily  by  4 Sales  Leads  Analysts  (new  in  late  '08),  plus  increased  penetration  into  S&L  also  assumed  (see 
Contract  Value  above).  Annual  per  rep  productivity  of  approx.  $276k  in  2009  compares  to  $237k  in  2008. 

Channel  sales 

- 

250 

n/a 

Still  in  research-  Dowd  meeting  with  potential  distribution  partners 

Events 

697 

1,087 

56% 

Increase  driven  primarily  by  new  Teaming  and  Market  Fundamentals  Events  ($245k) 

Other: 

e-Commerce  Documents 

158 

180 

14% 

Speaking  Fees 

- 

50 

n/a 

How  To  training  materials 

. 

33 

n/a 

Misc  (incl  GovEdge) 

54 

- 

n/a 

Total  Sales  Orders 

23,974 

27,134 

13% 

Revenue 

Subscriptions 

21,911 

24,025 

10% 

Events 

701 

1,073 

53% 

Other 

197 

263 

34% 

22,809 

25,361 

11% 

With  Target  of  $25, 900k,  the  unidentified  "Gap  to  Plan"  is  $539k. 

Expenses 

Operations 

Personnel 

4,847 

4,967 

2% 

Headcount  increase  of  4 is  driving  the  personnel  expense  increase  (2008  includes  Dagutis  and  Higgs,  who  moved  to  Marketing  in  2nd  half  of  2008, 
so  yr  over  yr  increase  appears  small) 

Other  Expense 

853 

922 

8% 

Change  is  primarily  additional  Events-related  costs  due  to  increase  in  number  of  Events  planned 

Operations,  Total 

5,700 

5,890 

3% 

% of  Revenue 

25% 

23% 

Member  Services 

Personnel 

3,311 

3,508 

6% 

Headcount  increase  of  6 is  driving  the  increased  cost  (3  advisors,  3 support  staff) 

Other  Expense 

173 

176 

2% 

Member  Services,  Total 

3,484 

3,684 

6% 

% of  Revenue 

15% 

15% 

Cost  of  Services,  Total 

9,183 

9,574 

4% 

% of  Revenue 

40% 

38% 
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2009  Plan 

High  riance 


\W v 

($000s) 

Gross  Income  / (Loss) 
Gross  Profit  % 

Sales 

Personnel 

Other  Expense 

2008  Year 

2009  Year 

% 

Change 

Commentary 

13,626 

15,787 

16% 

60% 

62%_ 

4,442 

4,352 

-2% 

2008  opened  with  32  salespeople,  and  included  more  higher-priced  "Enterprise"-level  reps;  2009  will  open  with  26  at  a lower  avg.  salary  and  end 
with  29,  therefore  cost  is  relatively  level.  Also,  managers  are  dropping  from  3 to  2,  generating  cost  savings. 

230 

330 

44% 

2009's  main  increase  is  Bad  Debt  ($144k  in  2009,  $68k  in  2008).  2008  Bad  Debt  was  low  due  to  favorable  cumulative  adjustments  to  the  balance 
sheet’s  bad  debt  reserve,  which  pre-adjustment  had  ended  2008  higher  than  necessary. 

Sales,  Total 
% of  Revenue 

Marketing 

Personnel 

4,672 

4,682 

0% 

20% 

18% 

504 

1,115 

121% 

2009  increase  due  to  full  year  of  Rombach  plus  addition  of  3 management-level  staff,  plus  extra  half-yr.  of  Higgs  and  Dagutis  compared  to  the 
previous  year.  Total  staff  change  from  yearend  to  yearend  is  3.2  FTEs. 

Other  Expense 

682 

834 

22% 

Marketing  costs  are  essentially  in  line  with  2008,  with  additions  to  sponsorships  and  the  web/sales  tools  budget  (such  as  for  a user  interface 
consulting  engagement)  being  the  primary  cost  increases.  ^ 

Marketing,  Total 
% of  Revenue 

R&D 

1,187 

1,949 

64% 

5% 

8% 

Personnel 
Other  Expense 

1,278 

1,380 

8% 

2009  increase  is  the  Technology  executive  plus  the  Prod  Dev  executive,  offset  by  Developer  reductions. 

134 

120 

-10% 

R&D,  Total  1 

% of  Revenue 

1,412 

1,500 

6% 

6% 

6% 

General  & Administrative 
Personnel 

1,437 

1,600 

11% 

Primarily  effect  of  Dowd  for  a full  year 

Other  Expense 

General  & Administrative,  Total 
% of  Revenue 

3,046 

3,258 

7% 

2009's  increase  is  primarily  the  effect  of  a $195k  corporate-level  reserve  for  Recruiting,  charged  to  the  HR  department,  which  will  be  charged  for 
2009  Actuals  to  the  Departments  which  wind  up  using  the  funds,  plus  approx  $70k  of  Telecom,  relating  primarily  to  data  costs  for  additional 
redundancy 

4,484 

4,857 

8% 

20% 

19% 

Corporate  Expenses 
Personnel 

Other  Expense 
Corporate  Expenses,  Total 
% of  Revenue 

Loss  on  Product  Sunset  (IEP) 
Provision  for  Bonuses 

440 

423 

406 

272 

-8% 

-36% 

2008  contains  allocations  of  stock  compensation  expense  for  board  members;  this  cost  is  charged  to  G&A  for  budget  and  is  reclassified  to  the 
departments  for  actual  when  the  year  is  over  & the  final  determination  can  be  made. 

2008  higher  due  primarily  to  CEO  recruitment  and  Delaware  reincorporation  fees 

863 

679 

-21% 

4% 

3% 

68 

- 

-100% 

275 

-100% 

Total  Expenses 
EBITDA 

% of  Revenue 

22,143 

23,241 

5% 

666 

2,120 

218% 

3% 

8% 

Depreciation  & Amortization 
Operating  Income  / (Loss) 

Other  Revenues  / (Expenses) 
lnc/(Loss)  Bef.  Income  Tax 

396 

434 

9% 

270 

1,687 

524% 

190 

132 

-30% 

460 

1,819 

296% 

Provision  for  Income  Taxes 

- 

463 

n/a 

The  Net  Operating  Loss  is  expected  to  be  consumed  during  2009,  therefore  taxes  will  be  payable. 

Net  Income  / (Loss) 

460 

1,356 

195% 

% of  Revenue 

2%  5% 
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© 


Ian 

Report 


^ ~ 1/20/2009 


Number  of  Staff 

12/31/08 

12/31/09 

Transfers/Hires 

2009 

New  Business  Sales 

Executive  Management 

too 

too 

Sales  & Support  Managers 

4.00 

3.00 

(TOO) 

Sales  People  (includes  GovEdge  12/31/08) 

26.00 

29.00 

3.00 

Sales  Support  (Includes  SLAs,  etc.) 

5.80 

580 

Subtotal 

. J 

36.80 

38.80 

2-00 

Member  Services 

Executive  Management 

1.00 

1.00 

Managers 

5.00 

5.00 

Advisors  (includes  Strategic) 

24.00 

27.00 

3.00 

Support  & FOIA 

6.00 

9.00 

3.00 

Subtotal 

36.00 

42.00 

6.00 

Marketing 

Executive  Management 

1.00 

1.00 

Managers 

2.80 

6.00 

3.20 

Marketing  Staff 

2.00 

1.00 

(TOO) 

Events  (Includes  Events  Director) 

1.00 

2.00 

too 

Subtotal 

6.80 

10.00 

3.20 

Total  Sales  & Marketing 

79.60 

90.80 

11.20 

Operations 

Executive  Management 

1.00 

1.00 

Managers 

9.00 

9.00 

Operations  Staff  Federal  IS 

26.40 

30.40 

4.00 

Operations  Staff  S&L  IS 

13.50 

13.50 

Operations  Staff  IAP 

3.75 

3.75 

Operations  Staff  ICAP 

0,00 

0.00 

Support  & Other 

too 

too 

Subtotal 

54  65 

58.65 

4.00 

Research  & Development  and  IT 

Executive  Management 

0.00 

2.00 

2.00 

Managers 

4.00 

4,00 

Operations  & Support 

2.00 

3.00 

too 

Analysts  & Developers 

6.00 

5 00 

(100) 

Subtotal 

12.00 

14.00 

2.00 

Finance  & Administration 

Executive  Management 

1.00 

1.00 

Managers 

3.00 

3.00 

Accounting 

5.00 

5.00 

Administration 

3.00 

3.00 

HR 

_ TOO 

too 

Subtotal 

13.00 

13.00 

0.00 

Executive  Management  Corporate 

1.00 

too 

Office  of  the  Chairman 

1.00 

too 

TOTAL  INPUT  Staffing 

161.25 

178.45 

17.20 
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20a  lan 
Balance  Sheet 


12/31/2008 

12/31/2009 

Change 
2009/2008  (%) 

Assets 



Currenl 

Assets 

Cash  and  Cash  Equivalents 

$ 5,935,498 

$ 7,077,793 

19% 

Accounts  Receivable,  net 

3,149,462 

4,679,771 

49% 

Other  Current  Assets 

1,336,021 

1,162,493 

-13% 

Total  Current  Assets 

10,420,981 

12,920,057 

24% 

Fixed  Assets 

Fixed  Assets 

2,976,757 

3,546,157 

19% 

Less  Depreciation  & Amort. 

(2,144,246) 

(2,577,844) 

20% 

Net 

Fixed  Assets 

832,511 

968,313 

16% 

Other  Assets 

478,112 

478,112 

0% 

Total  Assets 

$ 11,731,604 

$ 14,366,481 

22% 

Liabilities 

Accounts  Payable 

$ 174,559 

“$  179,317 

3% 

Other  Accrued  Liabilities 

1,587,096 

970,163 

-39% 

Capital  lease,  current 

76,492 

46,614 

-39% 

Tota 

Deferred  Revenue  (Net  of  Unbilled) 

10,575,242 

12,348,436 

17% 

1 Current  Liabilities 

12,413,389 

13,544,530 

9% 

Non-Current  Liabilities 

Deferred  Rent 

789,740 

822,419 

4% 

Total  Liabilities 



13,203,129 

14,366,949 

9% 

Shareholders'  Equity 

Common  and  Treasury  Stock 

(258,976) 

(143,976) 

-44% 

Currency  gain  (loss) 

(262) 

(262) 

0% 

Retained  Earnings  - Accumulated 

(1,672,005) 

(1,212,287) 

-27% 

Retained  Earnings  - Current  Year 

459,718 

1,356,058 

195% 

Total  Shareholders'  Equity 

(1,471,525) 

(467) 

-100% 

Total  Liabilities  & Shareholders'  Equity 

$ 11,731,604 

$ 14,366,481 

22% 

Cash  Pledged  as  Collateral  for  Personal 

Loan  to  Principal  Stockholders 

$ 1,833,611 

$ 1,888,619 

3% 

Printed 


^ /2009 
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One-Page  Strategic  Plan 


r»  a — r»_ 


n i i rnn  mn  J 


J 


Printed:  1/19/2009 


One-Page  Strategic  Plan 


Organization  Name 

INPUT 

Your  Name 

Kevin  Plexico 

Date 

11/07/2008 

Core  Values/Beliefs 

(Should/Shouldn’t) 


Purpose 

(Why) 


Targets  (3-5  yrs.) 

(Where) 


Goals  (1  yr.) 

(What) 

Yr  Ending 

12/31/09 

Revenues 

$25.4m 

Profit  -N. I. 

$ 1 ,356k 

Mkt  Cap 

$10m 

S & M Costs 

26% 

Cash 

$7.1m 

Sales 

$27.  lm 

Sub  C.V. 

$25. 9m 

Rev/Emp. 

$142k 

Key  Initiatives 

\ Annual  Priorities 

1 

Achieve  CV  retention 
rate  of  74.9% 

2 

Implement  5 new  product 
offerings. 

3 

Integrate  into  user 
workflow  through 
software. 

4 

Improve  sales 
productivity  by  1 5%. 

5 

Achieve  employee 
retention  rate  of  80% 

! 6 

1 or  2 Critical  Us 

Contract  Value 

CV  per  employee 

Innovation  - Constantly 
innovate.  Innovate  or  Die. 
Nimbleness  - be  agile,  fast 
and  decisive 

People  - respect  and  grow 
people 

Understanding  - knowledge  + 

action  = Success 

Trust  - Integrity  engenders 

T^'st 


c 


BE  the  leading  global 
provider  of  information 
solutions  that  HELP  buyers 
and  sellers  conduct  business 
to  CREATE  value  for  our 
members,  employees, 
partners  and  shareholders 

Actions 

To  Live  Values,  Purpose,  BHAG 


Launch/  communicate 
expanded  analytical 
capabilities  - ‘Breaking 
Views’. 


Expand  coverage 
beyond  IT 


Build  out  marketing 
team. 


Develop  detailed  game 
plan  on  achieving 
foundational 
imperatives. 


Develop  reward 
program  for  speed  & 
nimbleness 


Check  boxes  above  after 
assigning  accountability 

BHAG 

The  essential  source*  for  information, 
intelligence,  and  insight  for  public  and 
private  sector  commerce. 

*still  need  to  agree 


Future  Date 


Revenues 


Profit-N. 


Mkt  Cap 


12/31/2011 


$45-50m 


$8- 10m 


SI 00  m 


Sandbox 

Web-based  information  solutions 
for  public  sector  planning,  sales 
and  procurement  functions 

Key  Thrusts/Capabilities 

3-5  Year  Priorities 


1 

Establish  community  of 
750,000  visitors  (govt  & 
industry)  through  Open 
Web. 

2 

Establish  non- 
subscription revenue 
streams  of  $ 10m. 

3 

Expand  outside  of 
traditional  IT  to  other 
govt  purchased  services 

4 

Expand  geographic 
presence. 

5 

Establish  meaningful 
government  relationships 
and  brand. 

KPI/Overt  Benefit 

Contract  Value 
Renewal  Rate 
Web  Audience/Traffic 

Brand  Promise 

Knowledge  Now  - when  and 
where  you  want  it! 
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Opportunities  to  exceed  plan 


Threats  to  making  plan 


Printed:  1/19/2009 


1 

Ability  to  increase  sales  productivity 

2 

Economic  crisis  driving  down  renewal  rate  and  sales 

3 

Ability  to  execute  product  development/launch 

4 

Free  Information  (Google  / Government) 

5 

Infrastructure/resources  to  execute  plan 

1 

Expanded  coverage  (outside  technology) 

-> 

Task  Order  Opportunities 

•y 

Paid  Teaming 

4 

ICAP/Opportunity  Advisor 

5 

Actions  (Qtr) 

(How) 


Theme  (Qtr/Annual) 


Your  Accountability 

(Who/When) 


Qtr.  # 

Q1  2009 

Revenues 

$5. 9m 

Profit -N.l. 

Silk 

Mkt  Cap 

$10m 

S&M  Costs 

$1.7m 

Cash 

$6.0m 

Sales 

$6. 2m 

CV 

$23m 

Rev  / Emp. 

$ 1 39k  (annual) 

Deadline  3/30/09 


Measurable  Target/Critical  # 
Sales  of  STBD 


Theme  Name 

Speed  and  Nimbleness 


Rocks 

Quarterly  Priorities 


PD)  Marketing  (Events, 
management) 


Launch  expand 
Mobile!  ■ 


support  current  infrastruct 
upgrade. 


Scoreboard  Design 

Describe  and/or  sketch  your 
design  in  this  space. 

TBD 


Prioritize  your  Rocks. 


1 or  2 Critical  Us 

New  Sales  & Upsell 
Renewal  rate 

c 


Celebration/Reward 

TBD 


Your  Quarterly  Priorities 


Due 


For  Editable  Word  Document 
goto 

www.gazelles.com 
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INPUT’ 


Rockefeller  Habits 

Checklist 


Name 


Company 


Date 


D 


2) 


3) 


5) 


6) 


7) 


8) 


9) 


Everyone  aligned  with  #1  thing  that  needs  to  be  accomplished  this  quarter  to  move  company  forward 

□ 5 priorities  (Rocks)  are  identified  and  ranked  for  the  quarter 

□ A Critical  Number  is  identified  and  aligns  with  the  #1  priority 

□ A Quarterly  Theme  is  established  that  brings  the  key  priority/Critical  Number  alive 

□ A scoreboard  for  the  Critical  Number  is  posted  and  Theme  announced 

□ All  employees  know  what  the  Celebration/Reward  will  be 

Communication  rhythm  is  established.  Information  moves  through  organization  accurately  and  quickly 

□ All  employees  are  in  some  kind  of  a daily  and  weekly  huddle 

□ Huddles  cascade  from  senior  management  to  frontline  or  visa  versa 

Every  facet  of  the  organization  has  a person  assigned  with  accountability  for  ensuring  goals  are  met 

□ Income  (P&L),  Cash  Flow,  & Balance  Sheet  statements  have  persons  assigned  to  each  line  item 

□ An  accountability  chart  has  been  created 

Ongoing  employee  feedback  and  input  is  systematized  to  remove  obstacles  and  identify  opportunities 

□ Employee  hassles/ideas/suggestions/issues  are  being  collected  weekly 

□ There  is  a systematic  process  for  addressing  issues  and  opportunities 

□ Thank  You  cards  are  being  written  every  week  by  senior  management 

Reporting  and  analysis  of  Customer  Feedback  data  is  as  frequent  and  accurate  as  financial  data 

□ All  employees  are  involved  in  collecting  customer  data 

□ There  is  a person  assigned  accountability  for  customer  feedback 

□ All  senior  leaders  communicate  with  at  least  one  customer  weekly 

Core  ideologies  are  "alive"  in  the  organization 

□ Core  ideologies  are  discovered  and  defined 

□ Stories  are  being  shared  of  employees  who  represent  the  ideologies 

□ Core  ideologies  are  included  in  appraisal  and  recognition  processes 

Clear  understanding  of  the  firm’s  market  position  drives  strategic  planning  and  sales  and  marketing 

□ Brand  Promise  and  market  (Sandbox)  are  clearly  defined 

□ The  organization  is  aligned  around  5 key  strategies  (Thrusts/Capabilities)  for  growth 

All  employees  can  report  at  any  time  what  their  productivity  is  and  how  it  compares  against  goals 

□ Smart  Numbers  (key  performance  indicators)  are  identified  for  the  organization 

□ Weekly  measures  for  each  individual/team  are  clearly  displayed  and  reviewed 

A "situation  room"  is  established  for  the  weekly  executive  team  meeting 

□ Smart  Numbers  and  Critical  Numbers  are  posted  bigger  than  life  with  goals  clearly  shown 

□ Data  is  presented  graphically  to  help  visualize  trends 

□ Core  ideologies,  priorities,  and  market  maps  posted 


10)  As  goes  the  Executive  Team  goes  the  rest  of  the  firm 

□ Team  members  understand  each  other's  differences,  priorities,  and  styles 

□ The  team  meets  offsite  every  few  months  for  strategic  thinking  and  renewal 

□ The  team  is  having  fun  together 
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AMENDMENT  #1  TO 

AGREEMENT  FOR  INDEPENDENT  CONTRACTOR  SERVICES 

The  Agreement  for  Independent  Contractor  Services  (the  “Agreement”)  dated  December  22,  2008 
between  ConnellyWorks,  Inc.  (“Contractor”)  and  INPUT  is  hereby  amended  as  follows: 

1 ) The  legal  name  of  INPUT  as  of  January  1 , 2009  is  INPUT,  Inc. 

INPUT,  Inc.  is  a Delaware  corporation. 

2)  The  Term  of  the  Agreement  shall  commence  on  December  22,  2008  and  end  on  December 
31,  2009. 

3)  For  purposes  of  the  Exhibit  A #1  for  2009,  relating  to  2009  Events  Coordination,  either 
party  may  terminate  that  Exhibit  A for  any  time  for  any  reason  upon  90  days  prior  written 
notification  to  the  other  party. 

CONTRACTOR  INPUT,  Inc. 

ConnellyWorks.  Inc. 


COMPANY  NAME 


By: 


Signature 


Signature 


Joanne  M Connelly 


Name  ( Type  or  Print) 


Name  (Type  or  Print) 


President/CEO 


Title 


Title 
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Purchase  Order 


INPUT 

11720  Plaza  America  Drive 
Suite  1200 
Reston,  VA  20190 


Date  Issued  PO  # 

1/20/2009  PO09-1 1300 


To: 

ConnellyWorks,  Inc 
1110  Herndon  Pkwy,  Suite  301 
Herndon  VA  20170 
United  States 


Good  Thru 

Ship  Via  Account  Number  Terms 

Due  on  Receipt 

Item 

Quantity 

Description 

Unit  Cost 

Extension 

Options 

Events 

Department 

Costs 

1 

Events  management  services  for 
2009.  $16,000  per  month.  Can  be 
cancelled  with  90  days  notice. 

192,000.00 

Total 

$192,000.00 

INPUT 

11720  Plaza  America  Drive 
Suite  1200 


Reston,  VA  20190 


Purchase  Order 


Date  Issued  PO  # 

1/5/2009  PO09-1 1231 


To: 

Hilton  Hotels  Corporation 
75  Remittance  Drive 
Suite  1429 

Chicago  IL  60675-1429 


Good  Thru 

Ship  Via 

Account  Number 

Terms 

Item 

Qi 

jantity 

Description 

Unit  Cost 

Extension 

Options 

Miscellaneous 


consistent  with  prior  years.  The 
goal  for  2009  is  to  offset  $50k  of 
the  cost  with  sponsorships. 
(Sponsorship  sales  were  approx. 
$30k  in  2008). 


€ 


Total 


$105,000.00 


a 
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MEMORANDUM 


TO: 


DATE: 


January  21,  2009 
INPUT  B.O.D. 


FROM: 


Kevin  Gates 


SUBJECT : Summary  of ‘‘nonstandard”  elements  of  SPi  contract 


CC. 


The  following  are  the  material  nonstandard  terms  in  the  SPi  Master  Services  agreement  (“MSA”): 


1)  Nonsolicitation 

INPUT  standard:  during  the  contract  and  thereafter  the  contractor  shall  not  attempt  to  influence  an 
employee  to  terminate  their  relationship  with  INPUT. 

SPi  agreement:  SPi  and  INPUT  shall  not  attempt  to  hire  any  person  in  the  employ  of  the  other  for 
one  year  after  the  termination  of  SPi’s  services. 

2)  Indemnity 
INPUT  standard:  none 

SPi  agreement:  INPUT  indemnifies  SPi  against  infringement  of  intellectual  property  claims  that 
might  arise  from  their  use  of  data  in  connection  with  providing  the  services 

3)  Customer  duty  to  review  data 

INPUT  standard:  Contractor  shall  review  his  progress  with  INPUT  either  orally  or  in  writing  and 
shall  permit  INPUT  to  review  all  work  accomplished  to  date. 

SPi  agreement:  All  services  rendered  by  SPi  shall  be  deemed  accepted  by  INPUT  unless  rejected  for 
noncompliance  with  specifications  within  30  days 

4)  Termination 

INPUT  standard:  either  party  may  terminate  for  any  purpose  with  15  days  written  notice 

SPi  agreement:  parties  can  terminate  for  default,  after  cure  period  expires;  see  MSA  for  further 
details. 

5)  Limitation  of  Liability 
INPUT  standard:  silent 

SPi  agreement:  Neither  party  subject  to  special,  punitive,  etc.  damages.  SPi  liability  limited  to  a 
portion  of  fees  earned/paid,  see  MSA  for  exact  details 
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6)  Arbitration 
INPUT  standard:  silent 

SPi  agreement:  Arbitration  required  for  most  disputes  that  cannot  be  resolved  amongst  the  parties,  see 
MSA  for  language. 

7)  Assignment 

INPUT  standard:  contractor  shall  not  assign  without  prior  written  consent 

SPi  agreement:  SPi  may  assign  in  the  event  of  a merger  or  sale  of  substantially  all  of  their  assets, 
with  notification,  and  may  subcontract  provided  advance  notice 
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Purchase  Order 


INPUT 

11720  Plaza  America  Drive 
Suite  1200 


Reston,  VA  20190 


Date  Issued  PO  # 

1/20/2009  PO09-1 1299 


To: 

SPI  America,  LLC 
P.O.  Box  7247-6482 
Philadelphia  PA  19170-6482 
United  States 


Good  Thru 

Ship  Via 

Account  Number 

Terms 

Net  30  Days 

External  Project 
Labor 


External 

Administrative 

Labor 

External 

Administrative 

Labor 

External 

Administrative 

Labor 

External 

Administrative 

Labor 


c 


Federal  Contacts  verification  — 
Federal  Contacts  & Org  Charts 
used  by  12%  of  members  monthly. 
Monthly  cost  of  $14,600 
S&L  Contacts  verification  — S&L 
Contacts  usage  represents  1 2%  of 
S&L  members’  monthly  usage. 
Monthly  cost  of  $2,200 
S&L  Bids  processing  — bids  are 
22%  of  S&L  product  utilization. 
Monthly  cost  of  $12,720. 

News  Articles  processing  — 
replaces  internal  resource  that 
would  cost  $45k.  Monthly  cost  is 
$2,160 

Labor  Pricing  data  extraction  — 
replaces  internal  resource  that 
would  cost  $45k.  Monthly  cost  is 
$1,560 


175.200.00 

26.400.00 

152.640.00 

25.920.00 

18.720.00 


Total 


$398,880.00 
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r 


Date  Printd  -0/2009 


oy  , it 


SPI  Plan  by  > .oduct  Area 
2009 


2008 

2009  Plan 

Attribute  i 

Actual 

Plan 

Monthly 

Averaqe 

ROI 

Comments 

SPI  Productivity 
Federal  Contacts 

Federal  Contacts  and  Org  Charts  used  by  1 2%  of  members  monthly 

Cost  (incl  telecom) 

$ 

180,995 

$ 

175,200 

$ 

14,600 

$ 

1,215,000 

Applied  to  Federal  Complete  CV  of  $10. 1m  suggests  we  get  $1 ,2m  in 

value  out  of  Federal  Contacts 

Cost  Per  Contact  Verified 

$ 

1.23 

$ 

086 

$ 

0 86 

# of  Verified  Contacts 

147,577 

150,000 

12,500 

# of  Pendmq  Actions 

19,590 

N/A 

N/A 

Averaae  Outsourced  Staff  (FTEsi 

8.75 

8 75 

8,75 

Productivity  Per  Person 

S&L  Contacts 

16,866 

17.143 

1,429 

S&L  Contact  users  represent  12%  of  S&L  members  monthly  Applied 

Cost  (incl  telecom) 

$ 

21,436 

$ 

26,400 

$ 

2,200 

$ 

420,000 

Cost  Per  Contact  Verified 

$ 

1 48 

S 

1.38 

$ 

1.38 

# of  Verified  Contacts 

14,448 

19,200 

1.600 

# of  Pendinq  Actions 

4.877 

N/A 

N/A 

Averaqe  Outsourced  Staff  (FTEs) 

1.25 

1.25 

1.25 

Productivity  Per  Person 

S&L  Bids 

11,558 

15,360 

1,280 

S&L  Bids  represents  22%  of  S&L  product  utilization.  Applied  to  S&L  IS 

Cost 

$ 

171,832 

$ 

152,640 

$ 

12,720 

$ 

770,000 

CV  of  $3. 5m  we  qet  $770k  in  value  out  of  S&L  Bids 

Cost  Per  Bid  Processed 

$ 

0.68 

$ 

0.61 

$ 

0.61 

Run  rate  in  December  was  $1  42/bid  Process  change  implemented 
Jan  1 achieves  siqnificant  savinqs  per  bid 

# of  Processed  Bids  (published  + rejected) 

251,593 

252,000 

21,000 

Published  Bids 

116,221 

N/A 

N/A 

Rejected  Bids 

135,372 

N/A 

N/A 

Run  rate  in  December  was  12  75.  We  reduced  it  by  4 effective  Jan  1 

8.60 

8.75 

8 75 

Productivitv  Per  Person 

29.241 

28,800 

2,400 

Articles 

Cost 

$ 

25,920 

25,920 

2,160 

$ 

19,080 

Replaces  cost  of  a dedicated  Analyst  at  $45k  with  a resource  at  bri  tor 
$25. 9k. 

Cost  Per  Article 

$ 

0 34 

$ 

0.29 

$ 

0 29 

Processed  Articles  (published  + reiected) 

77,011 

90,000 

7,500 

Published  Articles 

15,017 

N/A 

Reiected  Articles 

61,994 

N/A 

Precentaqe  Published 

19.50% 

N/A 

Averaqe  Outsourced  Staff  (FTEs) 

1.25 

1.25 

1.25 

Productivitv  Per  Person 

61,609 

72.000 

6,000 

Labor  Rates 

Cost 

$ 

11,192 

$ 

18,720 

$ 

1,560 

$ 

26,280 

Replaces  cost  of  a dedicated  Analyst  at  $45k  with  a resource  at  SPi 

Cost  Per  Labor  Rate 

$ 

0.12 

$ 

0.18 

$ 

0 18 

Expect  cost/rate  to  increase  in  '09  as  we  did  easy  rate  sheets  in  2008 

Added  Labor  Rates 

92.139 

102,000 

8,500 

Outsourced  Staff  (FTEs) 

0.91 

1.00 

1.00 

Total  Cost 

$ 

411,375 

$ 

398,880 

$ 

33,240 

$ 

2,450,360 

Estimated  based  on  above.  Not  a direct  return. 

Averaqe  Outsourced  Staff  (FTEs) 

21 

21 

21 

Cost  Per  FTE 

$ 

19,815 

$ 

18,994 

$ 

1,583 

Equivalent  cost  for  same  resources  in  U.S.  >100%  higher.  We  pay 
entry  level  research  associates  $35k/vear. 
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Customer  Segmentation  and  Targeting  - Proposal  Excerpts 


January  21, 2009 


Rachel  Parrinello 
Director 

rparrinello@alexandergroupinc.com 

415-276-5664 


© 2009  The  Alexander  Group,  Inc.® 


INPUT  is  interested  in  leveraging  AGI  to  develop  a comprehensive  customer  segmentation  and  targeting  analysis 
to  improve  sales  performance  by  better  aligning  its  sales,  service,  marketing,  product  resources  to  its  customers. 
The  purpose  of  this  initiative  is  to  ensure  INPUT  is  selling  the  right  product  to  the  right  customer  with  the  right 
resource  using  the  right  sales  message. 


This  initiative  will  seek  to  answer  the  following  questions: 

How  should  INPUT’S  define  its  customer  segments? 

Who  are  the  buyers,  what  are  their  product,  sales  and  service  needs,  what  is  their  buyer  process, 
how  long  does  it  take  to  sell  and  service  them? 

How  much  potential  business  is  in  each  segment? 

What  is  cost  to  serve  (profitability)  for  each  segment? 

What  is  the  sales  strategy  for  each  segment? 

Who  are  INPUT’S  most  attractive  customers? 


What  is  the  expected  growth  and  where  will  it  come  from  (%  from  retention,  % from  upsell,  % from 
new  customers)? 

What  are  the  appropriate  product  offerings  for  each  segment  (AGI  will  provide  initial  thoughts,  but  this  is 
primarily  product  management’s  responsibility) 

What  are  the  appropriate  messages  for  each  segment  (AGI  will  provide  initial  thoughts,  but  this  is  primarily 
marketing’s  responsibility) 


How  should  INPUT  align  its  sales  and  service  resources  to  each  segment? 

What  is  the  optimal  mix  of  sales  resources  to  effectively  and  efficiently  cover  each  segment? 


) 2009  The  Alexander  Group,  Inc.® 
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AGI  recommends  to  organize  our  project  into  the  following  three  phases,  each  with  their  own  activities  and  goals. 


Discovery 


Gather  information  from  INPUT 
and  its  customers  via  provided 
data,  interviews,  and  customer 
survey. 


supports 


supports 


Blue  = 

Alexander 

Ci roup,  Inc. 

SAJC5  CIOW7H  CONSUlTANTj 

Develop  segmentation  and 
targeting  methodology  for 
INPUT. 


Blue  = AGI  Responsibility,  Yellow  = INPUT  Responsibility 

© 2009  The  Alexander  Group,  Inc." 


Provide  INPUT  with  actionable 
recommendations  to  improve 
sales  productivity  using  the  new 
segmentation  model. 


— > 

Data  & Info  Gathering 

— ' 

Segmentation  Model 

- 

Product  Offering 

INPUT  Interviews 

— / 

Segment  Descriptions 

^ 

Sales  Messaging 

— 

Customer  Survey 

— — — 

Segment  Prioritization 

Coverage  Model 

— . 

Customer  Survey  Findings 

' ^ 

Deployment  Model 

Project  Documentation 

INPUT  - Segmentation  Proposal  Addendum-012109 


I.  Discovery 


II.  Segmentation  and  Targeting 


III.  Action  Planning 


Customer 

Survey 

Review 


’reject 
F ianning 


March 


© 2009  The  Alexander  Group,  Inc.® 
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Q 


February 


▲ 


= Task  Force  Call 


= Task  Force  Meeting 


= Steering  Committee  Meeting 


Component 

Productivity  Levers 

Potential  Goals 

Product 

Positioning 

Improved  product  launch  success 

Improved  product  roadmap  and  new  product  rationalization 

1 5%-20%  increase 
Future  ? 

Sales 

Messaging 

Improved  MS  close  rates 

Improved  Sales  close  rates 

Increase  in  leads  generation  from  targeted  marketing 
messages 

2%-5%  increase  j 

5%-10%  increase 
10%-15%  increase 

Converge  Model 
Refinements 

Increase  productivity  (revenue/head)  by  having  the  right 
sales  person  assigned  to  right  customer 

TBD 

Deployment 

Model 

Increase  productivity  (revenue/head)  by  maximizing  total 
potential  opportunity 

10%-15%  increase 

Alexander 

Group,  Inc. 

SAuiatowm  consuitants 


) 2009  The  Alexander  Group,  Inc.® 
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INPUT  CAPTURE  ASSIST  PROGRAM  (ICAP)  BUSINESS  PLAN 

TABLE  OF  CONTENTS 

(12/26/08) 


I.  CURRENT  STATUS 

A.  Product  Description 

1 . What  is  product  content  - What  is  the  customer  buying? 

ICAP  provides  detailed  analysis  of  major  forthcoming  federal  bid  opportunities;  the 
program  will  consist  of  up  to  20  opportunity  analysis  reports  per  year.  The  content  for 
each  opportunity  will  be  delivered  to  each  customer  in  two  parts;  a standard  report  that 
will  be  delivered  to  all  clients  in  the  same  way  and  a customized  presentation 

a.  Key  customer  needs  addressed  - baseline  information  to  assist  in  bid/no 
bid  decisions  and  subsequent  capture  team  activities.  All  bidders  have  to 
collect  basically  the  same  information  and  then  use  it  to  prepare  their 
bids 

b.  What  are  they  buying?  Insights  and  analysis  of  each  opportunity  and  its 
environment.  Updates  will  be  provided  through  the  life  cycle  of  the 
opportunity 

c.  What  are  the  benefits?  Save  time  and  money  through  sharing  the 
information  capture  process  with  other  companies.  Reallocate  the  B&P 
money  to  other  activities.  Increase  productivity  of  the  staff. 

2.  Who  are  the  Customers? 

a.  Characteristics  and  buying  patterns  (i.e.  size,  industry,  type  of  business, 
buying  department,  reason  for  purchase)  - two  levels  of  customers: 

i.  Large  (revenues  > $1  Billion)  SI,  Professional  Services  and  other  IT 
companies  who  will  buy  the  whole  program 

ii.  Smaller  SI,  Professional  Services  and  other  companies  who  will  be 
interested  in  certain  opportunities  as  subs  or  possibly  as  prime 
contractors  in  special  circumstances 

iii.  Buyers  of  the  Program  will  be  the  Executives  in  charge  of 
Marketing 

iv.  Buyers  of  individual  opportunity  reports  maybe  the  CXO  or 
executive  in  charge  of  Marketing  in  smaller  companies;  possibly  the 
Capture  manager  for  specific  opportunities 

3.  Issues: 

a.  Where  do  we  stand?  This  is  a brand  new  step  for  us;  it  will  require  a 
completely  different  staffing  structure  for  sales,  management  and 
delivery 

b.  Common  on  prior  year/ytd  perfonnance  vs.  plan  in  context  of  last  3 years 
performance  N/R 

c.  What  is  happening?  N/R 
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B. 


d.  Challenges.  Will  we  be  able  to  attract  the  consultants  necessary  to  carry 
out  the  interviews  to  generate  the  insights  into  the  opportunities?  Will  we 
be  able  to  sell  the  program  at  a price  that  will  enable  it  to  be  profitable? 

Market: 

1 . Market  size  and  segmentation  (see  Chart  P P141  B attached) 

a.  Estimated  20  - 50  companies  that  will  pay  $50,000  to  $100,00  per  year 
for  this  service  ($2.5  million) 

b.  500  (25  companies  per  major  opportunity  Companies  that  will  pay 
$25,000  for  an  opportunity  distributed  among  20  opportunities  - ($12.5 
million) 

c.  2,000  (100  companies  per  major  opportunity)  companies  that  will  pay 
$7,500 -($15  million) 

d.  Total  market  for  1CAP  about  $30  million 

2.  Market  growth  and  trends 

a.  In  IT  spending  related  to  Top  20  Opportunities  by  Capture  managers 
including  internal  costs  would  be  20X20X$1  Million  on  average  (20 
opportunities  with  20  major  primes  and  subs  spending  on  average  $1 
million  each  - $400  Million 

b.  Market  is  static  but  inefficient 

3.  Current/Potential  expenditure  levels  - new  product 

4.  Penetration  by  segment  of  INPUT  product  - new  product 

5.  Share  vs.  competitors  (see  table  below)  - new  product.  No  one  else  doing  it  at  the 
moment 

6.  Pricing  sensitivity  - Preliminary  research  shows  potential  value  of  $25,000  to 
$75,000  per  opportunity  to  a client.  However  in  a package  of  20  there  are  likely 
to  be  1/3  of  very  high  interest,  1/3  of  medium  high  interest  and  1/3  of  lower 
interest. 

7.  Pricing  and  sales  methods;  four  levels  of  pricing  initially 

a.  Full  program  $50,000  per  year  with  an  introductory  price  of  $35,000 

b.  Package  price  for  first  5 Opportunities  of  with  an  introductory  price  of 
$vv,000 

c.  Individual  Opportunity  - major  level  $25,000  with  an  introductory  price 
of  $ss,000  with  continued  service 

d.  Individual  Opportunity  - lower  level  $12,500  with  an  introductory  price 
of  $ss,000;  report  only;  no  continued  service 

e.  Pricing  of  individual  reports  maybe  adjusted  based  on  level  of  content. 

f. 


C.  Strengths/Weaknesses: 

1 . Lost  business  analysis.  N/R 

2.  Customer  satisfaction  survey  (summary  - detail  in  addendum)  N/R 
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3 . What  are  the  strengths  of  the  program  from  the  customer  perspective?  (market 
research  data)  N/R 

4.  What  are  the  weaknesses  (market  research  data)  N/R 

5.  Extent  to  which  program  leverages  INPUT’S  strengths  and  weakness. 

a.  Strengths:  The  program  builds  on  the  large  data  base  that  INPUT  has 
built  and  the  large  number  of  members  (1,500).  It  builds  on  INPUT’S 
position  as  a trusted  independent  third  party. 

b.  Weaknesses;  lack  of  contact  with  the  consultants  necessary  to  make  this 
work  and  lack  of  contact  with  the  Agency  personnel  we  need  to  include 
in  the  research 


D.  Competition: 

1 . Position,  market  share  and  types  of  competitors  No  direct  competitors;  major 
competition  is  from  independent  consultants  who  may  or  may  not  be  in  an 
affiliate  group  such  as  Warren  Seuss 

2.  Competitive  Offerings  - characteristics,  price,  business  targets.  Consultants  offer 
their  services  on  an  individual  basis 

3.  Comparison  Analysis  of  strengths/weaknesses;  our  plan  program  will  leverage 
research  over  a set  of  companies.  We  should  be  able  to  get  coverage  much 
greater  than  any  1 consultant;  in  addition  we  are  far  better  positioned  to  work 
with  Agency  personnel 

4.  Winners  and  losers  - why? 

INPUT  is  shown  by  comparisons  with  other  competitive  firms  in  the  following  table: 


Company 

2008  Revenue  ($M) 

Total  Staff 

Research/Sales  Staff 

Warren  Seuss 

70  1099 

Few 

SMS 

$80  MILLION 

250  1099 

50 

E.  Opportunities 

1 . Expansion  capabilities;  this  can  be  expanded  to  more  opportunities  in  IT  as  well 
as  in  Construction,  O&M,  etc.  There  may  also  be  a State  & Local  opportunity. 

2.  We  could  add  the  ability  for  small  companies  that  want  to  be  involved  in  bids  to 
place  ‘ads’  on  each  ICAP  report.  These  ads  would  only  go  to  subscribers  so  their 
information  would  be  protected  from  their  competitors  (unless  one  of  them 
bought  the  report!) 

3.  Marketing,  sales  distribution  changes/additions;  It  is  possible  we  could  involve 
selected  external  consultants  in  the  sale  of  the  program 
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4.  Short  & long  range;  in  the  short  term  (two  years)  we  could  expand  into 

consulting  itself  provided  we  avoid  conflict  situations.  In  the  long  term  we  could 
become  advisors  to  government  agencies 

F.  Threats 

1 . Short  & long  range;  consultants  and  consulting  companies  such  as  Seuss  actively 
selling  against  the  program  if  they  view  it  as  a threat  to  their  business 

2.  Major  competitor  such  as  FSI  introducing  a similar  program  foe  less  money 

n.  PLAN 

A.  Objectives: 

1 . Statement  of  objectives  over  next  5 years. 

2.  Attach  chart  below: 

a.  History  - last  2 years  - N/R 

b.  Plan  - next  5 years  2009-2013  - TBD 

c.  Program  targets  for  year,  i.e.  number  of  clients,  market  share. 


Year 

U of 

Clients  at 
year  end 

Average 

Subscription 

Price 

Sales  in  ($000) 
for  year 

Market  Share 
(of  realized 
market) 

Development 

Staff 

2009 

2010 

2011 

2012 

2013 

B.  Strategies  for  New  Year: 

1 . Strategy  for  new  year  (i.e.  market  segment  priorities,  product  features,  general 
theme,  types  of  deliverable,  pricing,  distribution  channels,  sales  promotion  and 
sales  strategy)  - 

a.  Introduce  the  product  in  first  quarter;  deliver  the  first  reports  in  second 
quarter,  expand  the  program  vigorously  in  third  and  fourth  quarters 

b.  Deliverables  will  be  printed  books  and  on-line  reports  that  are  up  dated 
periodically. 

c.  Use  executives  to  sell  in  first/second  quarter  and  establish  specific  sales 
capability  in  second  quarter  to  become  effective  in  third  quarter. 

d.  Target  early  adopters  first  (see  list  attached).  Offer  reduced  price  for 
early  adopters  through  June  30. 

2.  Future  products  and  strategies,  particularly  derivative  products 
a.  Ads  for  small  companies 
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b.  Reports  for  agencies 

c.  Expansion  in  coverage  and  numbers 

3.  Capital  Expenditures  - None 

C.  Long  Term  Strategies  (Unknown  at  present) 

1 .  Strategies  for  growth  for  5 years  (potential  growth  and  steps  to  realize) 

a.  New  markets  and  products 

b.  Product  enhancements 

c.  Organization 

d.  Personnel 

e.  Marketing 

f.  Investment  requirements 


III.  DOCUMENTATION  BY  PROGRAMS/PRODUCT 

Detailed  documents  are  required  each  year  for  annual  plan.  See  attached  for  summary  details  for  heading 
below  still  need  to  be  prepared. 

Summary  documents  are  required  for  long  range  plan.  Not  yet  prepared 
Refer  to  the  following  policies  for  additional  financial  planning  procedures: 

1.  P-P  130  Corporate  Financial  Planning  Requirements 

2.  P-P  131  Financial  Planning  Assumptions 

A.  Sales 

1 . New  and  Renewal  Sales  Forecasts  - preliminary  attached 

2.  Renewal  Status/Expected  performance  by  numbers  of  clients  and  value  of 
renewals  (N/R) 

3.  Field,  telesales  and  direct  sales  levels  required  - preliminary  attached 

B.  Marketing 

1 . Marketing  Plan  (see  relevant  Practices):  Not  yet  prepared 

a.  Activities  schedule  (overall) 

b.  Staffing  Requirements  List 

c.  Budget  Requirements 

2.  Client  List  (identify  by  name  and  category  of  client)  N/R 

3.  Prospect  List  by  Category  and/or  Name  - see  Early  Adopters  list  attached. 
Detailed  prospect  tables  yet  to  be  completed 

4.  Pricing  - method,  level  - see  attached  for  draft  pricing 

a.  By  whole  product 

b.  By  component 

5.  Promotion:  - not  yet  addressed 

a.  Web  presence 


PL  ICAP  (3)  011309  P AC. doc 


Page  5 of  7 


Confidential/Proprietary  to  — INPUT 


Printed:  January  19,  2009 


b.  Direct  email  and  direct  mail  promotions  - unlikely  to  be  used  as  this  is 
personal  executive  sale 

c.  Collateral  (Brochures)  - schedule,  content  - draft  proposal  prepared 

d.  Competitive  ‘Knock-offs’,  testimonials,  etc.  N/R 

e.  PR  - TBD 

f.  Advertising  - N/R 

g.  Associations  - N/R 

h.  Activity  Plan  and  Calendar  (Conferences/Seminars/Promotions,  etc.)  - 
None  planned 

6.  Market  Research: 

a.  Competitive  Analysis  - N/R 

b.  Prospect  Market  Research  - Survey  planned  first  quarter.  Questionnaire 
developed 

c.  Topic  Surveys  - clients  and  prospects  - Selection  of  programs  TBD 

d.  Lost  Business  Analysis  (Current  Products)  - N/R 

e.  Customer  Satisfaction  (Current  Products)  - N/R 

f.  Research  Schedule  - see  attached 

C.  Operations: 

1 . Planning  Schedule  (see  relevant  practices):  see  attached 

a.  Deliverables  schedule  (overall) 

b.  Planned  effort 

c.  Personnel  schedules 

d.  Staffing  Requirements  List 

2.  Product  Descriptions: 

a.  Deliverable  description  - done  see  attached 

b.  Work  Statements  - For  each  deliverable  type  in  year  prepared  quarterly  - 
TBD 

c.  Specifications  - For  each  deliverable  type  in  year  prepared  quarterly  - 
TBD 

3.  Deliverable  Schedules  - For  each  project  in  year  prepared  quarterly  - TBD 

4.  Personnel  Schedules  - For  each  person  prepared  quarterly  - TBD 

D.  Development  - TBD 

2.  Planning  Schedule  (see  relevant  Practices): 

b.  Deliverables  and  schedule  (overall) 

c.  Planned  level  of  effort 

3.  Product  Development: 

b.  Deliverable  description  for  the  year 
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c. 

d. 

e. 
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CAPTURE  ASSIST  PR(f  1AM  BUSINESS  PLAN 
Financial  Summary 


2009 


2009 

Orders 

1,581,000 

Revenues 

1,139,156 

Expenses 

Staffing  Costs 

835,417 

Other  Resource  Expenses 

36,800 

Total  Direct  Expenses 

872,217 

Cash  Flow 

715,783 

Assuming  30  days  DSO 
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^ 19/2009 


2009 

Plan  Component 

Assumption 

Jan 

Feb 

Mar 

Apr 

May 

Jun 

Jul 

Aug  Sep 

Oct 

Nov 

Dec 

Total 

‘LAUNCH* 



‘Pilots  Sold* 

Standard  Price 

Program  Introductory  Price 

Units  Sold 

i 

3 

4 

Price  ($) 

35,000 

Total  Sales  ($) 

- 

35,000 

105,000 

- 

- 

- 

. 

140,000 

Program  Standard  Price 

Units  Sold 

1 

1 

1 

1 

1 

1 6 

Price  ($) 

50,000 

Total  New 

- 

- 

- 

- 

- 

50,000 

50,000 

50,000 

50,000 

50,000 

50,000 

300,000 

5Pack  Introductory  Price 

Units  Sold 

2 

4 

6 

Price  ($) 

25,000 

Total  Sales  ($) 

- 

50,000 

100,000 

- 

- 

- 

- 

- 

- 

- 

- 

150,000 

5Pack  Standard  Price 

Units  Sold 

1 

1 

1 

5 

1 

1 

5 

16 

Price  ($) 

35,000 

Total  Sales  ($) 

- 

- 

- 

35.000 

35,000 

35,000 

175,000 

35.000 

35,000 

175,000 

35,000 

560,000 

Program 

Units  Sold 

- 

3 

7 

1 

1 

2 

6 

2 

2 

6 

2 

32 

Average  Price  ($) 

#DIV/0! 

28,333 

29,286 

35,000 

35,000 

42,500 

37,500 

42,500 

42,500 

37,500 

42,500 

Total  Program  Sales  ($) 

- 

85,000 

205,000 

35,000 

35.000 

85,000 

225,000 

85,000 

85,000 

225,000 

85,000 

1,150,000 

— 

Single  Reports  (Annual) 

Units  Sold 

1 

5 

5 

i 

14 

Price  ($) 

14,500 



Total  Sales  ($) 

- 

- 

- 

- 

- 

14,500 

72,500 

14,500 

14,500 

72,500 

14,500 

203,000 

Single  Reports  (Stand  Alone) 

Units  Sold 

1 

1 

5 

5 

2 

2 

5 

3 

24 

Price  ($) 

9,500 

Total  Sales  ($) 

- 

- 

9,500 

9,500 

47,500 

47,500 

19,000 

19,000 

47,500 

28,500 

228,000 

Single  Reports 

Units  Sold 

- 

- 

1 

1 

6 

10 

3 

3 

10 

4 

38 

Average  Price 

#DIV/0! 

#DIV/0! 

#DIV/0! 

9,500 

9,500 

10,333 

12,000 

11,167 

11,167 

12,000 

10,750 

Total  Report  Sales  ($) 

- 

- 

9,500 

9,500 

62,000 

120,000 

33,500 

33,500 

120,000 

43,000 

431,000 

Total 

- 

85,000 

205,000 

44,500 

44,500 

147,000 

345,000 

118,500 

118,500  345,000 

128,000 

1,581,000 

Total  Orders  Plan 

85,000 

205,000 

44,500 

44,500 

147,000 

345,000 

118,500 

118,500  345,000 

128,000 

1,581,000 
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CAPTURE  ASSIST  PR$  ,M  BUSINESS  PLAN 
Montn.,  Plan 


© 


19/2009 


2009 

Plan  Component 

Assumption 

Jan 

Feb 

Mar 

Apr 

May 

Jun 

Jul 

Aug 

Sep 

Oct 

Nov 

Dec 

Total 

Staffing 

Headcount 

Annual  Compensation  ($ 

VP  CAP  (1) 

300,000 

0.5 

1.0 

1.0 

1.0 

1 0 

1.0 

1.0 

1.0 

1.0 

10 

1.0 

262,500 

Principal  Consultant  (1) 

200,000 

0.5 

1.0 

1.0 

1.0 

1.0 

10 

1.0 

1.0 

1.0 

1.0 

158,333 

Analysts  (2) 

75,000 

1.0 

1.0 

1.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

2.0 

131,250 

External  Consultants 

150,000 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

150,000 

Sales  staff  (1) 

200,000 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

1.0 

133,333 

Total 

2.0 

2.5 

3.5 

5.0 

6.0 

6.0 

6.0 

6.0 

6.0 

6.0 

6.0 

6.0 

835,417 

Cost 

Other  Resource  Requirements 

Training  Budget 

Memberships  Budget 

T ravel 

250 

250 

250 

500 

500 

500 

1,000 

1,000 

1,000 

1,000 

1,000 

1,000 

8,250 

Entertainment 

250 

250 

250 

500 

500 

500 

1,000 

1 ,000 

1,000 

1,000 

1,000 

1,000 

8,250 

Events 

5,000 

5,000 

5,000 

5,000 

20,000 

Information  Costs 

- 

Product  FOIA  Costs 

- 

Employee  Relations 

100 

100 

100 

300 

Outsourced  Content  Creation  (SPi) 

- 

Total  Resource  Requirements 

500 

500 

5,600 

1,000 

1,000 

6,000 

2,100 

2,000 

7,000 

2,000 

2,100 

7,000 

36,800 

— 

Total  Direct  Costs 

500 

500 

5,600 

1.000 

1,000 

6,000 

2,100 

2,000 

7,000 

2,000 

2,100 

7,000 

872,217 

orders-  expenses 

(500) 

(500) 

(5,600) 

(1,000) 

(1,000) 

(6,000) 

(2,100) 

(2,000) 

(7,000) 

(2,000) 

(2,100) 

(7,000) 

708,783 
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CAPTURE  ASSIST  PR  \M  BUSINESS  PLAN 
Monthly  Reunites  Plan 


f /1 9/2009 


— 

2009 

Plan  Component 

Assumption 

Jan 

Feb 

Mar 

Apr  May 

Jun 

Jul 

Aug 

Sep 

Oct 

Nov 

Dec 

Total 

‘LAUNCH* 

‘Pilots  Sold* 

Standard  Price 

Program  Introductory  Price 

Units  Sold 

3 

- 

- 

. 

- 

4 

Price  ($) 

35,000 

Total  Sales  ($) 

- 

35,000 

105,000 

. 

_ 

. 

. 

_ 

140,000 

Revenues 

11,667 

11,667 

11,667 

11,667 

11,667 

11,667 

11,667 

11,667 

93,333 

Program  Standard  Price 

Units  Sold 

- 

- 

- 

_ 

1 

1 

1 

i 

i 

' 1 

6 

Price  ($) 

50,000 

— 

Total  New 

- 

- 

- 

- 

50,000 

50,000 

50,000 

50,000 

50,000 

50,000 

300,000 

Revenues 

4,167 

8,333 

12,500 

16,667 

20,833 

62,500 

5Pack  Introductory  Price 

Units  Sold 

- 

- 

2 

4 

. 

- 

• 

- 

- 

6 

Price  ($) 

25,000 

Total  Sales  ($) 

- 

50,000 

100,000 

- 

- 

- 

150,000 

Revenues 

115,625 

3,125 

3,125 

3,125 

3,125 

3,125 

3,125 

3,125 

137,500 

5Pack  Standard  Price 

Units  Sold 

. 

- 

i 

1 

i 

5 

1 

1 

5 

1 

16 

Price  ($) 

35,000 

Total  Sales  ($) 

- 

. 

35,000 

35,000 

35,000 

175,000 

35,000 

35,000 

175,000 

35,000 

560,000 

Revenues 

26,250 

26,979 

27,708 

133,438 

32,083 

32,813 

138,542 

37,188 

455,000 

Program 

Units  Sold 

_ 

3 

7 

1 

1 

2 

6 

2 

2 

6 

2 

32 

Total  Program  Sales  ($) 

- 

85,000 

205,000 

35,000 

35,000 

85,000 

225,000 

85,000 

85,000 

225,000 

85,000 

1,150,000 

Revenues 

. 

. 

153,542 

41,771 

42,500 

152,396 

55,208 

60,104 

170,000 

72,813 

748,333 



Single  Reports  (Annual) 

Units  Sold 

- 

- 

- 

- 

1 

5 

£ 

“i" 

5 

1 

14 

Price  ($) 

14,500 

Total  Sales  ($) 

- 

- 

- 

- 

14,500 

72,500 

14,500 

14,500 

72,500 

14,500 

203,000 

Revenues 

10,875 

54,677 

12,688 

12,990 

56,792 

14,802 

162,823 

Single  Reports  (Stand  Alone) 

Units  Sold 

- 

- 

i 

1 

5 

5 

2 

2 

5 

3 

24 

Price  ($) 

9,500 

Total  Sales  ($) 

- 

- 

9,500 

9,500 

47,500 

47,500 

19,000 

19,000 

47,500 

28,500 

228,000 

Revenues 

9,500 

9,500 

47,500 

47,500 

19,000 

19,000 

47,500 

28,500 

228,000 

Single  Reports 

Units  Sold 

- 

- 

. 

i 

1 

6 

10 

3 

3 

10 

4 

38 

Total  Report  Sales  ($) 

- 

9,500 

9,500 

62,000 

120,000 

33,500 

33,500 

120,000 

43,000 

431,000 

Revenues 

- 

- 

- 

9,500 

9,500 

58,375 

102,177 

31,688 

31,990 

104,292 

43,302 

390,823 

Total  Revenues 

. 

. 

163,042 

51,271 

100,875 

254,573 

86,896 

92,094 

274,292 

116,115 

1,139,156 
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INPUT 


CAPTURE  ASSIST  PROGRAM  BUSINESS  PLAN 
Assumptions 


1/21/2009 


Prices 

• Standard  Fees 

o $50,000  for  1 0 Opportunities  Program 

$ 50,000 

o $35,000  for  First  5 Opportunities 

$ 35,000 

o $14,500  for  1 Opportunity  (Average  Price  — some  may  be  higher  and  some  lower) 

$ 14,500 

o $9,500  for  Report  (no  updating  or  presentation) 

$ 9,500 

• Initial  Sponsorship 

o $35,000  for  10  Opportunities  Program 

$ 35,000 

o $25,000  for  First  5 Opportunities 

$ 25,000 

• Prime  Bidder  Distribution  Package  (For  Team  Members) 

o $37,500  for  1 Opportunity  (Average  Price  - some  may  be  higher  and  some  lower) 

$ 37,500 

o $25,000  for  Report  (no  updating  or  presentation) 

$ 25,000 

Sales  Effectiveness  (Rate  per  Day  ($)) 

Executive 

5,000 

PM 

5,000 

Professional  Sales 

3,000 

Revenue  Recognition 

Opportunities  Program:  '1/12  per  month 

5 Pack:  75%  on  delivery  and  25%  at  1/12  per  month. 

Opportunity:  75%  on  delivery  and  25%  at  1/12  per  month. 

Report:  On  delivery 

■ 

KDG  NOTES: 

A)  PRODUCT  READY  ON  MAY  1 

B)  ORDER  DATE  IS  END  OF  MONTH.  THEREFORE  FOR  75/25%  ORDERS,  THE  75%  "ON  DELIVERY" 
MEANS  75%  IN  MONTH  OF  ORDER  AND  1/12  OF  25%  OF  THE  VALUE  FOR  THE  FOLLOWING  12  MO 
THE  75%  IS  RECOGNIZABLE  IN  MAY  FOR  PRE-MAY  ORDERS 
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INPUT 


Proposal 

To 

(Company  Name) 

To  Participate  in  the 

INPUT  Capture  Assist  Program  (or  whatever  we  call 

it) 

(Date) 

From 

(INPUT  Executive  Name) 

INPUT 

11720  Plaza  America  Drive, 

Suite  1200 
Reston  VA  20190 
(703)  707  35yy 
xxxx@input.com 
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INPUT  Capture  Assist  Program  (CAP) 


I.  Scope 

• Analyze  in  depth  forthcoming  major  IT,  Telecommunications,  Process  Outsourcing  and 
other  opportunities  to  assist  in  your  planning  and  capture  processes. 

• CAP  has  two  objectives: 

o Help  determine  the  allocation  of  marketing  and  other  resources;  i.e.  which 
opportunities  to  select  and  how  much  resource  to  apply  to  each 
o Make  the  collection  and  analysis  of  vital  information  more  effective  and  efficient 
for  Capture  and  other  executives/managers  charged  with  winning  specific 
business. 

• Specific  sections  in  each  CAP  report  will  include: 

o Bid/  No  Bid  decision  process  and  probability 
o Agency  culture  and  how  past  decisions  were  made 
o Evaluation  criteria  including  unstated 
o Most  likely  prime  and  subs  and  why 
o Teaming  partners 
o Competitive  analysis 
o Assistance  in  win  strategy 
o Other 

• INPUT  will  recommend  generic  strategies  as  well  as  specific  strategies  that  will  suit  a 
client  but  will  not  get  into  the  detail  of  competitive  strategy  versus  other  INPUT  clients. 
This  will  be  left  to  you. 

II.  Methodology 

• Interview  INPUT  clients  about  expectations  and  selection  of  opportunities  to  be  analyzed. 

• Select  Opportunity  Set;  INPUT  plans  to  release  reports  on  a quarterly  basis  with 
approximately  5 per  quarter. 

• Develop  CAP  Report  format  for  each  selected  Opportunity  (see  attached  draft  Table  of 
Contents  - actual  contents  will  vary  by  specific  opportunity) 

• For  each  selected  Opportunity: 

o Research,  interview  and  select  knowledgeable  consultants 
o Apply  internal  INPUT  resources  to  analyze  INPUT  historical  and  current  data: 

■ Opportunity  data  base  and  associated  documents. 

■ Awarded  Contracts  and  TOs 

■ Vendor  data 

■ Agency  data 

■ Labor  rates 

■ Third  party  reports 

o Build  a fact-based  data  set  from  this  analysis, 
o Develop  interview  protocols, 
o Interview  vendors,  agencies  and  third  parties 
o Analyze  results 
o Develop  report  and  presentation 
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• The  report  will  be  delivered  in  hard  copy  but  will  also  be  available  to  clients  on  a secure 
Website. 

• Updates  to  the  report  will  be  posted  as  received;  a formal  update  will  be  delivered 
quarterly  to  current  subscribers  to  the  program 

• In  addition,  you  will  receive  a custom  presentation  of  data  on  each  Opportunity  relevant 
to  you 

III.  Schedule 

• First  phase  report  5 Opportunities  - June  30,  2009 

• Second  phase  report  next  5 opportunities  - September  30,  2009 

• Third  phase  report  next  5 opportunities  - December  28,  2008 

• Fourth  phase  report  next  5 opportunities  - March  31,  2010 

IV.  Deliverables 

• Opportunity  reports 

o Multi  client  summary  and  detailed  report  (See  Attached  TOC) 
o Individual  client  presentation 

• Quarterly  updates 

V.  Fees  (Contents  here  will  be  selected  by  Prospect  and  Timing) 

• The  following  fees  apply  to  companies  that  are  subscribers  to  INPUT  Federal  Complete 
product.  Companies  that  are  not  subscribers  must  add  a subscription  to  that  product  that 
provides  basic  information  used  in  the  ICAP  analysis. 

• Standard  Fees 

o $50,000  for  Full  Opportunities  Program 
o $35,000  for  First  5 Opportunities 

o $14,500  for  1 Opportunity  (Average  Price  - some  may  be  higher  and  some  lower) 
o $9,500  for  Report  (no  updating  or  presentation) 

• Initial  Sponsorship  for  early  adopters  (through  June  30,  2009) 

o $35,000  for  10  Opportunities  Program 
o $25,000  for  First  5 Opportunities 

o $14,500  for  1 Opportunity  (Average  Price  - some  may  be  higher  and  some  lower) 
o $9,500  for  Report  (no  updating  or  presentation) 

• Prime  Bidder  Distribution  Package  (For  Team  Members) 

o $37,500  for  1 Opportunity  (Average  Price  - some  may  be  higher  and  some  lower) 
o $25,000  for  Report  (no  updating  or  presentation) 

Authorization  Block 
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CANDIDATES  AS  EARLY  ICAP  ADOPTERS 


Primes  (Outsourcers,  Systems  Integrators  and  Professional  Services  companies  or  units) 

1.  Accenture 

2.  AT&T  Federal 

3.  BAE  Systems  (nee  STI,  DigitalNet,  and  MTC) 

4.  Bearing  Point 

5.  Bechtel 

6.  Booz  Allen 

7.  CSC 

8.  Cubic 

9.  Dynamics  Research 

10.  General  Dynamics 

11.  Hewlett  Packard  (nee  EDS) 

12.  Hughes 

13.  IBM 

14.  ICF  International 

15.  L-3  Communications 

16.  Lockheed 

17.  ManTech 

18.  NCI 

19.  Northrop  Grumman 

20.  PriceWaterhouseCoopers 

21.  QinetiQ 

22.  Qwest  Federal 

23.  Raytheon 

24.  SAIC 

25.  Serco  North  America  (nee  SI  International) 

26.  Sprint  Federal 

27.  SRA 

28.  Stanley  Inc. 

29.  Teledyne  Brown 

30.  Unisys 

31.  Wyle  Information  Systems  (nee  RSIS) 

Product  companies 

1.  Cisco 

2.  Dell 

3.  EMC 

4.  Microsoft 

5.  Oracle 

6.  Sun 

7.  Sybase 

8.  Teradata 

International  Companies 

1.  Cap  Gemini 

2.  Fujitsu 

3.  Hitachi 

4.  LC 
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Opportunity 


Base  Distribution 


Summary 


2009 


#/Value  of  Opportunities 

Size  Range 

# of  Opportunities 

Total  Value  ($K) 

>$1B 

120 

769,717,322 

$501m-$lB 

94 

70,446,866 

$101-500m 

464 

121,224,956 

$0-$100m 

2,776 

57,579,554 

Unknown 

2,501 

N/A 

Grand  Total 

5,955 

1,018,968,698 
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DRAFT  OUTLINE— INPUT  CAPTURE  ASSIST  PROGRAM  (ICAP) 
REPORT  ON  OPPORTUNITY  N 


Standard  Section  for  All  Clients 

The  Universe  of  Opportunities  Tracked  by  the  Capture  Assist 
Program 

1.  Summary  of  all  major  bids  that  we  have  identified  in  the  relevant  market. 

2.  Specification  of  the  other  ICAP  opportunity  reports. 

3.  Schedule  of  delivery  of  specific  ICAP  opportunity  reports 

Executive  Summary 

Description 

Short  introductory  overview  of  the  Agency,  requirements,  and  schedule  of  the  opportunity 
Nature  of  the  Opportunity 
Probability  and  timing  of  award/s  under  this  Opportunity. 

Key  components  of  the  deliverables  under  this  Opportunity 
Type  of  Procurement 
Is  this  a cost  shoot  out? 

Recompete  or  near  recompete  status. 

Players 

If  it  is  a recompete,  a description  of  the  incumbent/s  (Primes  and  key  Subcontractors.). 
Probable  Primes  and  key  Subcontractors  with  brief  reasons. 

Status 

Identification  of  any  preliminary  Agency  information  release 
Summary  schedule 

Other 

Interested  parties  in  the  Congress,  Administration  and  other  Agencies 
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Opportunity  N’s  Description 

1.  Development  of  the  acquisition  concept. 

2.  An  expanded  version  of  the  government's  description  through  its  Web  posting  before 
RFP  or  draft  RFP  time. 

3.  Information  on  the  ecosystem  within  which  this  procurement  will  operate. 

4.  What  is  the  history  of  the  program?  What  companies  were  or  are  involved  in 
communicating  with  the  client  on  this  or  other  contracts? 

5.  Revenue  and  profit  potential  of  this  award: 

a.  What  is  the  potential  revenue  from  the  award  by  year  for  the  life  of  the 
contract? 

b.  What  is  the  potential  for  option  years? 

c.  Has  the  government  over  estimated  (to  attract  bidders)  or  under  estimated  (to 
stay  under  the  oversight  radar)?  What  are  the  factors  affecting  this? 

d.  Is  it  in  the  POMM  if  DoD?  Is  it  funded?  What  is  potential  for  future  funding? 

6.  What  does  the  Agency  want  out  of  it? 

a.  Identify  the  customer's  "hot  buttons  and  key  issues" 

b.  Is  the  customer  looking  for  a solution  approach? 

c.  Based  on  the  requirements,  this  is  what  the  customer  is  looking  for.  What  does 
what  they  say  really  mean? 

d.  What  are  the  programmatic  issues? 

e.  What  could  it  solve  for  them? 

f.  Are  they  happy  with  the  procurement  process? 

g.  What  are  the  salient  technologies? 

h.  What  are  the  salient  delivery  issues  in  the  program,  etc.? 

i.  What  are  the  characteristics  of  the  work;  what  are  the  types  of  labor  required? 

7.  What  is  the  real  likely  schedule;  schedules  are  nearly  always  optimistic: 

a.  Does  the  acquiring  agency  have  the  staff  to  perform  the  acquisition? 

b.  Technical  issues-Are  there  requirements  beyond  the  state  of  the  art? 

c.  Is  industry  likely  to  be  capable  of  responding  and  delivering  on  time? 

d.  What  processes  might  delay  the  award? 

8.  Political  issues- 

a.  Does  the  opportunity  have  the  approval  and  support  of  Agency  leadership  at  all 
levels  (such  as  with  DOD)?  Users?  OMB?  GSA? 

b.  Congressional  oversight  committees'  impact? 

c.  Are  there  International,  Environmental  or  State  and  Local  issues  affecting 
schedule? 

9.  It  contains  preliminary  statements  of  what  might  be  in: 

a.  Section  C (the  Statement  of  Work  (SOW)/specification), 

b.  Section  L (proposal  structure), 

c.  Section  K (the  subcontracting-requirements  portion  if  not  in  C or  L), 
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d.  "Buy  America"  and  similar  restrictions, 

e.  Section  M (evaluation  criteria) 

f.  Other  relevant  elements,  such  as  key  attachments  that  expand  on  what  the 
Agency  wants. 

10.  The  set  aside  requirements  including  the  government  strategy,  NAICS  code  selection 
and  any  revenue  thresholds. 

The  Agency’s  Environment  and  Culture 

1.  Agency  people  and  culture;  projected  changes  before  the  final  award. 

2.  What  is  the  strategy  of  the  agency  and  how  is  it  evolving?  What  is  the  risk  to  the  agency 
associated  with  this  procurement? 

3.  Understanding  of  what  has  happened  over  the  last  3 years  in  the  agency,  the  culture 
and  what  has  happened.  How  decisions  were  made  and  who  really  made  them 

4.  Description  of  the  relationship  in  the  agency  between  Procurement  and  the  Program 
owners. 

5.  Reasons  for  success  and  failure  of  prior  awards. 

6.  Analysis  of  the  budget;  who  needs  the  products  and  services  and  who  pays  for  them. 

7.  Analysis  of  the  priorities  for  this  contract  within  the  agency  and  external  to  the  agency, 
as  with 

a.  Higher-level  Executive  Branch  constraints  (DoD's  oversight  of  Navy  as  the  direct 
Agency,  for  example). 

b.  Congressional  constraints. 

c.  The  intrinsic  threat/national  need. 

8.  What  is  the  roll  over  from  one  agency/program  to  another 

9.  Relationship  of  the  deliverables  under  this  contract  with  other  systems  in  the  Agency 
and/or  in  other  agencies. 

10.  Analysis  of  the  awards  made  by  the  Contracting  Officer  and  the  Agency  over  the  last  5 
years  —regarding  both  stated  and  unstated  considerations. 

Spend  Analysis 

Examine  spending  on  existing  contracts,  if  any,  to  determine: 

1.  Likely  products  and  services  acquired  and  in  what  volume. 

2.  Likely  users  of  the  contract 

3.  Location(s)  of  work  on  the  contract 
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Components  for  a Win  Strategy 

1.  Star  Charts  - Summary  and  Detailed.  These  are  matrixes  of  decision  makers  and 
influencers  vs  Evaluation  criteria. 

a.  These  charts  will  include  the  evaluation  criteria  that  we  believe  will  decide  the 
award  as  compared  to  section  M 

b.  Discussion  of  individual  components  of  the  Star  Charts 

2.  This  section  uses  fact  based  information  based  on  what  customers  say  and  analysis  of 
data. 

a.  How  does  a vendor  get  mind  share  related  to  this  award. 

b.  What  does  a company  have  to  bid  to  win? 

c.  What  do  they  have  to  do  to  get  on  the  qualified  list? 

3.  How  price  sensitive  are  they?  What  is  the  pricing  trend  analysis  of  the  last  set  of  bids 
and  the  outcomes?  Tie  this  into  the  Win  strategy 

4.  Because  of  volatility,  this  section  will  be  updated  more  frequently  than  others. 

Considerations  in  Contractor  Selection 

1.  Analysis  of  the  past  performance  of  the  incumbents  of  this  contract  (if  recompete) 
and/or  other  agency  contracts. 

2.  Discussion  of  the  evaluation  criteria  that  will  decide  the  award,  as  contained  in  the  star 
charts. 

3.  Underlying  and  unstated  Agency  and  other  considerations:  this  section  contains 
information  obtained  through  interviews  with  Agency  personnel  and  other  interested 
participants,  such  as  Congressional  staff.  Types  of  subject  covered  will  include: 

a.  Agency  nervousness  about  giving  too  much  work  of  this  type  to  one  contractor 

b.  National-security  issues  such  as  one  company  in  multiple  “compartments”  that 
touch  on  a super-sensitive  matter 

4.  Who  is  on  or  likely  to  be  on  the  selection  board,  where  are  they  from  and  what  have 
they  done? 

5.  Recent  good  or  bad  experiences  that  the  Agency  has  had  which  will  affect  receptiveness 
or  not  to  certain  approaches  and/or  vendors. 

6.  Analysis  of  the  companies  selected  by  the  contracting  officer  over  the  past  5 years. 

Bid/No-Bid  Considerations 

1.  Probable  cost  to  bid. 

2.  What  is  the  agency  and  contracting  officer  history  with  regard  to  this  opportunity?  What 
is  the  potential  impact  of  Acquisition  Reform  Policy  or  other  changes?  How  has  the 
buyer  behaved  in  the  past? 
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3.  Bid/No  Bid  Worksheet  completed  by  INPUT  that  will  contain: 

a.  Nature  of  the  effort:  Outsourcing,  development,  O&M,  etc.? 

b.  Is  it  a direct  recompete  vs.  a roll-up  or  redefinition  of  contracts  having  some 
incumbents  vs.  a green-field  opportunity? 

c.  Nature  of  the  pricing:  Cost-plus,  T&M,  Unit-fixed-price,  fixed  price,  etc.? 

d.  Best  Value  or  low  price? 

e.  Risk  in  defining  the  work:  Business-as-usual  vs.  specific  changes  you  can  learn 
about  vs.  uncertainty  for  all  but  the  "in"  competitors  vs.  not  even  the  Agency 
knows? 

f.  Is  the  Agency  amenable  to  risk  in  return  for  an  innovative  answer  vs.  a safe, 
continuation  of  the  way  things  are  done  now  vs.  continuous  product 
improvement  approved  step-by-step? 

g.  Are  there  "in"  competitors? 

h.  If  any  thread  of  incumbency:  how  long,  how  successful,  how  does  this  work 
differ? 

i.  Are  there  prior  definition  phases  where  the  companies  or  workers  are  not  faced 
with  a conflict-of-interest? 

j.  Does  this  contract  put  the  winner  in  any  conflict-of-interest?  If  yes, 

i.  For  what? 

ii.  For  how  long? 

iii.  Can  it  be  circumvented,  e.g.,  with  a Chinese-wall  agreement? 

k.  For  how  long  from  now  will  the  Agency  be  easily  accessible? 

l.  Is  the  long-term  potential  attractive— worth  the  up-front  risk/expense— and 
how? 
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Competitive  Analysis  and  Teaming 


A.  The  Probable  Bidders  (Primes  and  Subs) 

1 . Identifies  the  probable  primes  and  why  they  are  selected;  technical  capability,  proposal 
funding,  agency  relationships,  etc. 

2.  Identifies  companies  that  are  potential  subs  because  of  size.  Agency  relations,  geographic 
location,  prior  experience,  technology  capabilities  or  other  factors. 

3.  Identifies  the  Small/Disadvantaged  Businesses  that  can  be  packaged  by  the  prime  as 
attractive  to  the  Agency. 

4.  Specific  contact  information  for  individuals  responsible  within  each  company  to  augment 
BD  and  teaming  efforts. 

5.  Analysis  of  existing  contract  spending  with  each  company  relevant  to  this  Opportunity 
(how  much?  what  for?). 

6.  Because  of  volatility,  this  section  will  be  updated  more  frequently  than  others. 

B.  Analysis  of  Leading  Competitors 

1.  Potential  obstacles  to  bidding,  competitor-by-competitor. 

2.  What  each  competitor  has  as  its  core  objectives  in  this  deal. 

3.  The  timeframe  for  each  to  make  a final  decision  on  this  deal. 

4.  Because  of  volatility,  this  section  will  be  updated  more  frequently  than  others. 

C.  Teaming  Considerations 

1.  Presentation  of  potential  teams  and  their  positioning 

2.  How  major  competitors  can  shore  up  their  gaps  through  teaming  relationships. 

3.  What  teaming  relationships  already  exist  on  prior  contracts  that  can  be  leveraged? 

4.  Which  potential  primes  might  migrate  to  key  subcontract  teaming  partners  of  another 
prime 

Advertizing  Section  (Optional) 

For  fee,  logo  of  an  interested  company,  their  reason  for  bidding,  what  part  of  the  specification 
they  are  qualified  to  assist  on  and  why  they  should  be  selected. 

Detailed  Tools 

1.  Best  of  Breed  (BoB)  charts  and  other  tools: 
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2.  Full,  many-row/many-column  Star  Chart  with  actual  Agency  names  for  this  opportunity 
across  the  top  but  everything  else  blank,  for  the  bidder  to  fill  out. 

3.  The  full,  4-page  Competitive-Readiness  Review  with  the  RH  column  blank,  for  the  bidder 
to  fill  out. 

4.  The  Bid/No-Bid  Worksheet  for  the  bidder  to  fill  out 


Custom  Section  for  Each  Client 

1 . Agency  relationship  and  other  relevant  factors 

2.  Competitive  analysis  and  position 

3.  SWOT  compared  with  other  major  companies 

4.  Fact  based  Win  strategy 
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Mini-Plan,  ICAP  Start-Up 


Peter  - I've  sketched  out  a mini-plan  herein  for  the  start-up  of  the  deep-dive  program  (now 
INPUT  Capture  Assist  Program,  or  ICAP),  structured  along  the  lines  of  what  you  requested  in 
our  22  December  2008  telephone  review.  It  is  built  on  my  notes  from  Friday's  very  useful 
meeting  with  Kevin  Plexico,  supplemented  with  my  examining  a typical  Industry  Insights 
report  that  Kevin  e-mailed  me  about  NETCENTS  2. 

1.  First,  some  notable  points,  more  or  less  as  a book  report: 

a.  As  Kevin  mentioned  in  a recent  e-mail,  nearly  every  one  of  the  Top  20  (or  30)  RFPs 
is  headed  toward  a still-developing,  opportunity-specific  concept  of  multiple  awards 
□ though  not  a large  number  of  such  awards  per  RFP,  unlike  an  Alliant  □ and  will 
demand  intricately  crafted  teams.  All  this  suggests  that  in-depth  marketing 
information  along  the  lines  of  your  extant  outline  should  be  a valuable  product  for 
this  class  of  RFPs. 

b.  INPUT'S  Industry  Insights  reports,  which  are  part  of  your  Federal  Industry  Analysis 
program,  this  year  for  the  first  time  covered  two  deals  from  the  Top  20  □ the  Navy's 
NETCENTS  2 and  NASA's  I3P.  This  was  to  see  what  kind  of  interest  was  out  there  for 
a somewhat  more  detained  analysis  of  an  individual  opportunity.  The  Federal 
Industry  Analysis  program  is  provided  by  an  annual  subscription  of  ~$14,000,  which 
65  of  your  1,500  clients  buy.  It  is  also  the  product  most-downloaded  by  those  65 
companies.  That  would  make  those  firms  a natural  client  pool  from  which  we  would 
choose  a few  Early  Adopters,  as  well  as  the  likely  target  community  for  full-up  sales. 
(If  I were  to  pick  just  two  early  adopters  whom  I know  well,  they  would  be  CSC  and 
SI  International,  to  add  to  the  firms  such  as  Raytheon  and  Booz  Allen  that  you 
obviously  know  well.) 

fere. At  this  time  Kevin  does  not  see  doing  any  more  opportunity  reports  under 

Industry  Insights,  for  2009  and  beyond.  He  was  planning  to  roll  it  into  something  he 
was  notionally  calling  an  "Opportunity  Advisor"  product  as  a separate  offering. 

d.  The  work  that  went  into  the  two  Industry  Insights  opportunity  reports  forms  a 
modestly  good  skeleton  for  the  ICAP,  certainly  insofar  as  it  engenders  multiple 
interviews  with  government  stakeholders,  organizes  the  results  along  roughly  the 
same  lines  as  a subset  of  your  ICAP  outline,  and  has  an  existing  reader  base  of 
INPUT  clients  □ though  that  readership,  and  the  management  which  decides  to  buy 
the  Industry  Insights  product,  both  may  be  more  junior  than  what  we  need  to 
penetrate  with  the  ICAP  offering. 

e.  All  of  the  Top  20  are  very  large  deals  in  terms  of  ceiling  value,  ranging  from  $1.5 
billion  to  $30  billion.  So,  if  we  want  a test  opportunity  that  will  resonate  with  the 
target  client  base,  and  if  we  want  to  draw  from  work  already  started  in  producing  an 
Industry  Insights  opportunity  report  □ which  seems  to  me  to  be  a tremendous 
advantage  □ then  we're  looking  at  attacking  a sizable  opportunity. 

f.  Two  likely  test  opportunities  present  themselves.  One  is  number  3 on  the  Top  20 
list:  NASA's  I3P,  at  $15  billion,  with  RFP  slipping  to  the  summer.  The  other  is 
number  5 on  the  Top  20  list:  the  Navy's  NGEN,  at  $14.5  billion,  with  RFP  perhaps 
earlier  than  I3P.  With  NGEN  we  have  the  advantage  of  Don  Scott's  knowledge,  if 
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INPUT  can  work  a deal  to  put  him  on  retainer;  with  I3P  we  have  the  twin  advantages 
of  (1)  having  a December  '08  Industry  Insights  report  just  completed  on  it,  with 
NASA  contacts  and  research  studies  already  in  place,  and  (2)  more  time  to  RFP.  The 
disadvantage  is  that  we  haven't  yet  fingered  a consultant  for  this  kind  of  NASA  deal. 

Kevin  favors  I3P  as  our  test  opportunity,  and  I am  inclined  to  agree  with  him. 

g.  After  our  meeting,  Kevin  sent  me  an  e-mail  noting  that  the  Top  20  RFPs  generate 
about  5%  of  all  Web  page  visits.  In  parallel  to  writing  this,  I asked  Kevin  to  find  out 
if  INPUT  has  the  statistics  to  tell  us  which  and  how  many  companies  comprise  those 
visits,  and  if  the  site  visits  are  characterized  by  dwell  times,  the  use  of  derivative 
Web  links,  and  other  indicators  of  readers  who  are  interested  in  deeper  dives  into  the 
data.  Some  of  those  statistics  do  exist,  he  tells  me.  I suggest  that  INPUT  might  also 
to  do  a separate  formal  survey  of  how  well-received  the  Industry  Insights 
opportunity  reports  are.  Both  sets  of  information  could  form  a good  marketing  tool 
to  be  used  with  the  higher  executive  ranks  of  the  target  companies  to  point  out  their 
organizations'  interest  in  INPUT'S  more  detailed  data,  which  they  are  probably 
unaware  of. 

2.  Derivative  thoughts: 

To  me  it  seems  attractive  to  combine  ICAP  with  the  type  of  shallower-depth  opportunity 
reports  just  completed  ad  hoc  under  the  Industry  Insights  program.  Combining  the  two 
would  provide  a continuum  of  offerings  that  step  up  in  price.  To  avoid  confusing  the 
marketplace,  I'd  remove  those  lighter-opportunity  reports  from  the  Industry  Insights 
program,  except  in  precis  form,  and  include  them  in  ICAP  as  a kind  of  ICAP-Lite  report.  So 
the  continuum  would  be  from  the  precis,  to  the  ICAP-Lite  reports,  to  the  full  ICAP  reports. 

In  other  words,  do  a NETCENTS-type  Industry  Insights  report  on  each  of  the  Top  20  (or  30) 

| opportunities  first,  publish  the  precis  in  Industry  Insights,  then  as  an  opportunity  gets 
blessed  in  the  government  funding  chain  □ or  as  community  demand  for  an  ICAP  version 
ratchets  up  □ do  an  ICAP  extension  of  it  at  a new,  higher  price  point. 

In  a sense,  the  ICAP  precis  in  Industry  Insights  can  be  a lead-generation  mechanism.  The 
ICAP-Lite  report  has  the  further  advantage  of  INPUT'S  first  committing  to  a lesser-depth 
effort  to  learn  more  about  an  opportunities,  sometimes  even  seeing  that  an  opportunity  is 
on  the  path  to  not  surviving  □ in  which  case  a full  ICAP  commitment  would  be  a waste  of 
money  for  both  INPUT  and  INPUT'S  clients. 

If  we  take  this  path,  then  using  NASA's  I3P  would  be  a real  test  opportunity  for  ICAP.  The 
Industry  Insights  version  of  the  report  would  be  readily  in  hand,  your  outline  would  provide 
the  roadmap  for  the  deeper  dive  from  that  existing  platform,  and  the  sales  program  would 
be  tightly  integrated  with  something  the  65  subscribers  to  Industry  Insights  are  already 
familiar  with. 

I get  the  sense  that  with  minor  increases  to  staff,  Kevin  could  do  an  ICAP-Lite  report  for  all 
the  Top  20  opportunities  by  late  spring,  in  fact  deeper  than  what  was  done  for  NETCENTS  2 
I under  Industry  Insights.  Prioritized,  those  reports  could  form  the  foundation  for  the  greater 
depth  of  work  needed  to  execute  your  ICAP  outline  for  the  most  prominent  of  the  Top  20  in 
an  earlier  timeframe. 


Walt  Culver 
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Mini-Plan,  ICAP  Start-Up 


Peter  - I've  sketched  out  a mini-plan  herein  for  the  start-up  of  the  deep-dive  program  (now 
INPUT  Capture  Assist  Program,  or  ICAP),  structured  along  the  lines  of  what  you  requested  in 
our  22  December  2008  telephone  review.  It  is  built  on  my  notes  from  Friday's  very  useful 
meeting  with  Kevin  Plexico,  supplemented  with  my  examining  a typical  Industry  Insights 
report  that  Kevin  e-mailed  me  about  NETCENTS  2. 

1.  First,  some  notable  points,  more  or  less  as  a book  report: 

a.  As  Kevin  mentioned  in  a recent  e-mail,  nearly  every  one  of  the  Top  20  (or  30)  RFPs 
is  headed  toward  a still-developing,  opportunity-specific  concept  of  multiple  awards 
□ though  not  a large  number  of  such  awards  per  RFP,  unlike  an  Alliant  □ and  will 
demand  intricately  crafted  teams.  All  this  suggests  that  in-depth  marketing 
information  along  the  lines  of  your  extant  outline  should  be  a valuable  product  for 
this  class  of  RFPs. 

b.  INPUT'S  Industry  Insights  reports,  which  are  part  of  your  Federal  Industry  Analysis 
program,  this  year  for  the  first  time  covered  two  deals  from  the  Top  20  □ the  Navy's 
NETCENTS  2 and  NASA's  I3P.  This  was  to  see  what  kind  of  interest  was  out  there  for 
a somewhat  more  detained  analysis  of  an  individual  opportunity.  The  Federal 
Industry  Analysis  program  is  provided  by  an  annual  subscription  of  ~$14,000,  which 
65  of  your  1,500  clients  buy.  It  is  also  the  product  most-downloaded  by  those  65 
companies.  That  would  make  those  firms  a natural  client  pool  from  which  we  would 
choose  a few  Early  Adopters,  as  well  as  the  likely  target  community  for  full-up  sales. 
(If  I were  to  pick  just  two  early  adopters  whom  I know  well,  they  would  be  CSC  and 
SI  International,  to  add  to  the  firms  such  as  Raytheon  and  Booz  Allen  that  you 
obviously  know  well.) 

brc At  this  time  Kevin  does  not  see  doing  any  more  opportunity  reports  under 

Industry  Insights,  for  2009  and  beyond.  He  was  planning  to  roll  it  into  something  he 
was  notionally  calling  an  "Opportunity  Advisor"  product  as  a separate  offering. 

d.  The  work  that  went  into  the  two  Industry  Insights  opportunity  reports  forms  a 
modestly  good  skeleton  for  the  ICAP,  certainly  insofar  as  it  engenders  multiple 
interviews  with  government  stakeholders,  organizes  the  results  along  roughly  the 
same  lines  as  a subset  of  your  ICAP  outline,  and  has  an  existing  reader  base  of 
INPUT  clients  □ though  that  readership,  and  the  management  which  decides  to  buy 
the  Industry  Insights  product,  both  may  be  more  junior  than  what  we  need  to 
penetrate  with  the  ICAP  offering. 

e.  All  of  the  Top  20  are  very  large  deals  in  terms  of  ceiling  value,  ranging  from  $1.5 
billion  to  $30  billion.  So,  if  we  want  a test  opportunity  that  will  resonate  with  the 
target  client  base,  and  if  we  want  to  draw  from  work  already  started  in  producing  an 
Industry  Insights  opportunity  report  □ which  seems  to  me  to  be  a tremendous 
advantage  □ then  we're  looking  at  attacking  a sizable  opportunity. 

f.  Two  likely  test  opportunities  present  themselves.  One  is  number  3 on  the  Top  20 
list:  NASA's  I3P,  at  $15  billion,  with  RFP  slipping  to  the  summer.  The  other  is 
number  5 on  the  Top  20  list:  the  Navy's  NGEN,  at  $14.5  billion,  with  RFP  perhaps 
earlier  than  I3P.  With  NGEN  we  have  the  advantage  of  Don  Scott's  knowledge,  if 
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INPUT  can  work  a deal  to  put  him  on  retainer;  with  I3P  we  have  the  twin  advantages 
of  (1)  having  a December  '08  Industry  Insights  report  just  completed  on  it,  with 
NASA  contacts  and  research  studies  already  in  place,  and  (2)  more  time  to  RFP.  The 
disadvantage  is  that  we  haven't  yet  fingered  a consultant  for  this  kind  of  NASA  deal. 

Kevin  favors  I3P  as  our  test  opportunity,  and  I am  inclined  to  agree  with  him. 

g.  After  our  meeting,  Kevin  sent  me  an  e-mail  noting  that  the  Top  20  RFPs  generate 
about  5%  of  all  Web  page  visits.  In  parallel  to  writing  this,  I asked  Kevin  to  find  out 
if  INPUT  has  the  statistics  to  tell  us  which  and  how  many  companies  comprise  those 
visits,  and  if  the  site  visits  are  characterized  by  dwell  times,  the  use  of  derivative 
Web  links,  and  other  indicators  of  readers  who  are  interested  in  deeper  dives  into  the 
data.  Some  of  those  statistics  do  exist,  he  tells  me.  I suggest  that  INPUT  might  also 
to  do  a separate  formal  survey  of  how  well-received  the  Industry  Insights 
opportunity  reports  are.  Both  sets  of  information  could  form  a good  marketing  tool 
to  be  used  with  the  higher  executive  ranks  of  the  target  companies  to  point  out  their 
organizations'  interest  in  INPUT'S  more  detailed  data,  which  they  are  probably 
unaware  of. 

2.  Derivative  thoughts: 

To  me  it  seems  attractive  to  combine  ICAP  with  the  type  of  shallower-depth  opportunity 
reports  just  completed  ad  hoc  under  the  Industry  Insights  program.  Combining  the  two 
would  provide  a continuum  of  offerings  that  step  up  in  price.  To  avoid  confusing  the 
marketplace,  I'd  remove  those  lighter-opportunity  reports  from  the  Industry  Insights 
program,  except  in  precis  form,  and  include  them  in  ICAP  as  a kind  of  ICAP-Lite  report.  So 
the  continuum  would  be  from  the  precis,  to  the  ICAP-Lite  reports,  to  the  full  ICAP  reports. 

In  other  words,  do  a NETCENTS-type  Industry  Insights  report  on  each  of  the  Top  20  (or  30) 

| opportunities  first,  publish  the  precis  in  Industiy  Insights,  then  as  an  opportunity  gets 
blessed  in  the  government  funding  chain  □ or  as  community  demand  for  an  ICAP  version 
ratchets  up  □ do  an  ICAP  extension  of  it  at  a new,  higher  price  point. 

In  a sense,  the  ICAP  precis  in  Industry  Insights  can  be  a lead-generation  mechanism.  The 
ICAP-Lite  report  has  the  further  advantage  of  INPUT'S  first  committing  to  a lesser-depth 
effort  to  learn  more  about  an  opportunities,  sometimes  even  seeing  that  an  opportunity  is 
on  the  path  to  not  surviving  □ in  which  case  a full  ICAP  commitment  would  be  a waste  of 
money  for  both  INPUT  and  INPUT'S  clients. 

If  we  take  this  path,  then  using  NASA's  I3P  would  be  a real  test  opportunity  for  ICAP.  The 
Industry  Insights  version  of  the  report  would  be  readily  in  hand,  your  outline  would  provide 
the  roadmap  for  the  deeper  dive  from  that  existing  platform,  and  the  sales  program  would 
be  tightly  integrated  with  something  the  65  subscribers  to  Industry  Insights  are  already 
familiar  with. 

I get  the  sense  that  with  minor  increases  to  staff,  Kevin  could  do  an  ICAP-Lite  report  for  all 
the  Top  20  opportunities  by  late  spring,  in  fact  deeper  than  what  was  done  for  NETCENTS  2 
I under  Industry  Insights.  Prioritized,  those  reports  could  form  the  foundation  for  the  greater 
depth  of  work  needed  to  execute  your  ICAP  outline  for  the  most  prominent  of  the  Top  20  in 
an  earlier  timeframe. 


Walt  Culver 
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Input- 


memorandum 


DATE: 


01/13/2009 


TO: 


Peter 


FROM: 


Kevin 


CC: 


Tim  D & Mike  R 


SUBJECT:  Opportunity  Advisor  Concept 


Hi  Peter, 

Per  our  discussion  the  other  day,  I believe  even  with  the  Capture  Assist  Program  (CAP)  concept 
there  is  room  for  another  level  of  offering  that  I’ve  referred  to  as  the  Opportunity  Advisor 
product.  Below  is  a summary  of  the  product  and  how  I believe  it  fits  in  between  INPUT’S 
Federal  Opportunities  product  and  the  Capture  Assist  Product. 

As  we  discussed,  this  reflects  the  concept  prior  to  any  discussions  with  you  or  any  reconciliation 
with  the  CAP  concept. 

Opportunity  Advisor  Product  Concept: 

• For  major  federal  contract  opportunities  ($500m+  programs),  provide  a level  of  analysis 
deeper  than  is  currently  provided  in  INPUT’S  Federal  Opportunities  database  product. 

o The  product  would  provide  an  analytical  report  on  roughly  20  programs  over  the 
course  of  a year  with  updates  when  major  milestones  occur  (e.g.,  finalization  by 
the  government  of  its  acquisition  strategy,  Draft  RFP  release,  etc.) 

o Generally,  the  analytical  report  would  be  either  a Powerpoint  (20-40  slides)  or 
Word  document  (10-20  pages) 

• The  purpose  of  the  product  is  to  address  the  additional  research  and  information  needs  of 
the  hundreds  of  companies  who  are  considering  pursuing  these  programs  as  either  a 
prime  or  key  subcontractor.  Key  needs  included: 

o Understanding  of  the  acquisition  strategy  and  its  implications  on  competitive  and 
teaming  decisions. 

o Understanding  of  competitive  and  teaming  landscape  on  which  to  base  bid/no-bid 
decisions. 

o Company  and  contact  information  from  other  potential  bidders. 

o Insight  into  the  scope  of  work  that  may  help  a company  decide  its  position  and 
capabilities  relative  to  the  contract.  This  would  include  the  nature  of 
products/services  required,  potential  users  of  the  contract,  place  of  performance, 
etc. 

Product  Content: 

• As  indicated  above,  we  anticipated  about  20  programs  covered  by  the  product  over  the 
course  of  the  year. 

• Each  report  would  address: 


o Background 
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■ Provide  background  on  the  contract  to  give  a “story”  of  how  the 
opportunity  came  into  being  and  why. 

o Current  Status 

■ Give  a perspective  on  where  the  opportunity  currently  stands,  including 
identifying  what  has  been  determined  and  what  issues  remain  to  be 
addressed  by  the  government. 

o Scope  of  Work  - Examine  the  anticipated  scope  of  work  to  determine 

■ Likely  program  value 

■ Nature  of  products  and  services  required  to  satisfy  the  scope 

■ Location  of  work  to  be  performed 
o Incumbents  Contractors 

■ Details  of  current  awards  including  award  date,  expiration  date,  spending 
on  existing  contract  by  the  government. 

■ Key  contacts  (names,  titles,  phone  numbers  and  email)  in  each  responsible 
for  their  company’s  capture  effort 

o Spending  Analysis 

■ If  the  program  is  a recompete,  examine  the  spending  on  the  existing 
contract(s)  to  include  where  it  was  spent,  by  whom  and  for  what. 

o Acquisition  Plan 

■ Analyze  the  acquisition  strategy  outlined  by  the  government  and  identify 
issues  and  implications  of  that  approach  on  the  competitive  and  teaming 
strategy  for  companies,  including  socioeconomic  aspects. 

o Conclusions  & Recommendations 

• Support  would  also  be  provided  to  program  subscribers  for  ad  hoc  opinion  and  insight  on 
the  programs  covered. 

Pricing: 

• As  we  discussed,  we  had  envisioned  a pricing  approach  that  complemented  our  existing 
pricing  structure  which  sets  price  based  on  the  size  of  company.  I understand  from  our 
conversation  that  you  did  not  agree  with  that  approach,  but  that  is  the  one  that  we  had 
envisioned. 

• The  pricing  we  estimated  (which  certainly  requires  validation)  was: 

o Small  Business  - $3900 
o Mid  Market  - $5500 
o Enterprise  - $7500 
o Strategic  - $9900 

• It  is  anticipated  that  the  product  would  be  purchased  primarily  by  existing  members.  If 
Opportunity  Advisor  were  added,  it  would  reflect  a 20-50%  increase  in  Contract  Value 
per  member. 

Market  Opportunity: 

• While  there  are  over  10,000  companies  engaged  in  doing  business  with  the  federal 
government,  we  believe  this  program  will  be  most  attractive  to  companies  who  have  a 
strategic  dependence  on  their  government  business. 

• Key  characteristics  of  prospective  subscribers  would  include: 

o Prime  contract  revenue  of  greater  than  $ 1 0m 
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o For  companies  that  have  less  than  $ 1 0m  in  prime  contract  revenue,  the  company 
may  still  be  a key  prospect  if  they  are  currently  doing  more  than  $50  million  in 
federal  government  contracts 

o Current  placement  as  a prime  or  subcontractor  on  one  or  more  of  the  contracts 
covered  by  the  program. 

• Based  on  the  criteria  above,  I estimate  that  there  are  roughly  1,000  strong  prospects  for 
the  program.  20%  of  them  should  be  highly  suitable  and  the  ‘best’  prospects  to  sell  to 
first.  At  an  average  price  point  of  $5,000,  the  realizable  market  size  is  $5  million  for  what 
I believe  would  be  a highly  profitable  product  based  on  the  resource  requirements. 

Resource  Requirements: 

• Anticipated  level  of  effort  for  each  initial  report  is  between  5-7  days.  Each  will  likely 
require  an  update  once  throughout  the  year,  due  to  a key  change  in  the  program  (such  as  a 
release  of  a Draft  RFP).  These  updates  are  expected  to  require  2-3  days. 

• Staffing  Requirements 

o 1 FTEs  (200  days)  to  develop  and  update  the  reports 

o 0.5  days  per  subscriber  per  year  of  support  (4  hours).  Assuming  50  members  the 
first  year  renders  25  days. 

o 1.5  days  per  week  for  sales  support 

• Other  Requirements 

o Minor  development  product  to  provide/deliver  access  to  the  product.  Also,  I 
would  envision  something  akin  to  a wiki  or  blog  being  used  to  maintain  the 
reports. 

Comparison  with  CAP 

• Enclosed  is  a markup  of  the  CAP  Table  of  Contents  that  was  provided  by  you  in 
December  that  highlights  differences  in  the  reports  that  would  be  produced  under  CAP 
vs.  Opportunity  Advisor. 

Please  let  me  know  if  you  have  any  questions. 

Kevin 
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I. 


II. 


III. 


IV. 


V. 


VI. 


VII. 


Draft  Outline 

Opportunity  Advisor  Report 


Background 

a.  Summary  of  project  scope  and  government’s  motivations. 

b.  Background  on  the  contract  to  give  a “story”  of  how  the  opportunity  came  into 
being  and  why. 

Current  Status 

a.  Give  a perspective  on  where  the  opportunity  currently  stands 

b.  What  has  happened  so  far  (government  announcements  and/or  indications  from 
published  budgets) 

c.  What  are  the  government’s  intentions  relative  to  milestones  (or  projections  from 
INPUT  if  none  have  been  indicated  by  the  government) 

d.  What  issues  remain  to  be  addressed  by  the  government. 

Scope  of  Work  - Examine  the  anticipated  scope  of  work  to  determine 

a.  Likely  program  value  (government  provided  or  INPUT  estimated) 

b.  Nature  of  products  and  services  required  to  satisfy  the  scope 

c.  Location(s)  of  work  to  be  performed 
Incumbents  Contractors 

a.  Details  of  current  awards  including  award  date,  expiration  date,  spending  on 
existing  contract  by  the  government. 

b.  Links  to  existing  contracts  (if  in  INPUT’S  FOIA  library) 

c.  Key  contacts  (names,  titles,  phone  numbers  and  email)  in  each  responsible  for 
their  company’s  capture  effort 

Spending  Analysis  (on  existing  contracts  if  applicable) 

a.  If  the  program  is  a recompete,  examine  the  spending  on  the  existing  contract(s)  to 
include: 

i.  Where  the  money  was  spent  by  place  of  performance 

ii.  Who  were  the  users  (sub  agencies  or  interagency)  of  the  contract 

iii.  What  was  types  of  products/services  were  purchased  and  in  what  volume. 

b.  Sources  of  funding  for  procurement 
Acquisition  Plan 

a.  Analyze  the  acquisition  strategy  outlined  by  the  government  including: 

i.  Anticipated  number  of  awards 

ii.  Types  of  awards  (e.g.,  full  and  open,  set-aside,  etc.) 

iii.  NAICS  selection(s)  and  implications  for  companies  that  may  participate  in 
the  set-aside  components 

iv.  Identify  issues  and  implications  of  the  selected  approach  on  the 
competitive  and  teaming  strategy  for  companies,  including  socioeconomic 
aspects. 

Conclusions  & Recommendations 

a.  Impact  by  type  and  size  of  company  for  major  segments  (segments  TBD  by  type 
of  opportunity  and  customer  mix  who  purchased  the  Opp  Advisor  product). 
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INPUT  Schedule  of  Board  and  Stockholder  MeetinqsPrinted  1/19/2009 

2009 


Exec/BOD  Dinner: 

Wed.  Jan  21 

6.30  pm 

BOD  Meeting: 

Thu.  Jan  22 

9.00  am  - 1 1.30  pm 

INPUT 

BOD  Review  Meeting: 

Thu.  Feb  19 

1 1.00  am  - 12.30  pm 

Phone 

BOD  Review  Meeting: 

Tue.  Mar  17 

1 1.00  am  - 12.30  pm 

Phone 

BOD  Review  Meeting: 

None 

Exec/BOD  Dinner: 

Thu.  Apr^Kf 'Z/j 

6.30  pm 

OFFSITE 

BOD  & Strategic  Issues  Meeting: 

Ma\$D-J 

BOD  Review  Meeting: 

Thu.  Jun  18 

1 1.00  am  - 12.30  pm 

Phone 

Exec/BOD  Dinner: 

Wed.  Jul  15 

6.30  pm 

Stockholders  Meeting: 

Thu.  Jul  16 

9.00  am  - 9.30  pm 

INPUT 

BOD  Meeting: 

9.30  am  - 1 1.30  pm 

Strategic  Plan  Meeting: 

12:30  pm -4.00  pm 

BOD  Review  Meeting: 

Thu.  Aug  13 

1 1.00  am  - 12.30  pm 

Phone 

BOD  Review  Meeting: 

Thu.  Sep  17 

1 1.00  am  - 12.30  pm 

Phone 

Exec/BOD  Dinner: 

Wed.  Oct  14 

6.30  pm 

BOD  & 2010  Plan  Meeting: 

Thu.  Oct  15 

9.00  am -4.00  pm 

INPUT 

BOD  Review  and  2010  Budget  & Comp. 
Submission  Meeting: 

Thu.  Nov  19 

10.00  am  - 12.30  pm 

Phone 

Exec/BOD  Dinner: 

Wed.  Dec  16 

6.30  pm 

BOD  & 2010  Budget  Approval  Meeting  : 

Thu.  Dec  17 

9.00  am  - 4.00  pm 

INPUT 

1/8/09  Changes  in  Red 

All  Board  Materials  to  be  delivered  Friday  before  the  Meetings. 
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B.O.D.  MEETING 


2010  Budget 


December  17th,  2009 
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11720  Plaza  America  Drive,  Suite  1200 
Reston,  Virginia  20190 
Tel:  (703)  707-3500 
Fax:  (703)  707-6201 
www.input.com 


NOTICE  OF  BOARD  OF  DIRECTORS  MEETING 
INPUT  INC.  (Delaware) 


December  9th,  2009 

Peter  A.  Cunningham,  Director/Chairman 

Patricia  Cunningham  Director  and  Corporate  Secretary 

Timothy  P.  Dowd,  Director,  President  and  CEO 

Thomas  Hewitt,  Director 

Maryann  Hirsch,  Director 

Jed  Laird,  Director 

Rachel  Parrinello,  Director 

A meeting  of  the  Board  of  Directors  of  INPUT  INC.,  A Delaware  Corporation,  will  be  held 
Thursday,  December  17th,  2009  at  9:00  a.m.  at  the  offices  of  INPUT,  1 1720  Plaza  America  Drive, 
Suite  1200,  Reston,  Virginia  20190. 

Please  find  enclosed: 

Agenda  (attached  on  page  2 of  this  Notice)  for  the  formal  Board  meeting  will  include  a 
summary  of  the  2010  Plans.  A detailed  presentation  of  each  will  follow  the  formal  Board 
meeting  and  will  have  separate  Agendas. 

Minutes  of  the  previous  meeting  held  on  October  14th,  2009  for  approval. 

The  Financial  and  Performance  Reports  for  the  period  ending  November  30th,  2009  will  follow. 
Please  inform  me  if  there  are  any  changes  you  wish  made  to  the  Agenda  as  soon  as  possible. 
Yours  sincerely, 


Patricia  Cunningham 
Secretary 

Cc:  Kevin  Gates,  Tom  Knox,  William  Schuerman 
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BOARD  OF  DIRECTORS  MEETING 
DECEMBER  17™,  2009 
AGENDA 

9:00  Introduction  and  Minutes  of  previous  meeting  held  on  October  14th, 
2009. 

9.05  Financial  Review:  (Kevin  Gates  to  attend) 

- November  and  YTD  Results 

- Projected  December  and  2009 

9:30  2010  Budget  (Kevin  Gates  to  attend) 

10:30  Compensation  Committee  Report: 

- Compensation  Plan  Approval  for  2010 

- Bonus  Plan  Approval  for  2010 

10:45  HR: 

- Stock  Issues,  Price,  Awards  and  Repurchases 

1 1 :00  Capital  Event  Status 

11:15  Other  Business: 

1 1 :30  Close 


The  next  B of  D Meeting  will  be  held  on  January  2Th  2010 
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Board  of  Directors  Meeting 
December  17, 2009 
Proposed  Resolutions 


1.  Approval  of  October  14. 2009  Minutes 

RESOLVED:  That  the  minutes  of  the  meeting  of  the  Board  held  on  October  14,  2009, 
copies  of  which  have  been  previously  distributed  to  and  reviewed  by  the  Board,  be  and 
hereby  are,  approved,  and  that  the  Secretary  of  the  Corporation  be,  and  hereby  is,  directed 
to  file  such  minutes  in  the  Minute  Book  of  the  Corporation. 

-oOo- 


va-283717  1 

INPUT  - Proposed  Resolutions  December  17  2009  Board  Meeting  - (2)  PEC.docx 


INPUT,  INC. 

Board  of  Directors  Meeting 
December  17, 2009 
Proposed  Resolutions 


2.  Approval  of  2010  Operating  Plan 

WHEREAS:  The  Board  has  been  provided  with,  and  has  reviewed,  a report  on  the 
Corporation’s  budget  and  financial  goals  for  2010  (the  “2010  Operating  Plan”). 

NOW,  THEREFORE,  BE  IT 

RESOLVED:  That  the  Board  hereby  approves,  adopts  and  authorizes  the  2010  Operating 
Plan,  including  the  salaries,  compensation  and  net  income  target  set  forth  therein, 
substantially  in  the  form  that  has  been  presented  to  and  reviewed  by  the  Board  on  the  date 
hereof; 

RESOLVED,  FURTHER:  That  the  officers  of  the  Corporation  shall  be,  and  they  hereby 
are  authorized,  empowered  and  directed  to  take  any  and  all  actions  and  to  execute,  deliver 
and  file  any  and  all  agreements,  instruments,  certificates  and  documents  as  the  officer  or 
officers  so  acting  shall  determine  to  be  necessary  or  appropriate  to  implement  the  2010 
Operating  Plan,  the  taking  of  such  actions  to  be  conclusive  evidence  that  the  same  were 
deemed  to  be  necessary  or  appropriate  and  were  authorized  hereby;  and 

RESOLVED,  FURTHER:  That  all  actions  heretofore  taken  by  the  officers  of  the 
Corporation  with  respect  to  the  foregoing  resolutions  are  hereby  ratified,  confirmed, 
approved  and  adopted  in  all  respects. 
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INPUT,  INC. 

Board  of  Directors  Meeting 
December  17, 2009 
Proposed  Resolutions 


3.  Stock  Option  Grant  at  $1.00  per  Share 

WHEREAS:  Pursuant  to  Section  4 of  the  INPUT,  Inc.  2009  Common  Stock  Incentive 
Plan  (the  “Plan”)  the  Board,  in  its  capacity  as  “Administrator”  under  the  Plan,  is 
authorized  to  grant  stock  options  under  the  Plan  and  to  determine  the  persons  to  whom 
such  stock  options  shall  be  granted  and  the  terms  and  conditions  of  such  stock  options; 
and 

WHEREAS:  The  Board  now  finds  it  desirable  to  grant  stock  option  awards  to  certain 
individuals  under  the  Plan. 

NOW,  THEREFORE,  BE  IT 

RESOLVED:  That  the  Board  hereby  determines,  after  due  consideration  of  all  relevant 
factors,  including,  without  limitation,  the  value  of  the  Corporation’s  assets,  the  present 
value  of  the  Corporation’s  estimated  future  cash  flows,  the  value  of  comparable 
companies  and  other  factors  the  Board  deems  relevant,  including  the  earnings  history, 
book  value  and  prospects  of  the  Corporation  in  light  of  market  conditions  generally  and 
the  Reznick  Group,  P.C.  valuation  analysis  pursuant  to  which  the  fair  market  value  of  the 
Common  Stock,  as  of  December  31,  2008,  was  valued  at  $1.00  per  share,  that  the  fair 
market  value  of  the  Common  Stock  as  of  the  date  hereof  is  $1 .00  per  share; 

RESOLVED,  FURTHER:  That  in  recognition  of  the  contributions  to  the  operating 
progress  and  earning  power  of  the  Corporation,  and  as  an  incentive  to  contribute  to  the 
future  growth  and  success  of  the  Corporation,  each  individual  identified  on  Exhibit  A 
attached  hereto  (each,  a “Grantee")  is  hereby  granted  a stock  option  to  purchase  that 
number  of  shares  of  the  Corporation’s  Common  Stock  identified  on  Exhibit  A opposite 
such  Grantee’s  name,  subject  to  the  terms  and  conditions  set  forth  in  such  exhibit  and  in 
the  Corporation’s  standard  form  of  stock  option  grant  agreement  (the  “Option 
Agreement”),  and  having  a purchase  price  of  $ 1 .00  per  share; 

RESOLVED,  FURTHER:  That  the  appropriate  officer  or  officers  of  the  Corporation, 
acting  for  and  on  behalf  of,  and  in  the  name  of,  the  Corporation,  shall  be,  and  hereby  are, 
authorized,  empowered  and  directed  to  enter  into  and  execute  an  Option  Agreement  with 
each  Grantee,  with  such  terms  and  provisions  therein  as  the  officer  or  officers  executing 
the  same  shall  determine,  in  their  discretion,  consistent  with  the  terms  and  provisions  of 
the  Plan  and  on  the  terms  set  forth  above,  and  shall  approve  (such  approval  to  be 
conclusively  evidenced  by  such  execution),  a copy  of  such  Option  Agreement  as 
executed  to  be  inserted  in  the  appropriate  records  of  the  Corporation;  and 

RESOLVED,  FURTHER:  That  all  actions  heretofore  taken  by  the  officers  of  the 
Corporation  with  respect  to  the  foregoing  resolutions  and  the  transactions  contemplated 
thereby,  are  hereby  ratified,  confirmed,  approved  and  adopted  in  all  respects. 

-oOo- 
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INPUT,  INC. 

Board  of  Directors  Meeting 
December  17, 2009 
Proposed  Resolutions 


4.  Approval  of  2010  Employee  Compensation  Plans 

RESOLVED:  That  the  Board  hereby  approves,  adopts  and  authorizes  each  of  the  (i)  non- 
executive employee  compensation  plan  for  2010  (the  “2010  Employee  Compensation 
Plan’”),  substantially  in  the  form  attached  hereto  as  Exhibit  B,  (ii)  2010  INPUT  Bonus 
Plan  (the  “2010  Bonus  Plan”)  for  full  time  employees  (other  than  employees  who  are  on 
a commission  plan  or  equivalent),  substantially  in  the  form  attached  hereto  as  Exhibit  C, 
and  (iii)  executive  compensation  plan  for  2010  (the  “2010  Executive  Compensation 
Plan”),  substantially  in  the  form  attached  hereto  as  Exhibit  D,  each  presented  to  and 
reviewed  by  the  Board  on  the  date  hereof  and  substantially  in  the  forms  attached  hereto 
as  Exhibit  B.  Exhibit  C.  and  Exhibit  D,  respectfully; 

RESOLVED,  FURTHER:  That  the  officers  of  the  Corporation  shall  be,  and  they  hereby 
are  authorized,  empowered  and  directed  to  take  any  and  all  actions  and  to  execute,  deliver 
and  file  any  and  all  agreements,  instruments,  certificates  and  documents  as  the  officer  or 
officers  so  acting  shall  determine  to  be  necessary  or  appropriate  to  implement  each  of  the 
2010  Compensation  Plan,  2010  Bonus  Plan,  and  2010  Executive  Compensation  Plan,  the 
taking  of  such  actions  to  be  conclusive  evidence  that  the  same  were  deemed  to  be 
necessary  or  appropriate  and  were  authorized  hereby;  and 

RESOLVED,  FURTHER:  That  all  actions  heretofore  taken  by  the  officers  of  the 
Corporation  with  respect  to  the  foregoing  resolutions  are  hereby  ratified,  confirmed, 
approved  and  adopted  in  all  respects. 


-oOo- 
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INPUT,  INC. 

Board  of  Directors  Meeting 
December  17, 2009 
Proposed  Resolutions 


Exhibit  A 

Stock  Option  Grants 


Grantee  Name 

ISO/NQSO 

Number  of  Shares 

Vesting 

Total: 
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Board  of  Directors  Meeting 
December  17, 2009 
Proposed  Resolutions 


I Exhibit  Bl 

2010  Employee  Compensation  Plan 

(see  attached) 
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INPUT,  INC. 

Board  of  Directors  Meeting 
December  17, 2009 
Proposed  Resolutions 


I Exhibit  Cl 
2010  bonus  Plan 

(see  attached) 


va-283717  7 

INPUT  - Proposed  Resolutions  December  17  2009  Board  Meeting  - (2)  PEC.docx 


INPUT,  INC. 

Board  of  Directors  Meeting 
December  17,  2009 
Proposed  Resolutions 


I Exhibit  PI 

2010  Executive  Compensation  plan 

(see  attached) 
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MINUTES  OF  A MEETING 
OF  THE  BOARD  OF  DIRECTORS  OF 


INPUT.  INC. 

(Held  on  October  14,  2009) 

A meeting  (the  "Meeting”)  of  the  Board  of  Directors  (the  "Board”)  of  INPUT,  Inc.,  a 
Delaware  corporation  (the  "Corporation”),  was  held  at  the  offices  of  the  Corporation  located  at 
11720  Plaza  America  Drive,  Suite  1200,  Reston,  Virginia  20190  on  October  14,  2009,  at  9:00 
a.m.  Eastern  Time. 

Present  were  directors  Peter  Cunningham,  Patricia  Cunningham,  Timothy  Dowd,  Thomas 
Hewitt,  Maryann  Hirsch,  Jed  Laird  and  Rachel  Parrinello  (via  teleconference).  Also  present  was 
Kevin  Gates,  Vice  President,  Finance  and  Administration. 

Peter  Cunningham  called  the  Meeting  to  order  at  approximately  9:00  a.m.  and  acted  as 
Chairman  of  the  Meeting,  and  Patricia  Cunningham  acted  as  Secretary  of  the  Meeting. 

The  Chairman  announced  that  due  notice  of  the  Meeting  had  been  sent  to  all  directors  of 
the  Corporation,  and  stated  that  by  virtue  of  the  fact  that  at  least  a majority  of  the  directors  were 
present  at  the  Meeting,  there  was  a quorum  for  the  transaction  of  business  in  accordance  with  the 
Bylaws  of  the  Corporation.  All  participants  could  hear  the  others  and  be  heard  by  the  others. 

Approval  of  July  16.  2009  Minutes 

The  Chairman  then  stated  that  the  first  item  of  business  was  a review  of  the  minutes  of 
the  July  16,  2009  meeting  of  the  Board,  copies  of  which  had  been  previously  distributed  to  the 
Board.  The  Board  then  reviewed  the  minutes  and  upon  motion  duly  made  and  seconded,  the 
following  resolution  was  unanimously  approved: 

RESOLVED:  That  the  minutes  of  the  meeting  of  the  Board  held  on  July  16, 

2009,  copies  of  which  have  been  previously  distributed  to  and  reviewed  by  the 

Board,  be  and  hereby  are,  approved,  and  that  the  Secretary  of  the  Corporation  be, 

and  hereby  is,  directed  to  file  such  minutes  in  the  Minute  Book  of  the 

Corporation. 

The  Chairman  then  stated  that  the  next  item  of  business  was  a report  on  the  Corporation’s 
financial  results  for  the  three-month  and  nine-month  periods  ending  September  30,  2009.  Mr. 
Dowd  and  Mr.  Gates  gave  such  report  which  included  a review  of  the  Corporation’s  revenue  and 
net  income  for  these  time  periods  as  well  as  discussion  of  the  Corporation’s  performance  as 
compared  to  the  forecast  for  such  periods.  Mr.  Dowd  then  gave  a brief  overview  of  the  forecast 
for  Q4  2009.  Questions  were  asked  and  answered  and  a discussion  ensued. 

The  Chairman  then  stated  that  the  next  item  of  business  was  a report  on  the 
Corporation’s  proposed  budget  and  financial  goals  for  2010  (the  "2010  Plan”).  Mr.  Dowd 
gave  such  a report  which  included  a review  of  certain  key  assumptions  and  revenue  and 
expense  projections  for  2010,  including,  without  limitation,  the  conclusion  that  the  final  2010 
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Plan  should  include  a target  net  income  of  $1,500,000  without  consideration  of  capitalization 
of  software  development  expenses,  and  that  such  target  net  income  should  be  used  in 
calculating  annual  bonuses  for  2010.  Questions  were  asked  and  answered,  and  the  members 
of  the  Board  indicated  that  they  agreed  with  the  assumptions  and  projections  described  in  the 
2010  Plan  and  directed  the  Corporation’s  management  to  prepare  a final  version  of  the  2010 
Plan  for  review  and  approval  at  the  December  Board  meeting. 

Approval  of  Equity  Compensation  Practices 

The  Chairman  then  stated  that  the  next  item  of  business  was  a report  on  the  Corporation’s 
equity  compensation  practices  (the  “Equity  Compensation  Practice”),  copies  of  which  had  been 
circulated  to  the  Board  members  prior  to  the  Meeting.  The  Chairman  gave  such  are  report, 
discussing  the  current  equity  compensation  practices  of,  and  alternative  equity  compensation 
practices  for,  the  Corporation.  Questions  were  asked  and  answered  and  a discussion  ensued  and 
upon  motion  duly  made  and  seconded,  the  following  resolutions  were  unanimously  approved: 

RESOLVED:  That  the  Board  hereby  approves,  adopts  and  authorizes  the  Equity 
Compensation  Practice,  in  substantially  the  form  attached  hereto  as  Exhibit  A: 

RESOLVED,  FURTHER:  That  the  officers  of  the  Corporation  shall  be,  and  they 
hereby  are  authorized,  empowered  and  directed  to  take  any  and  all  actions  as  the 
officer  or  officers  so  acting  shall  determine  to  be  necessary  or  appropriate  to 
implement  the  Equity  Compensation  Practice,  the  taking  of  such  actions  to  be 
conclusive  evidence  that  the  same  were  deemed  to  be  necessary  or  appropriate 
and  were  authorized  hereby;  and 

RESOLVED,  FURTHER:  That  all  actions  heretofore  taken  by  the  officers  of  the 
Corporation  with  respect  to  the  foregoing  resolutions  are  hereby  ratified, 
confirmed,  approved  and  adopted  in  all  respects. 

Stock  Option  Grant  at  $1.00  per  Share 

The  Chairman  then  stated  that  the  next  item  of  business  was  a discussion  of  the  grant  of 
stock  option  awards.  Questions  were  asked  and  answered  and  a discussion  ensued  and  upon 
motion  duly  made  and  seconded,  the  following  resolutions  were  unanimously  approved: 

WHEREAS:  Pursuant  to  Section  4 of  the  INPUT,  Inc.  2009  Common  Stock 
Incentive  Plan  (the  “Plan”)  the  Board,  in  its  capacity  as  “Administrator”  under  the 
Plan,  is  authorized  to  grant  stock  options  under  the  Plan  and  to  determine  the 
persons  to  whom  such  stock  options  shall  be  granted  and  the  terms  and  conditions 
of  such  stock  options;  and 

WHEREAS:  The  Board  now  finds  it  desirable  to  grant  stock  option  awards  to 
certain  individuals  under  the  Plan. 

NOW,  THEREFORE,  BE  IT 
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RESOLVED:  That  the  Board  hereby  determines,  after  due  consideration  of  all 
relevant  factors,  including,  without  limitation,  the  value  of  the  Corporation’s 
assets,  the  present  value  of  the  Corporation’s  estimated  future  cash  flows,  the 
value  of  comparable  companies  and  other  factors  the  Board  deems  relevant, 
including  the  earnings  history,  book  value  and  prospects  of  the  Corporation  in 
light  of  market  conditions  generally  and  a draft  of  the  Reznick  Group,  P.C. 
valuation  analysis  pursuant  to  which  the  fair  market  value  of  the  Common  Stock, 
as  of  December  31,  2008,  was  valued  at  $1.00  per  share,  that  the  fair  market  value 
of  the  Common  Stock  as  of  the  date  hereof  is  $ 1 .00  per  share; 

RESOLVED,  FURTHER:  That  in  recognition  of  the  contributions  to  the 
operating  progress  and  earning  power  of  the  Corporation,  and  as  an  incentive  to 
contribute  to  the  future  growth  and  success  of  the  Corporation,  each  individual 
identified  on  Exhibit  B attached  hereto  (each,  a “Grantee”)  is  hereby  granted  a 
stock  option  to  purchase  that  number  of  shares  of  the  Corporation’s  Common 
Stock  identified  on  Exhibit  B opposite  such  Grantee’s  name,  subject  to  the  terms 
and  conditions  set  forth  in  such  exhibit  and  in  the  Corporation’s  standard  form  of 
stock  option  grant  agreement  (the  “Option  Agreement”),  and  having  a purchase 
price  of  $1.00  per  share; 

RESOLVED,  FURTHER:  That  the  appropriate  officer  or  officers  of  the 
Corporation,  acting  for  and  on  behalf  of,  and  in  the  name  of,  the  Corporation, 
shall  be,  and  hereby  are,  authorized,  empowered  and  directed  to  enter  into  and 
execute  an  Option  Agreement  with  each  Grantee,  with  such  terms  and  provisions 
therein  as  the  officer  or  officers  executing  the  same  shall  determine,  in  their 
discretion,  consistent  with  the  terms  and  provisions  of  the  Plan  and  on  the  terms 
set  forth  above,  and  shall  approve  (such  approval  to  be  conclusively  evidenced  by 
such  execution),  a copy  of  such  Option  Agreement  as  executed  to  be  inserted  in 
the  appropriate  records  of  the  Corporation;  and 

RESOLVED,  FURTHER:  That  all  actions  heretofore  taken  by  the  officers  of  the 
Corporation  with  respect  to  the  foregoing  resolutions  and  the  transactions 
contemplated  thereby,  are  hereby  ratified,  confirmed,  approved  and  adopted  in  all 
respects. 

The  Chairman  then  stated  that  the  next  item  of  business  was  a discussion  regarding  the 
status  of  the  report  on  executive  compensation  and  general  compensation  practices  and 
recommendations  for  2010.  The  Chairman  stated  that  the  report  was  not  ready  at  this  time  and 
that  the  discussion  of  such  report  should  be  deferred  until  the  next  Board  meeting.  Questions 
were  asked  and  answered  and  the  Board  agreed  to  defer  the  discussion  of  such  report  until  the 
next  Board  meeting. 

The  Chairman  then  gave  a report  on  the  Employee  Satisfaction  Survey,  which  included  a 
review  of  the  results  of  the  survey.  Questions  were  asked  and  answered  and  a discussion  ensued. 
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The  Chairman  then  stated  that  the  last  item  of  business  was  a discussion  regarding  the 
Board’s  proposed  calendar  for  2010.  Ms.  Cunningham  gave  such  a report,  discussing  proposed 
Board  dinner  and  meeting  dates  for  2010.  Questions  were  asked  and  answered  and  a general 
discussion  ensued. 

There  being  no  further  business  to  come  before  the  Board,  the  Meeting  was  adjourned  at 
approximately  11:10  a.m. 


Peter  Cunningham 
Chairman  of  the  Meeting 


Patricia  Cunningham 
Secretary  of  the  Meeting 
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Exhibit  A 


Equity  Compensation  Practice 
(see  attached) 


Exhibit  A 
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Exhibit  B 


Stock  Option  Grants 


Grantee  Name 

ISO/NQSO 

Number  of  Shares 

Vesting 

Dwight  Gibbs 

ISO 

50,000 

25%  at  the  End  of  Years 
1 through  4 

Daphne  Zweifel-Berger 

ISO 

50,000 

25%  at  the  End  of  Years 
1 through  4 

Julie  Santoriello  Chariell 

ISO 

20,000 

25%  at  the  End  of  Years 
1 through  4 

Total: 

120,000 

Exhibit  B 
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CONFIDENTIAL 


INPUT  - A DELAWARE  CORPORATION 
BOARD  OF  DIRECTORS  MEETING 
DECEMBER  17™,  2009 

INPUT  - 2009  COMMON  STOCK  INCENTIVE  PLAN 


AWARD  LEVELS  GUIDELINES  (Ref:  P-A  080  Stock  Plans  Practice): 

1.  Executives  and  Directors  who  have  proven  exceptional  performance  and  contribution  to  the  company,  and  who 
have  successfully  completed  an  adequate  review  period. 

2.  Special  awards  other  than  the  titles  listed  above  for  unusual  and  exceptional  performance. 

FUNCTION:  Ranee 


- Member  of  the  Board  of  Directors  (Annual  Grant) 

- Senior  Vice  President 

- Vice  President 

- Director 


10,000  (On  Anniversary)* 

20.000  - 40,000 

10.000  - 20,000 
5,000  - 10,000 


* As  defined  in  the  Director's  engagement  Letter 


VESTING: 

Standard  Vesting  Schedule:  25%  at  the  end  of  Years  1 to  4 following 

the  Award  Date. 


THE  COMPENSATION  COMMITTEE  RECOMMENDS  THE  FOLLOWING  AWARDS: 

Approved  Price  Per  Share:  $1.00 


NAME 

No.  Curr. 
Shares 

TITLE 

JUSTIFICATION 

STATE 

(l) 

AWARD 

BOARD  DIRECTOR  (NQO): 

(2) 

o 

0 

NEW  AWARDS  TO  EMPLOYEES  (ISO): 

(2) 

0 

0 

(2) 

0 

(2) 

0 

ADDITIONAL  AWARDS  TO  EMPLOYEES  (ISO): 

SVP,  Finance  & 

(2)  Kevin  Gates  40,000  Administration 

Promotion  to  SVP 

10,000 

(2) 

0 

12) 

0 

TOTAL  DISTRIBUTION:  10,000 

PENDING  AWARDS  TO  EMPLOYEES  (ISO): 

(1)  Separate  A ward  Agreement  may  be  required  for  specific  States. 

(2)  Standard  Vesting  Schedule 

(3)  Vesting  Schedule  specified  in  Award  Agreement 

R-DEC  2009  - Option  Award  List  (01)  121509  kdg.xlsx 
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Printed:  12/16/2009 


INPUT  - STOCK  SUMMARY  LIST 
December  15,  2009 


1993  ISO  OPTION  PLAN  EXPIRED  OCT  2003: 


Cumulative  Options  Purchased 

555,000 

Options  Outstanding 

0 

Options  Available 

0 

Tota 

555,000 

2004  ISO  & NQO  OPTION  PLANS  DISCONTINUED  JAN  2009: 

Cumulative  Options  Purchased 

11,000 

Options  Outstanding 

1,731,000 

Options  Available 

0 

Total 

1,742,000 

2009  ISO  & NQO  OPTION  PLANS  AUTHORIZED  JAN  2009: 

Authorized  Options  In  Pool 

500,000 

Price  since  6/1/07  $1 .05 

Cumulative  Options  Purchased 

0 

Options  Outstanding 

350,000 

Options  AVAILABLE 

150,000 

Total 

500,000 

ALL  PLANS  TOTAL  Cumulative  Options  Purchased 

566,000 

ALL  PLANS  TOTAL  Options  Outstanding 

2,081,000 

2009  PLAN  Options  AVAILABLE 

150,000 

Total 

2,797,000 

R-A  080  INPUT  2009  STOCK  RECORDS  at  121509  KDG  xlsx 
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STOCK  OPTION  PLAN 


NQO 

OPTIONS 


ISO 

OPTIONS 


SHARES 
PURCHASED 


BOARD 

AWARDED 

SHARES 


GRAND 

TOTAL 


%of 

GT 


1 

Cayman  EBusiness 

7~525,010 

7,525~010 

71.9% 

2 

William 

Bryant 

200,000 

200,000 

1.9% 

3 

Thomas 

Hewitt 

* 

100.00C 

1 

100,000 

200,000 

1.9% 

4 

Maryann 

Hirsch 

* 

60.00C 

60,000 

0.6% 

5 

Jed 

Laird 

* 

115.00C 

| 

115,000 

1.1% 

6 

Timothy 

Dowd  (Pres/CEO) 

*§ 

1,200,000 

1,200,000 

1 1 .5% 

7 

Rachel 

Parrinello  (Cunningham) 

* 

60,000 

60,000 

0.6% 

TOTAL  BOARD 

335,000  1,200,000  0 

7,825,010 

9,360,010 

89% 

8 

David 

Borland  (GAB) 

* 

1,000 

1 ~ 

1,000 

0.0% 

9 

Carolyn 

Purcell  (GAB) 

* 

1,000 

1,000 

0.0% 

TOTAL  O/S  STAFF  OPTIONS 

2,000 

0 

0 

0 

2,000 

0% 

10 

Mary  Beth 

Cockerham  (SVP) 

* 

50,000 

50,000 

0.5% 

11 

Kevin 

Gates  (VP) 

* 

40,000 

40,000 

0.4% 

12 

Dwight 

Gibbs  (SVP) 

*§ 

250,000 

250,000 

2.4% 

13 

Brian 

Haney  (SVP) 

45,000 

15,000 

60.000 

0.6% 

14 

Kevin 

Plexico  (SVP) 

* 

500,000 

500,000 

4.8% 

15 

Julie 

Santoriello  Chariell  (VP) 

20,000 

20,000 

0.2% 

16 

Daphne 

Zweifel-Berger  (VP) 

* 

50,000 

50,000 

0.5% 

17 

Barbara 

Austin  (Fisher) 

* 

5,000 

5,000 

10,000 

0.1% 

18 

Deepak 

Bhat 

* 

15,000 

5,000 

20,000 

0.2% 

19 

Timothy 

Brett 

* 

2,500 

2,500 

5,000 

0.0% 

20 

Schalene 

Dagutis 

* 

40,000 

40,000 

0.4% 

21 

Megan 

Gamse 

* 

2,500 

2,500 

5,000 

0.0% 

22 

Susan 

Grothoff 

10,000 

10,000 

0.1% 

23 

Dana 

Klein 

* 

2,500 

2,500 

0.0% 

24 

Joshua 

Lockridge 

* 

1,000 

1,000 

0.0% 

25 

Suzy 

Masini  (Haleen) 

* 

2,500 

5,000 

7,500 

0.1% 

26 

James  C. 

Noyes 

* 

6,500 

6,500 

0.1% 

27 

CnlJoAn 

WwTTvUTt 

O'Neill 

* 

0 

i r 

0 

Q Q0/n 

28 

Joe 

Roth 

* 

2,500 

2,500 

0.0% 

29 

Gary  J. 

Sajko 

* 

2,500 

2,500 

0.0% 

30 

Lauren  P. 

Jones  Shu 

* 

10,000 

10,000 

0.1% 

31 

Andrew 

Sung 

* 

10,000 

10,000 

0.1% 

32 

Paul 

Treszczotko 

* 

5,000 

5,000 

0.0% 

33 

Alexander 

Turner 

2,500 

2,500 

0.0% 

TOTAL  STAFF  OPTIONS 

0 

544,000 

566, OOo] 

0 

1,110,000 

11% 

* Vesting  on  all  or  part  of  award(s) 

§ Max.  No.  of  Shares  Reserved,  Award  based  on  Performance 

TOTAL  ALL 

337,000 

1,744,000 

566,000 

7,825,010 

10,472,010 

100% 

ISO  + NQO 

2,081,000 

566,000 

Cumulative 

Outstanding 

Cumulative 

Purchased 

TOTAL 

Shares 

Outstanding 

TOTALS  FROM  1993  PLAN  OPTION  STATUS: 
TOTALS  FROM  2004  PLAN  OPTION  STATUS: 

1,731,000 

555,000 
1 1 ,000 

8,391,010 

TOTALS  FROM  2009  PLAN  OPTION  STATUS: 

350,000 

- 

TOTAL  1993  + 2004  OPTION  PLANS: 

2,081,000 

566,000 
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INPUT 


MEMORANDUM 


DATE:  December  16,  2009 

TO:  INPUT  BOD 

FROM:  Tim  Dowd 

SUBJECT:  Nov  and  YTD  2009  Results 

CC: 


Total  Sales  Orders  for  November  exceeded  Plan  by  $124K  (6%).  There  were  no  Capture  Intelligence 
orders  for  November  ($44K  was  forecast).  However  we  did  secure  a 3 year  Cl  contract  with  Northrop 
Grumman  and  still  on  track  to  meet  2009  Cl  forecast.  Revenues  for  the  month  were  +$120K  (5%)  ahead 
Plan  due  mainly  to  timing  of  Events.  For  the  YTD,  Sales  Orders  (also  without  Cl)  moved  ahead  of  Plan 
by  $252K  (1%),  while  Revenues  of  $23. 5M  are  $222K  ahead  of  Plan  due  primarily  to  Stimulus  sales. 

Total  Expense  variance  versus  Reforecast  for  November  (excluding  Ex-Budget)  was  $96K  unfavorable 
($253K  unfavorable  vs.  Plan).  The  additional  expense  was  driven  by  the  need  to  increase  accruals  for 
Vacation,  Member  Services  bonus  (due  to  above-Plan  performance)  and  Commissions  (due  to  a 
combination  of  adjusting  the  annual  expense  amortization,  and  reserving  for  above-Plan  performance). 
For  the  YTD,  Total  Expenses  (again  excluding  Ex-Budget)  are  $45K  unfavorable  vs.  Plan  due  primarily 
to  Personnel  costs. 

For  the  YTD,  EBITDA  of  $ 1 . 1 7M  was  $ 1 77K  ahead  of  Plan;  Net  Income  (including  Ex-Budget)  was  just 
below  breakeven  (-$7K)  vs.  the  $672K  Plan,  due  mainly  to  Ex-Budget  items  of  $813 K. 

Reforecast  Net  Income  for  November  was  $35K;  the  November  shortfall,  plus  the  current  December 
projection  of  a $42K  loss  (versus  Reforecast  Net  Income  of  $1 54K  for  December)  means  that  we  expect 
to  end  the  year  at  a $49K  loss,  versus  the  Reforecast  Net  Income  of  $89K.  We  are  accruing  nearly  $ 1 60K 
in  additional  sales  & services  incentives  above  our  Reforecast  for  Nov.  & Dec.  to  reserve  for  the  potential 
effects  of  having  a significant  number  of  associates  above  their  quota  for  the  year.  This  is  an  unfortunate 
high  class  problem  that  will  impact  the  year  end  bonus  pool. 


Commentary 

1.  Initiatives  Update. 


NOV  YEAR  TO  DATE  VERSUS  JULY  PLANS 

Orders 

Expenses 

July  Plan 

Actual 

Variance 

July  Plan  Actual 

Variance 

Capture  Intelligence 

287,500 

114,500 

(173,000) 

648,679  405,248 

(243,431) 

Investment  Services 

120,000 

- 

(120,000) 

599,225  711,592 

112,367 

Opportunity  Advisor 

79,359 

84,586 

5,227 

N/A  (1)  15,582 

- 

Task  Order  Op  Notification 

251,020 

19,719 

(231,301) 

N/A  (1)  145,912 

" 

■ See  action  plan  on  Task  Order  product  below 
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2.  Competitive. 

• Reported  competitive  wins  climbed  again  (30);  the  number  was  roughly  double  that  of  Nov 
2008.  Also  similarly  to  last  month.  Centurion  won  8-4  (including  1 switch  loss);  per  Mary 
Beth,  of  the  6 new  business  Centurion  losses,  3 were  known  Centurion  clients  that  we 
pursued  during  their  renewal  period  and  3 involved  new  prospect  inquiries  from  vendors  less 
than  $5M  in  revenue. 


Looking  Forward. 

• Executive  Recruiting 

o Holding  on  New  SVP  New  Product  Development 

• Continued  sales  launch  of  ICIP: 

o Developing  launch  plan  for  Enterprise  sellers  and  Strategic  Member  Advisors  to  sell  Cl 
reports  and  subscriptions.  They  will  have  quota.  Daphne  and  team  will  provide  subject 
matter  expertise  to  support  the  sales  process.  Daphne  will  continue  to  lead  sales  efforts 
while  we  ramp  additional  distribution  capabilities 

• Up  sell  plan  update  (results  represent  dedicated  team  only) 

o Staffing  (1  manager  and  2 sellers)  one  headcount  under  plan.  Offer  has  been  accepted 
and  new  seller  begins  Jan  4,  2010. 

o Nov  Funnel  = $182.5,  expected  closes  $57K,  closed  $55K 

o Dec  Funnel  = $384,  expected  closes  = $8 1 K 

• Technology  plan 

o Search  technology,  Business  Process  Management  System  and  Content  Management 
projects  released  and  underway-  Finalizing  vendor  software  agreements  and  searching 
for  off  shore  implementation  support  services 

o Outside  consultant  1 day  review  of  JAVA  versus  .Net  recommendation  underway  and 
completed  by  12/15 

o Identification  and  Evaluation  of  off  shore  development  resources  to  support  IT  initiatives 


• Investor  Services  (13) 

o 4 companies  and  12  investors  have  agreed  to  participate  in  Beta.  Some  initial  feedback 
gathered,  with  more  to  come  during  week  of  December  14. 

o Strongest  investor  demand  to  date  is  for  defense  company  insight.  Group  is  building  out 
analytical  capability  here 

o Hired  3rd  analyst  who  started  Dec  1 . Looking  to  hire  one  more  asap  with  strong  defense 
background 

o Finalizing  marketing  and  sales  plan  as  well  developing  a plan  for  launching  GovlA  for 
Vendors  earlier  than  planned 

o Gearing  up  for  launch  event  in  late  Jan/early  Feb 


• Events 

o Finalizing  2010  schedule 
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o Last  event  for  2009  scheduled  for  Dec  10lh.  Department  of  Energy  CXO  breakfast 
o Connelly  contract  not  renewed  for  20 1 0 

• Research  and  Analysis  Services 
Five  key  activities  underway 

o Evaluating  existing  business  processes  in  preparation  for  implementation  of  the  Business 
Process  Management  (BPM)  software. 

o Preparing  new  products  planned  for  20 1 0 including: 

■ Competitive  Analysis  (Gov  IA  for  Vendors) 

■ Federal  Sales  Solution  for  Product  Companies 

o Conducting  research  and  preparing  plans  to  expand  Industry  Analysis  in  2010.  Assigned 
Deniece  Peterson  as  Analysis  product  leader 


• Task  Order  Opportunities  Notification  System 
o Sales  have  been  short  of  plan  due  to 

■ Slower  adoption  of  Strategic  Accounts  in  changing  existing  business  processes.  3 
of  the  5 Strategic  Accounts  we’ve  signed  have  only  signed  for  1 vehicle  to  pilot 
the  efforts  before  expanding. 

■ Lack  of  higher  intensity  on  prospects  with  more  contract  vehicles 
o Going  forward,  we  will 

■ Manage  monthly  the  Top  10  prospects  for  the  product  in  each  area  (Sales,  MS 
Up  sell  and  Strategic)  to  ensure  we  focus  on  the  best  accounts.  As  accounts  are 
dropped  (wins  or  losses),  new  companies  will  be  added. 

■ Aggressively  promote  offering  on  Web  site  and  other  publications  e.g.  Bisnow 
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INPUT  - MONTHLY  REPORT 


For  the  Month  Ending  November  30,  2009 


Prepared  December  5,  2009 
PROPRIETARY  & CONFIDENTIAL 

INPUT 

Reston,  VA  20190 
(703)  707-3500 
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2009  Performance  Report 
Net  Contract  Value  - by  Product 


Printed  12/16/2009 


NCV  ($)  (1) 

# Member 
Companies  (2) 

NCV  ($)<1) 

# Member 
Companies  (2) 

NCV  ($) 

NCV  (%) 

# Member 
Companies 
(%> 

Existing  Products 

Federal  IS  Products  (Includes  OIS) 

Total  Federal 

17,915,606 

1574 

20,403,173 

1911 

2,487,567 

t 13.9% 

Total  Undupllcated  Members  Federal 

1463 

1719 

□ 

17.5% 

S&L  IS  Products  (Includes  GovEdge) 

Total  S&L 

3,546,309 

535 

3,965,281 

560 

418,972 

Total  Unduplicated  Members  S&L 

519 

545 

H 

t 11.8%  ^ 

5.0% 

Industry  Analysis  Products  (Includes  Trend 
Advisor) 

Total  Industry  Analysis 

1,197,957 

88 

1,343,729 

102 

145,772 

-fr  12.2% 

Total  Undupllcated  Members  Industry  Analysis 

71 

80 

! 12.7%  | 

New  Products 

Capture  Intelligence  (full  subscription) 

- 

o 

100,000 

3 

100,000 

- 

- 

Opportunity  Advisor  (full  subscription) 

- 

o 

14,500 

1 

14,500 

- 

- 

Total  New  Products 

- 

0 

114,500 

4 

114,500 

i ; 1 

- 

Total  Unduplicated  Members  New  Products 

^zzzzz 

0 

4 

a 

1 

Total  Existing 

22,659,872 

2197 

25,826,683 

2577 

3,166,811 

■f  14.0% 

' 

Total  Unduplicated  Members  (Existing) 

1614 

1869 

15.8% 

Software 

' 

! 

Web  Services 

81,369 

143 

114,661 

174 

33,292 

t 40.9% 

21  7% 

Task  Order  Opportunity  Notification  System  (3) 

- 

0 

20,602 

11 

20,602 

j : 

Total  Software 

81,369 

143 

135,263 

185 

53,894 

1“  66.2% 

Total  Unduplicated  Members  Software 

1 13? 

179 

28.8% 

Total 

22,741,241 

2,340 

25,961,946 

2,762 

3,220,705 

■f  14.2% 

Total  Unduplicated  Members  (4) 

1614 

1870 

15.9% 

Average  Subs/Mbr 

1.45 

1.48 

1.9% 

CV  as  of  November  1st  2008 

22,531,998 

Chanqe  2009/2008 

t 18% 

Unrenewable  Products 

1 ~ = 

Economic  Stimulus  Portal 

47,638 

26 

Federal  Economic  Stimulus  Package 

157,079 

22 

S&L  Economic  Stimulus  Package 

78,069 

16 

Capture  Intelligence  Reports 

14,500 

2 

Total  Unrenewable  Products 

297,286 

66 

1 

Notes: 



1)  Net  Contract  Value  (NCV)  is  equal  to  the  annualized  contract  value  of  active  subscriptions  as  of  the  date  specified  NCV  for  non-subscription  products  is  the  contract  value  sold  for  the 
last  1 2 months. 

2)  Member  Companies  is  equal  to  the  total  number  of  active  subscriptions  at  the  product  level  Total  Member  Companies  is  equal  to  the  number  of  Member  Companies  with  at  least  one 
active  subscription. 

3)  Pre-selling  began  in  May  2009 

4)  Unduplicated  Members  include  renewable  Existing  and  Software  products 
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2009  Performance  Report 
Orders  YTD  & MTD 


Printed:  12/16/2009 


Year-to-Date 

Current  Month 

Actual 

$(000) 

2009 
Original 
Plan  $(000) 

Variance 
to  Plan  (%) 

Prior  Yr. 
$(000) 

Change 
2009/ 
2008  (%) 

Actual 

$(000) 

2009 
Original 
Plan  $(000) 

Variance 
to  Plan  (%) 

Prior  Yr. 
$(000) 

Change 
2009/ 
2008 (%) 

SUBSCRIPTIONS 

New  Business: 

Sales  Teams 

6,608 

6,807 

-3% 

5,400 

22% 

625 

719 

-13% 

401 

56% 

Upsell  (Mbr  Svcs) 

(A) 

1,087 

1,666 

-35% 

1,274 

-15% 

130 

165 

-21% 

102 

28% 

Total 

7,695 

8,474 

-9% 

6,674 

15% 

755 

884 

-15% 

503 

50% 

Renewals: 

Renewal  Sales 

14,410 

13,636 

6% 

12,487 

15% 

1,344 

1,121 

20% 

1,057 

27% 

Renewal  Rate 

78.5% 

74.3% 

4.2% 

73.6% 

4.9% 

86.1% 

71.8% 

14.3% 

70.0% 

16.1% 

Total  Subscriptions 

22,105 

22,110 

0% 

19,160 

15% 

2,099 

2,006 

5% 

1,560 

35% 

EVENTS 

Attendance 

585 

784 

-25% 

509 

15% 

45 

50 

-10% 

22 

104% 

Sponsorship 

288 

252 

14% 

181 

59% 

37 

41 

-9% 

15 

154% 

Total  Events 

873 

1,036 

-16% 

690 

26% 

82 

91 

-10% 

37 

124% 

OTHER 

Reports  & Documents 

Stimulus  (including  Portal) 

302 

- 

0% 

- 

0% 

- 

0% 

- 

0% 

Opportunity  Advisor  (Reports  Only) 

70 

- 

0% 

- 

0% 

16 

0% 

- 

0% 

Other  Reports  & Documents 

251 

188 

34% 

233 

7% 

41 

15 

182% 

10 

293% 

Total  Reports  & Documents 

623 

188 

232% 

233 

167% 

58 

15 

298% 

10 

455% 

Speaker  Fees 

14 

46 

-70% 

- 

0% 

1 

4 

-84% 

- 

0% 

Other 

17 

- 

0% 

18 

-6% 

- 

- 

0% 

- 

0% 

TOTAL  BUDGETED  SALES 
ORDERS 

23,631 

23,379 

1% 

20,101 

18% 

2,239 

2,115 

6% 

1,607 

39% 

Ex -Budget:  (reported  vs.  R« 

(forecast) 



Capture  Intelligence 

115 

116 

-1% 

- 

0% 

- 

44 

-100% 

- 

0% 

Grand  Total  Orders 

23,746 

23,495 

1% 

20,101 

18% 

2,239 

2,158 

4% 

1,607 

39% 

NOTES: 

. 

(A)  Upsell  includes  Strategic  team 
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2009  Performance  Report  Printed  12/1 6/2009 

Orders  by  LOB  by  Month 


Orders  b 

Month  - 2009  Actual 

$000) 

Jan 

Feb 

Mar 

IstQtr 

Apr 

May 

Jun 

2nd  Qtr 

Jul 

Aug 

Sep 

3rd  Qtr 

Oct 

Nov 

Dec 

4th  Qtr 

Year 

actual 

actual 

actual 

actual 

actual 

actual 

actual 

actual 

actual 

actual 

actual 

actual 

actual 

actual 

plan 

act/pian 

act/plan 

SUBSCRIPTIONS 

Available  Renewals 

1,900 

1,945 

1,632 

5.476 

1,407 

1.509 

1,782 

4,697 

1,463 

1.852 

1,590 

4,904 

1.712 

1,561 

3,569 

6,842 

21,920 

Renewal  Subscription  Orders 

1,489 

1,379 

1,228 

4,096 

1,166 

1,280 

1,256 

3,703 

1,087 

1,459 

1,221 

3,767 

1,500 

1,344 

2,781 

5,625 

17,191 

New  Subscription  Orders 

665 

585 

674 

1,924 

743 

632 

665 

2,040 

649 

691 

826 

2,166 

810 

755 

1,276 

2,842 

8,972 

Sales  Teams 

549 

482 

610 

1.640 

632 

579 

557 

1.76B 

5 77 

592 

722 

1,891 

684 

625 

943 

2.252 

7.551 

Upsell  (Mbr  Svcs) 

116 

103 

65 

284 

111 

53 

108 

271 

73 

99 

104 

275 

126 

130 

334 

590 

1.421 

- 

Other 

. 

- 

- 

- 

. 

- 

- 

- 

- 

_ 

- 

- 

. 

Total  Subscriptions 

2,154 

1,964 

1,903 

6,021 

1,909 

1,912 

1,921 

5,743 

1,737 

2,149 

2,047 

5,933 

2,310 

2,099 

4,058 

8,467 

26,163 

2009  Original  Plan 

2,063 

2,166 

1,970 

6.200 

1,758 

1.814 

2,098 

5,669 

1,842 

2,268 

2,028 

6,138 

2.098 

2,006 

4.058 

8,161 

26,168 

Prior  Year 

1.877 

1,868 

2,077 

5.822 

1,458 

1.493 

1,729 

4,681 

1.517 

2,032 

1,660 

5,210 

1.887 

1,560 

3,831 

7,278 

22.991 

Change  2009  / 2008 

3% 

23% 

14% 

16% 

14% 

EVENTS 



Attendance 

12 

63 

71 

146 

43 

24 

25 

92 

48 



76 

65 

189 

113 

45 

17 

175 

602 

Sponsorships 

5 

9 

10 

24 

9 

13 

21 

43 

55 

43 

28 

126 

58 

37 

34 

129 

321 

Total  Events 

17 

71 

81 

170 

52 

36 

46 

134 

103 

119 

93 

316 

171 

82 

51 

304 

924 

2009  Original  Plan 

12 

55 

57 

124 

123 

182 

91 

395 

62 

86 

134 

282 

145 

91 

51 

286 

1.087 

HZZZ: 

OTHER 

Reports  & Documents 

Stimulus  (including  Portal) 

- 

2 

152 

153 

61 

34 

41 

136 

11 

- 

11 

1 

- 

2 

302 

Opportunity  Advisor  (Reports  Only 

- 

- 

- 

- 

- 

- 

- 

- 

7 

23 

29 

24 

16 

- 

41 

70 

Other  Reports  & Documents 

19 

13 

9 

41 

8 

28 

2 

38 

36 

19 

33 

87 

43 

41 

25 

109 

276 

Total  Reports  & Documents 

19 

15 

161 

195 

70 

62 

43 

174 

36 

36 

55 

127 

69 

58 

25 

152 

648 

Speaker  Fees 

- 

1 

1 

7 

- 

1 

8 

- 

- 

- 

- 

5 

1 

4 

9 

18 

Other 

- 

- 

10 

10 

3 

3 

- 

4 

- 

4 

17 

Total  Other 

19 

15 

172 

206 

80 

62 

44 

185 

36 

36 

55 

127 

tT 

59 

30 

165 

682 

2009  Original  Plan 

14 

20 

17 

51 

23 

11 

27 

61 

12 

41 

18 

71 

31  4 

19 

30 

79 

263 

Total  Budgeted  Orders 

2,190 

2,050 

2,156 

6,396 

2,041 

2,010 

2,011 

6,062 

1,876 

2,304 

2,195 

6,376 

2,558 

2,239 

4,138 

8,935 

27,769 

2009  Original  Plan 

2,089 

2,241 

2,044 

6.374 

1,904 

2,006 

2,215 

6,126 

1,916 

2,395 

2,180 

6,491 

2,274 

2,115 

4,138 

8,527 

27,517 

Ex 

-Budget: 

- 

Capture  Intelligence 

- 

. 

. 

- 

- 

- 

- 

- 

- 

- 

50 

50 

65 

- 

65 

115 

Total  Orders 

2,190 

2,050 

2,156 

6,396 

2,041 

2,010 

2,011 

6,062 

1,876 

2,304 

2,245 

6,425 

2,623 

2,239 

4,138 

9,000 

27,884 

LI 

ToUl  Orders  - 2008 

1,930 

1,959 

2,173 

6,062 

1,538 

1,569 

1,842 

4,949 

1,618 

2,153 

1,758 

5,527 

1,957 

1,607 

3,873 

7,436 

23,974 

CASH  EXPENDITURES 

feast 

Operating  expenses  (1) 

(2,235) 

(2,193) 

(1,742) 

(6.170) 

(1.868) 

(1,816) 

(1.789) 

(5.473) 

(1.924) 

(1.952) 

(2,014) 

(5,890) 

(2,279) 

(2,020) 

(2,000) 

(6,299) 

(23,832) 

Capital  expenditures  (2) 

(40) 

(13) 

(74) 

(127) 

(12) 

(47) 

(18) 

(77) 

(64) 

(61) 

(56) 

(180) 

(76) 

(8) 

(21) 

(105) 

(489) 

Financing  expenditures  (3) 

(2) 

(5) 

r Q 

(7) 

1 

(2) 

(52) 

(54) 

(3) 

(3) 

(3) 

(8) 

(3) 

(3) 

(3) 

(8)1 

(77) 

(2,278) 

(2,211) 

(1.816) 

(6,305) 

(1,878) 

(1,866) 

(1,860) 

(5,604) 

(1,990) 

(2,015) 

(2,072) 

(6,078) 

(2,358) 

(2,030) 

(2,024) 

(6,412) 

(24,398) 

M 

THLY  SALES  NET  OF 

CASH  EXPENDITURES 

(88) 

(161) 

340 

91 

162 

145 

151 

458 

(114) 

289 

124 

298 

200 

209 

2,114 

2,524 

3,371 

Y1 

rD  SALES  NET  OF 

CASH  EXPENDITURES 

!ML 

(249) 

91 

91 

254 

398 

550 

550 

435 

724 

848 

848 

1,048 

1,257 

3,371 

3,371 

3,371 

Notes 

(1)  All  cash  disbursements  (excludes  customer  refunds) 

(2)  & (3)  Per  the  Cash  Flow  Statement 
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2009  Performance  Report 
Competitive  Won  Lost  Trend 


Printed:  12/16/2009 


$500,000 

$450,000 

$400,000 

$350,000 

$300,000 

(/> 

i_ 

■§  $250,000 

o 

«» 

$200,000 

$150,000 

$100,000 

$50,000 

$0 


Competitive  Won  Lost  - Rolling  13  Months 


40 

35 

30 

25 

20 

15 

10 

5 

0 


Nov-08  Dec-08  Jan-09  Feb-09  Mar-09  Apr-09  May-09  Jun-09  Jul-09  Aug-09  Sep-09  Oct-09  Nov-09 


HBMWinsS 

riT.T,:'^3  Losses$ 

- - - - Wins# 

— ►. — Losses# 

For  the  Period  Ending  November  30,  2009 

— 

Won 

Lost 

Win  Rates 

Competitors 

# of 

CV$ 

#of 

CV$ 

by# 

by  $ 

BidNet.com 

2 

$6,900 

0 

$0 

100% 

100% 

Carrolls 

1 

$10,105 

0 

$0 

100% 

100% 

Center  for  Digital  Government 

0 

$0 

1 

$20,300 

o 

Np 

0% 

Centurion 

4 

$83,723 

8 

$74,490 

33% 

53% 

E-Pipeline 

3 

$15,400 

2 

$23,800 

60% 

39% 

Onvia 

1 

$29,520 

3 

$30,465 

25% 

49% 

Other  Unknown 

0 

$0 

1 

$13,150 

0% 

0% 

FindRFP 

1 

$8,704 

0 

$0 

100% 

100% 

Federal  Sources  - Federal 

18 

$217,024 

9 

$146,910 

67% 

60% 

Grand  Total 

30 

$371,376 

24 

$309,115 

56% 

55% 
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# Orders 


2009  Performance  Report 
Competitive  Switches  Trend 


Printed:  12/16/2009 


Competitive  Switch  Won  Lost  Trend  - Rolling  13  Months 


wmm  wins $ es-ss  Losses$  — » — Wins#  — *—  Lasses# 


For  the  Period  Ending  November  30,  2009 

V 

Von 

Lost 

Win  Rates 

i 

Competitors 

# of 

CVS 

# of 

cv$ 

by# 

by  $ 

Federal  Sources  - Federal 

4 

$33,490 

0 

$0 

100% 

100% 

Onvia 

0 

$0 

1 

$14,365 

0% 

0% 

FindRFP 

1 

$8,704 

0 

$0 

100% 

100% 

Centurion 

0 

$0 

1 

$5,940 

0% 

0% 

BidNet.com 

1 

$4,400 

0 

$0 

100% 

100% 

E-Pipeline 

1 

$4,400 

0 

$0 

100% 

100% 

— 

Grand  Total 

7 

$50,994 

2 

$20,305 

78% 

72% 
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2009  Performance  Report 
Income  Stmt  - MTD 


Date  Printed:  12/16/2009 


MONTH-TO-DATE 

Actual  ($) 

Prior  Yr.($) 

Change  2009 / 
2008 (%) 

Original  Plan 
(*) 

Variance  to 
Original  Plan 
(%) 

Revenue 

Subscriptions 

2,135,423 

1,871,205 

14% 

2,152,725 

-1% 

Events 

191,702 

13,768 

1292% 

107,570 

78% 

Other 

72,103 

45,730 

58% 

18,683 

286% 

Total  Net  Revenue 

2,399,228 

1,930,703 

24% 

2,278,978 

5% 

Operations,  Total 

480,192  I 

455,430 

-5% 

473.410 

-1% 

% of  Revenue 

20% 

24% 

4% 

21% 

1% 

Member  Services,  Total 

373,150 

304,648 

-22% 

31 9,053 

^1 7 % 

%of  Revenue 

16% 

16% 

0% 

14% 

__  -2% 

Cost  of  Services,  Total 

853,342 

760,078 

-12% 

792,463 

-8% 

% of  Revenue 

36% 

39% 

4% 

35% 

-1% 

Gross  Income  / (Loss) 

1,545,885 

1,170,625 

32% 

1.486,515 

4% 

Gross  Profit  % 

64% 

61% 

4% 

65% 

-1% 

Sales,  Total 

475,601 

377,093 

-26% 

389,607 

-22% 

% of  Revenue 

20% 

20% 

0% 

17% 

-3% 

Marketing,  Total 

138,531 

135,272 

-2% 

157,156 

12% 

% of  Revenue 

6% 

7% 

1% 

7% 

1% 

R&D,  Total 

179,204 

101,908 

-76% 

132,344 

-35% 

% of  Revenue 

7% 

5% 

-2% 

6% 

-2% 

General  & Administrative,  Total 

430,229 

379,853 

-13% 

404,801 

-6% 

% of  Revenue 

18% 

20% 

2% 

18% 

0% 

Corporate  Expenses,  Total 

63,949 

56,402 

-13% 

56,045 

-14% 

% of  Revenue 

3% 

3% 

0% 

2% 

0 % 

Investment  Svcs  (split  w/Ex-Budget) 

53,763 

- 

0% 

- 

0% 

Capture  Intelligence  >$400K  Net  Loss 

- 

0% 

- 

0% 

Loss  on  Product  Sunset  (IEP) 

- 

- 

0% 

- 

0% 

Provision  for  Bonuses 

76,583 

37,404 

-105% 

85,783 

11% 

Total  Expenses 

2,271,201 

1,848,010 

23% 

2,018,199 

^3% 

EBITDA 

128,027 

82,693 

55% 

260,780 

-51% 

% of  Revenue 

5% 

4% 

1% 

11% 

-6% 

Depreciation  & Amortization 

35,446 

32,121 

-10% 

38,076 

7% 

Operating  Income  / (Loss) 

92,581 

50,572 

83% 

222,704 

-58% 

Inc 

Other  Revenues  / (Expenses) 

3,204 

16,391 

-80% 

12,120 

-74% 

ome  / (Loss)  Before  taxes 

95,785 

66,963 

43% 

234,824 

-59% 

Provision  for  Income  Taxes 

- 

- 

0% 

44,078 

-100% 

Net  Income  / (Loss) 

95,785 

66,963 

43% 

190,746 

-50% 

% of  Revenue 

4% 

3% 

1% 

8% 

-4% 

Ex 

Budget: 

AGI  Project 

- 

- 

0% 

- 

0% 

Chairman's  Bonus 

(13,750) 

Capture  Intelligence  (Net) 

(49,687) 

- 

0% 

- 

0% 

Investment  Services 

(53,763) 

- 

0% 

- 

0% 

Net  Income  / (Loss),  adjusted 

(21,415) 

66,963 

-132% 

190,746 

-111% 

% of  Revenue 

-1% 

3% 

— m — 

8% 

-9% 

NO 

TES  / INSIGHTS: 

J 

(A) 

Percentages  are  presented  as  positive  for  favorable,  negative  for  unfavorable 

(B)  Revenue  variance  (vs  Original  Plan): 

Events  - Favorable  due  primarily  to  FedFocus  timingjPlan  has  Oct,  actually  held  in  Nov) 

Other  Rev  - Actual  Includes  $1 3k  for  Stimulus,  Opportunity  Advisor  $1 2k,  Industry  Reports  $20k 

(C)  Favorable  exp  variances  (vs  Paginal  Plan):  Recruiting  $23k;  Misc  Office/Computer  Supplies  $12k; 

Unfavorable  exp  variances  tvs.  Original  Plan):  Personnel  $195k  (primarily  vacation  accrual  of  $35K  plus  reserves  for 
sales  & services  incentives  of  $1 10k  due  to  orders  performance);  Events  $53k  (FedFocus  plan  Oct  - held  in  Nov); 

1 1 Legal  Exp  $1 7k;  Investment  Services  costs  $53k  (non-Ex-Budqet  portion)  1 

Note:  above  variances  do  not  include  Ex-Budget  items 

(D) ; Corporate  Expenses  includes  Board  expenses  (incl.  all  Cunningham  costs),  one-time  corporate  items  such  as  CEO 

recruitment  and  the  Delaware  reincorporation,  Board-related  legal  fees,  and  similar  items. 

(E) l  Provision  for  Bonuses  includes  the  bonus  accrual  for  all  non-sates  & mbr  svcs.  staff  (Chairman  is  Ex-Budget^ 

(F)  Prior  year  amounts  have  been  revised  to  reflect  the  bonus  provision  on  a straight-line  basis [ 

(Gt  Straight-lined  report  revenue  has  been  reclassified  from  Subscriptions  to  Other  (prior  periods  and  2008  have  been  restated) 
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Proprietary  / Confidential  - INPUT 


2009  Performance  Report 
Income  Stmt  - YTD 


Date  Pnnled:  12/16/2009 


YEAR-TO-DATE 

Actual  ($) 

Prior  Yr.  ($) 

Change  2009 1 
2008 (%) 

Original  Plan 
($) 

Variance  to 
Original  Plan 
(%) 

Revenue 

Subscriptions 

22,013,713 

19,934,392 

10% 

22,059,095 

0% 

Events 

840,184 

644,683 

30% 

999,310 

-16% 

Other 

659,659 

289,441 

128% 

233,355 

183% 

Total  Net  Revenue 

23,513,555 

20,868,516 

13% 

23,291,760 

1% 

Operations,  Total 

5,094,740 

5,291,669 

4% 

5,449, 203j 

7% 

% of  Revenue 

22% 

25% 

4% 

23% 

2% 

Member  Services,  Total 

3,261,574 

3,226,129 

-1% 

3,374,229 

3% 

% of  Revenue 

14% 

15% 

2% 

14% 

i% 

Cost  of  Services,  Total 

8,356,313 

8,517,798 

2% 

8,823,432 

5% 

% of  Revenue 

36% 

41% 

5% 

38% 

2% 

Gross  Income  / (Loss) 

15/157,242 

12,350,718 

23% 

14,468,328 

5% 

Gross  Profit  % 

64% 

59% 

5% 

62% 

2% 

Sales,  Total 

4,351,997 

4,355,643 

0% 

4,309,011 

-i% 

% of  Revenue 

19% 

21% 

2% 

19% 

0% 

Marketing,  Total 

1,632,154 

1,001,441 

-63% 

1,719,575 

5% 

% of  Revenue 

7% 

5% 

-2% 

7% 

0% 

R&D,  Total 

1,869,764 

1,345,227 

-39% 

1,423,643 

-31% 

% of  Revenue 

8% 

6% 

-2% 

6% 

-2% 

General  & Administrative,  Total 

4,328,800 

4,058.123 

-7% 

4,456,518 

3% 

. * 

Corpc 

of  Revenue 

18% 

19% 

1% 

19% 

i% 

rate  Expenses,  Total 

662,713 

761,665 

13% 

623,673 

-6% 

% of  Revenue 

3% 

4% 

1% 

3% 

0% 

Investment  Svcs  (split  w/Ex-Budget) 

161,043 

- 

0% 

T 

0% 

Capture  Intelligence  >$400K  Net  Loss 

- 

0% 

- 

0% 

Loss  on  Product  Sunset  (IEP) 

- 

67,749 

100% 

- 

0% 

Provision  for  Bonuses 

981,813 

411,452 

-139% 

943,609 

-4% 

Total  Expenses 

22,344,598 

20,519,098 

-9% 

22,299,461 

0%  __ 

EBITDA 

1,168,958 

~ 349,418 

235% 

992,299 

18% 

% of  Revenue 

5% 

2% 

3% 

4% 

i% 

Depreciation  & Amortization 

407,673 

362,801 

-12% 

395,326 

-3% 

Operating  Income  / (Loss) 

761,285 

(13,383) 

- 

596,973 

28% 

Other  Revenues  / (Expenses) 

44,472 

172,259 

-74% 

119, 780 

-63% 

Income  / (Loss)  Before  Taxes 

805,757 

158,876 

407% 

716,753 

12% 

Provision  for  Income  Taxes 

- 

- 

0% 

44,078 

-100% 

Net  Income  / (Loss) 

805,757 

158,876 

407% 

672,675 

20% 

% of  Revenue 

3% 

1% 

3% 

3% 

i% 

Ex-Budget: 

AGI  Project 

(120,687) 

- 

0% 

- 

0% 

Chairman's  Bonus 

(151,250) 

Capture  Intelligence  (Net) 

(379,846) 

- 

0% 

- 

0% 

Investment  Services 

(161,043) 

- 

0% 

- 

0% 

Net  Income  / (Loss),  adjusted 

(7,070) 

158,876 

-104% 

672,675 

-101% 

% of  Revenue 

0% 

1% 

-1% 

3% 

-3% 

NOTES  / INSIGHTS: 

(A)  Percentages  are  presented  as  positive  for  favorable,  negative  for  unfavorable 


(BV  Revenue  variance  (vs.  Original  Plan);  Events  - Conference  attendance  fell  short  of  Plan;  Two  How  To  events  in  the  Plan 
were  not  held;  One  Teaming  event  vs.  Two  in  the  Plan;  FedFocus  in  Oct.  for  Plan,  Nov  for  Actual 
I j Other  Rev  - Actual  includes  $274k  for  Stimulus  (including  e-commerce)  plus  <13k  for  custom  data  pulls  i 

(C)  Favorable  exp  variances  Ivs.  Original  Plan):  till 

I ; Recruiting  $108k;  Misc  Office/Computer  Supplies  $108k;  Marketing  $65k  (S16k  advertising,  web, 

collateral,  etc.  & $49k  for  marketing  events);  Telecom  $29k;  Travel  $27k;  Membership  Dues  $12k 
Unfavorable  exp  variances  (vs.  Original  Plant:  Personnel  $38k  (avg  headcount  below  Plan  offset  by  contract  labor,  plus 
above-Plan  incentive  accruals);  Training  $79k  (Scrum  plus  timing  of  Sales  training);  Legal  expenses  $98k 

(includes  $24k  for  one-time  Practices/Handbook  reviews);  Investment  Services  costs  SI  61  k (non-Ex-Budget 

portion);  Bonus  $38k  (increased  accrual  beginning  in  Aug  due  to  revenue  performancej  1 , 

Note:  above  variances  do  not  include  Ex-Budget  items 

(D)  [Corporate  Expenses  includes  Board  expenses  (incl.  all  Cunningham  costs),  one-time  corporate  items  such  as  CEO 

recruitment  and  the  Delaware  reincorporation,  Board-related  legal  fees,  and  similar  items. 

(E)  Provision  for  Bonuses  includes  the  bonus  accrual  for  all  non-sales  & mbr  svcs.  staff.  I I 

Prior  periods  have  been  revised  to  reflect  the  2009  accrual  for  the  Chairman. 

(F)  Prior  year  amounts  have  been  revised  to  reflect  the  bonus  provision  on  a straight-line  basis 

(G)  Time  charged  to  products  under  development  by  individuals  jn  Marketing  & Operations  has  been  reclassified  + 

to  R&D  Personnel  - $46k  YTD  (excl.  Ex-Budget);  YTD  Capitalized  Platform/Website  costs  are  $64k 

(H>  Straight-lined  report  revenue  has  been  reclassified  from  Subscriptions  to  Other  (prior  periods  and  2008  have  been  restated) 
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Proprietary  / Confidential  - INPUT 


2009  Performance  Report 
Income  Stmt  Actual-Projected 


Printed  12/16/2009 


— 

1 

— 

2009  ACTUAL  / ORIGINAL  PROJECTED  ($000s) 

Jan 

Feb 

Mar 

Apr 

May 

Jun 

Jul 

Aug 

Sep 

Oct 

Nov 

Dec 

Year 

Original 

Plan 

Variance  to 
Orig  Plan 

Actual 

Actual 

Actual 

Actual 

Actual 

Actual 

Actual 

Actual 

Actual 

Actual 

Actual 

Projected 

Actual/P  roj 

Orders 

' 

Renewal  Base 

1,900 

1,945 

1,632 

1,407 

1,509 

1,782 

1,463 

1,852 

1,590 

1,712 

1,561 

3,569 

21,920 

Subscriptions  - Renewal 

— 

1,489 

1,379 

1,228 

1,166 

1,280 

1256 

1,087 

1,459 

1 .221 

1,500 

1,344 

2J81~ 

17,191 

16,418 

774 

Renewal  rate 

78% 

71% 

75% 

83% 

85% 

71% 

74% 

79% 

77% 

88% 

86% 

78% 

78% 

Subscriptions  - New 

665 

585 

674 

743 

632 

665 

649 

691 

826 

810 

755 

1,276 

8,972 

9,750 

(778) 

Sales  Teams 

549 

482 

610 

632 

579 

557 

577 

592 

722 

684 

625 

943 

7,551 

7,750 

(199) 

Upsell 

116 

103 

65 

111 

53 

108 

73 

99 

104 

126 

130 

334 

1,421 

2,000 

(579) 

Events 

17 

71 

81 

52 

36 

46 

103 

119 

93 

171 

82 

51 

924 

1,087 

(163) 

Other  (Includes  Stimulus) 

19 

15 

172 

80 

62 

44 

36 

36 

55 

77 

59 

30 

682 

263 

420 

Total  Budgeted  Orders 

2,190 

2,050 

2,156 

2,041 

2,010 

2,011 

1,876 

2,304 

2,195 

2,558 

2,239 

4,138 

27,769 

27,517 

252 

Total  Orders  - 2008 

1,930 

1,959 

2,173 

1,538 

1,569 

1,842 

1,618 

2,153 

1,756 

1,957 

1,607 

3,873 

23,974 

Ex-Budget: 

Capture  Intelligence 

- 

- 

- 

- 

- 

- 

- 

- 

50 

65 

- 

115 

- 

115 

Total  Orders 

2,190 

2,050 

2,156 

2,041 

2,010 

2,011 

1,876 

2,304 

2,245 

2,623 

2,239 

4,138 

27,884 

27,517 

366 

— 

Revenue 

Subscriptions 

1,909 

1,919 

1,919 

1,955 

1,986 

2,005 

2,029 

2,009 

2,051 

2,097 

2,135 

2,178 

24,192 

24,236 

(44) 

Events 

1 

100 

104 

10 

78 

49 

41 

63 

93 

110 

192 

80 

920 

1,073 

(153) 

Other 

25 

32 

42 

108 

69 

36 

37 

93 

69 

77 

72 

80 

740 

263 

477 

Total  Net  Revenue 

1,935 

2,050 

2,064 

2,073 

2,133 

2,091 

2,107 

2,165 

2,213 

2,283 

2,399 

2,338 

25,852 

25,572 

280 

% Growth 

6% 

1% 

0% 

3% 

-2% 

1% 

3% 

2% 

3% 

5% 

-3% 

Prior  Year 

1,820 

1,825 

1,883 

1,937 

1,825 

1,917 

1,850 

1,886 

1,956 

2,038 

1,931 

1,940 

22,809 

Ope 

rations 

Personnel 

383 

389 

402 

385 

400 

405 

396 

388 

389 

397 

413 

413 

4,762 

4,980 

(218) 

Other  Expense 

45 

85 

80 

32 

80 

59 

50 

67 

91 

91 

67 

61 

807 

949 

(142) 

Operations,  Total 

428 

473 

483 

417 

480 

464 

447 

454 

480 

488 

480 

474 

5,569 

5,928 

(359) 

% of  Revenue 

22% 

23% 

23% 

20% 

22% 

22% 

21% 

21% 

22% 

21% 

20% 

20% 

22% 

23% 

1 _ _ 

Member  Services 

Personnel 

— 

269 

259 

260 

264 

255 

266 

280 

290 

292 

282 

358 

298 

3,373 

3,516 

(144) 

Other  Expense 

2 

12 

13 

13 

15 

7 

39 

16 

23 

31 

15 

15 

202 

176 

26 

Member  Services,  Total 

271 

271 

273 

277 

270 

273 

320 

306 

315 

313 

373 

313 

3.575 

3,692 

(117) 

% of  Revenue 

14% 

13% 

13% 

13% 

13% 

13% 

15% 

14% 

14% 

14% 

16% 

13% 

14% 

14% 

~ n " 

Cost  of  Services,  Total 

699 

745 

755 

694 

750 

738 

766 

760 

795 

801 

853 

787 

9,143 

9,620 

(477) 

* of  Revenue 

36% 

36% 

37% 

33% 

35% 

35% 

36% 

35% 

36% 

35% 

36% 

34% 

It  ” ... 

Gross  Income  / (Loss) 

1.236 

1,306 

1,309 

1,379 

1,383 

1,353 

1,340 

1,405 

1,418 

1,482 

1,546 

1,551 

16,708 

15,952 

756 

Gross  Profit  % 

64% 

64% 

63% 

67% 

65% 

65% 

64% 

65% 

64% 

65% 

64% 

66% 

65% 

62% 

— 

— 

Sales 

Personnel 

381 

356 

343 

365 

349 

341 

365 

343 

375 

412 

457 

457 

4,542 

4,372 

170 

Other  Expense 

18 

18 

24 

21 

21 

16 

45 

22 

36 

26 

18 

27 

294 

330 

(36j 

Sales.  Total 

399 

373 

367 

386 

371 

357 

410 

365 

411 

438 

476 

484 

4,836 

4,702 

134 

% of  Revenue 

21% 

18% 

18% 

19% 

17% 

17% 

19% 

17% 

19% 

19% 

20% 

21% 

19% 

18% 

— 

Marketing 

Personnel 

64 

53 

77 

84 

94 

91 

81 

96 

100 

97 

65 

65 

966 

1,118 

(151) 

Other  Expense 

69 

87 

59 

47 

54 

50 

99 

56 

63 

73 

74 

74 

805 

758 

47 

Marketing,  Total 

133 

140 

136 

131 

148 

142 

180 

152 

163 

169 

139 

139 

1,771 

1,876 

(105) 

% of  Revenue 

7% 

7% 

7% 

6% 

7%  7% 

9% 

7% 

7% 

7% 

6% 

6% 

7% 

7% 

1 i 

1 
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2009  Performance  Report  primed:  12/16/2009 

Income  Stmt  Actual-Projected 


Jan 

Feb 

Mar 

Apr 

May 

Jun 

Jul 

Aug 

Sep 

Oct 

Nov 

Dec 

Year 

Original 

Plan 

Variance  to 
Orig  Plan 

Actual 

Actual 

Actual 

Actual 

Actual 

Actual 

Actual 

Actual 

Actual 

Actual 

55 — 

Actual 

Projected 

Actual/Proi 

■ 

R&C 



' 

Personnel 

80 

122 

104 

100 

113 

182 

188 

211 

148 

171 

183 

190 

1,793 

1,384 

409 

R&C 

Other  Expense 

24 

2 

5 

16 

29 

53 

96 

27 

9 

72 

(3) 

13 

344 

170 

174 

Capitalized  Platform/Website  Cos 

ts 

(37) 

(24) 

(2) 

(64) 

(64) 

, Total 

104 

124 

110 

116 

142 

235 

284 

238 

119 

219 

179 

203 

2,073 

1,554 

519 

% of  Revenue 

5% 

6% 

5% 

6% 

7% 

11% 

13% 

11% 

5% 

10% 

7% 

9% 

8% 

6% 

. _l_  . 

General  & Administrative 

Personnel 

141 

134 

134 

138 

135 

138 

142 

147 

145 

156 

155 

155 

1,720 

1,603 

117 

Other  Expense 

236 

233 

253 

269 

245 

241 

253 

245 

240 

272 

276 

271 

3,035 

3,258 

(223) 

General  & Administrative,  Total 

377 

367 

387 

407 

381 

379 

395 

392 

385 

428 

430 

426 

4,755 

4,861 

(106) 

% of  Revenue 

20 % 

18% 

19% 

20 % 

18% 

18% 

19% 

18% 

17% 

19% 

18% 

18% 

18% 

19% 

rzzzl 

Corporate  Expenses 

Personnel 

34 

39 

33 

34 

33 

33 

35 

33 

34 

33 

33 

33 

407 

407 

(1) 

Other  Expenses 

25 

24 

26 

20 

28 

33 

22 

20 

24 

36 

31 

23 

312 

272 

40 

Cor[ 

>orate  Expenses,  Total 

59 

63 

59 

54 

62 

66 

57 

53 

57 

69 

64 

56 

719 

680 

39 

- 

% of  Revenue 

3% 

3% 

3% 

3% 

3% 

3% 

3% 

2% 

3% 

3% 

3% 

2% 

3% 

3% 

Investment  Svcs  (split  w/Ex-Budget) 

- 

5 

7 

3 

7 

17 

38 

31 

54 

54 

215 

. 

215 

Capture  Intelligence  >$400K  Net  Loss 

- 

. 

. 

Provision  for  Bonuses 

86 

86 

86 

86 

86 

86 

86 

102 

102 

102 

77 

77 

1,058 

1,029 

29 

_ j i 

Total  Expenses 

1.856 

1,898 

1,900 

1,878 

1,947 

2,005 

2,184 

2,079 

2.070 

2.257 

2.271 

2,226 

24,571 

24,322 

249 

Prior  Year 

1,889 

1,811 

1,913 

2,000 

1,871 

1,837 

1,858 

1,803 

1,803 

1,886 

1,848 

1.744 

22,263 



EBITDA 

79 

153 

164 

195 

9% 

186 

86 

(77) 

86 

143 

26 

128 

112 

1,281 

1,250 

31 

% of  Revenue 

4% 

7% 

8% 

9% 

4% 

-4% 

4% 

6% 

1% 

5% 

5% 

5% 

5% 

1 

Depreciation  & Amortization 

35 

34 

37 

37 

38 

38 

39  38 

38 

39 

35 

35 

443 

434 

9 

Operating  Income  / (Loss) 

44 

118 

127 

158 

149 

48 

(116) 

48 

105 

(12) 

1 

93 

77 

838 

816 

22 

I T 

...  ..  ... 

Inco 

Other  Revenues  / (Expenses) 

6 

5 

5 

5 

4 

4 

3 

3 

3 

3 

3 

3 

47 

132 

(85) 

me  / (Loss)  Before  Taxes 

50 

123 

133 

163 

153 

52 

(113) 

51 

108 

(9) 

96 

80 

886 

949 

(63) 

Provision  for  Income  Taxes 

. 

. 

- 

- 

- 

- 

- 

. 

. 

. 

. 

. 

132 

(132) 

Net  Income  / (Loss) 

50 

123 

133 

163 

153 

52 

(113) 

51 

108 

(9) 

96 

80 

886 

817 

69 

% of  Revenue 

3% 

6% 

6% 

8 % 

7% 

2% 

-5% 

2% 

5% 

0% 

4% 

3% 

3% 

3% 

Ex-Budget: 

AGI  Project 

(34) 

(9) 

(8) 

(42) 

(27) 

. 

- 

- 

- 

- 

(121) 

_ 

(121) 

Chairman's  Bonus 

0«) 

(14) 

(14) 

(14) 

1 . (14) 

(14) 

_ (14) 

(14) 

_ _ (14) 

(14) 

(14) 

(14) 

(165) 

(165) 

Capture  Intelligence  (Net) 

— 

H 

(6) 

. (47) 

(33) 

(38) 

(30) 

(67) 

m 

(52) 

(50) 

(5Q) 

(«0) 

z_ 

(430) 

151 

a 

a 

ILL 

HZi 



(HI 

(541 

(59) 

(220 1 

(220) 

Net 

ncome  / (Loss),  adjusted 

36 

75 

104 

89 

56 

(29) 

(163) 

(47) 

0 

(106) 

(21) 

(42) 

(49) 

817 

(866) 

% of  Revenue 

2% 

4% 

5% 

4% 

3% 

■1% 

^8% 

■2% 

0% 

-5% 

-1% 

-2% 

0% 

3% 

I 

— 

Prior  Year 

(58) 

(3) 

(49) 

(81) 

(65) 

55 

(32) 

60 

128 

137 

67 

176 

335 

. . 
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Jan 

Feb 

Mar 

Apr 

May 

Jun 

Jul 

Aug 

Sep 

Oct 

Nov 

Dec 

Year 

Original 

Plan 

Variance  to 
Orig  Plan 

Actual 

Actual 

Actual 

Actual 

Actual 

Actual  __ 

Actual 

Actual 

Actual 

Actual 

Actual 

Projected 

Actual/P  roj 

(A) 

Facilities  costs  are  included  in  General  & Administrative  Expenses 



(B)  Corporate  Expenses  includes  Board  expenses  (ind.  all  Cunningham  costs)  one-time  corporate  items  such  as  CEO  recruitment  and  the  Delaware  reincorporation,  Board-related  legal  fees,  and  similar  items. 1 

(C)  'Provision  for  Bonuses  indudes  the  bonus  accrual  for  all  non-sales  & mbr  svcs  staff  [Chairman  is  Ex-Budget). | 1 L L 

(D)  2008  Total  Expenses  and  Net  Income  have  been  revised  to  reflect  the  bonus  provision  on  a straight-line  basis  as  well  as  post  year-end  adjustments! + } j.  [ 

(E)  $46k  YTD  has  been  reclassified  to  R&D  Personnel  from  other  departments  for  time  spent  on  product  development  (excl  Ex-Budget)  1 I 3 L 

(F)  Highlighted  area[s):  I I . _ . . C , _ — 1 1 L ! ! _ _ 1 — j— 1 1 

1 Member  Services  Personnel  - increase  over  prior  month  due  to  +$1 4k  Headcount,  +$60k  Incentive  accrual  (reserve  for  above-Plan  performance) J I 

Sales  Personnel  - increase  over  pnor  month  due  to  +$50k  Commissions  adjustment  (corred  Jan-Nov  accrual  estimate,  plus  reserve  for  above-Plan  performance)  | _J I 

Marketing  Personnel  - decrease  over  prior  month  due  to -$1 8k  Headcount. -$1 3k  External  Labor  ] | } J i 

R&D  Other  - decrease  over  prior  month  due  to  one-time  recruiting  bills  in  Oct  (primarily  SVP  of  Product  Dev)  J I 1 ! 1 J -_j 

(G)  Prior  period  restatements:  (a)  Straight-lined  report  revenue  has  been  reclassified  tram  Subscriptions  to  Other;  (b)  Chairman’s  Bonus  has  been  redassified  to  Ex-Budget;  (c)  50%  of  Investment  Services  I 

I expenses  are  now  included  in  unadjusted  Nel  Income [ I I j I I I 1 -■  1 I ‘ 
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2009  Performance  Report 
Balance  Sheet 


Printed:  12/16/2009 


» 


Actual  ($) 

Prior  Yr.  ($) 

Change 
2009/2008  (%) 

2009  Original 
Plan  ($) 

Variance  to 
Original 
Plan  (%) 

Variance  to 
Original  Plan 
($) 

Assets 

Current  Assets 

Ca 

Ac 

Ot 

sh  and  Cash  Equivalents 

(A) 

(B) 

$ 6,958,925 

$ 5,636,179 

23% 

$ 6.764,791 

3% 

$ 194,134 

counts  Receivable,  net 

2,524,987 

1,759,510 

44% 

3,066,155 

-18% 

(541,168) 

ler  Current  Assets 

1,217,138 

1,130,371 

8% 

1,183,637 

3% 

33,501 

Total  Current  Assets 

10,701,050 

8,526,060 

26% 

11,014,583 

-3% 

(313,533) 

Fixed  Assets 

— 

Fixed  Assets 

(C) 

3,270,228 

3,006,961 

9% 

3,505,757 

-7% 

(235,529) 

Less  Depreciation  & Amort 

(2,446,081) 

(2,160,426) 

13% 

(2,501,496) 

-2% 

55,415 

Net  Fixed  Assets 

824,147 

846,535 

-3% 

1,004,261 

-18% 

(180,114) 

Interna 

ly  Developed  Software  (Internal  Use) 

63,555 

7,197 

783% 

- 

0% 

63,555 

Other  Assets 

446,101 

466,179 

-4% 

478,112 

-7% 

(32,011) 

Total  Assets 

$ 12.034.853 

$ 9.845,971 

22% 

$ 12.496.956 

-4% 

$ (462.103) 

Liabilities 

Current  Liabilities 

Ac 

Ot 

Ca 

De 

counts  Payable 

$ 112,529 

$ 174,308 

-35% 

$ 209,248 

-46% 

$ (96,719) 

ler  Accrued  Liabilities 

(D) 

2,336,717 

1,531,387 

53% 

1,676,044 

39% 

660,673 

pital  lease,  current 

49,184 

78,874 

-38% 

51,766 

-5% 

(2,582) 

ferred  Revenue  (Net  of  Unbilled) 

(E) 

10,223,606 

9,028,850 

13% 

10,827,102 

-6% 

(603,496) 

Total  Current  Liabilities 

12,722,036 

10,813,419 

18%  _ 

12,764,161 

0% 

(42,125) 

Non-Current  Liabilities 

Other  Non-Current  Liabilities 

821,990 

785,378 

5% 

821,560 

0% 

430 

Total  Liabilities 

13,544,026 

11,598,797 

17% 

13,585,721 

0% 

(41,695) 

Shareholders'  Equity 

— 

Common  and  Treasury  Stock 

(165,304) 

(239,437) 

-31% 

(163,143) 

1% 

(2,161) 

Cu 

Re 

Re 

rrency  gain  (loss) 

430 

(262) 

-264% 

(262) 

-264% 

692 

tained  Earnings  - Accumulated 

(1,337,229) 

(1,672,005) 

-20% 

(1,407,289) 

-5% 

70,060 

tained  Earnings  - Current  Year 

(7,070) 

158,877 

104% 

481,929 

101% 

(488,999) 

Total  Shareholders'  Equity 

J1 ,509,1731 

(1752,827) 

-14% 

(1,088,765) 

-39% 

(420,408) 

Total  Liabilities  & Shareholders'  Equity 

$ 12.034.853 

$ 9.845.970 

22% 

$ 12,496.956 

-4% 

$ (462.103) 

Cash  Pledged  as  Collateral  for  Personal 
~\ Loan  to  Principal  Stockholders 

1,862,093 

1,794,118 

4% 

NOTES  f INSIGHTS 

(A)  Cash  variance  due  to  primarly  cap  expenditures  being  favorable  to  plan. 

(B) 

AR  variance  due  to  higher  proportion  of  split-billing  payment  terms  than  anticipated  in  the  Plan-see  Note  E,  and  lower  DSO 
DSO:  35  days  actual  vs.  41  Orig  Plan  vs.  34  prior  yr 

(C) 

Timing  of  purchases  plus  actual  spending  less  then  anticipated,  also  includes  disposals  of  $76k 

(D> 

Increased  Bonus  accrual  resulting  in  $230k  variance  vs.  Plan  (added  Chairman  t 
Nov  includes  increased  accrual  for  incentives  $80k  and  commissions  $50k,  a 

o Bonus  and  inci 
ccruals  for  exter 

eased  accrual  due  to  revenue  performance); 
nal  labor  $50k,  events  $62k 

and  an  increased  vacation  accrual  $35k  | ! 

(E) 

Deferred  Revenue  variance  to  Original  Plan  due  partly  to  a higher  proportion  of  split-billing  payment  terms  than  anticipated  in  the  Plan; 
2009  YTD  was  58/42  upfront/split  (2008  was  63/37  for  the  year) 
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2009  Performance  Report 
Staffing 


As  of  December  1,  2009 

NUMBER  OF  STAFF 

1/1/2009 

12/1/2009 

Plan 

November 

Hire* 

November 

Terms 

Transfers 

Hires 
2009  YTD 

Terms 
2009  YTD 

New  Business  Sales 

Executive  Management 

1.00 

100 

TOO 

- 

- 

- 

- 

. 

Sales  & Support  Managers 

4.00 

300 

300 

- 

- 

(100) 

. 

Sales  People  (includes  GovEdge  1/1/09) 

25.00 

28  00 

29.00 

- 

200 

(2.00) 

10.00 

5.00 

Channel  Sales 

- 

TOO 

- 

TOO 

Sales  Support  (Includes  SDRs,  etc 

r___ 

580 

4.80 

4 80 

200 

TOO 

Subtotal 

35  80 

37  80 

37  80 

- 

200 

(5.00) 

1300 

600 

Member  Services 

Executive  Management 

1.00 

TOO 

TOO 

- 

- 

. 

. 

Managers 

(a).  . 

5.00 

400 

500 

- 

- 

TOO 

2.00 

Upsell 

1.00 

200 

- 

- 

. 

TOO 

2.00 

2 00 

Advisors  (includes  Strategic) 

2400 

2500 

27  00 

- 

- 

- 

TOO 

_ 

Support  & FOIA 

(«).__ 

600 

600 

900 

- 

- 

200 

- 

2.00 

Subtotal 

37  00 

38.00 

42.00 

- 

3 00 

400 

6.00 

Marketing  & Events 

Executive  Management 

1.00 

- 

TOO 

- 

- 

TOO 

Managers  (including  Product  Management) 

2.80 

400 

700 

- 

1 00 

1.00 

3.20 

300 

Marketing  Staff 

2.00 

2.00 

TOO 

- 

. 

200 

200 

Events  Staff 

100 

1.00 

TOO 

- 

- 

- 

_ 

- 

Subtotal 

680 

700 

1000 

1 00 

TOO 

5 20 

6.00 

Total  Sales  & Marketing 

7960 

82.80 

89  80 

- 

3.00 

(100) 

22.20 

18.00 

Research  & Analysis  Services 

Executive  Management 

1 00 

TOO 

TOO 

. 

- 

- 

. 

. 

Managers 

900 

900 

900 

. 

- 

. 

Staff  Federal  IS 

26  50 

30  50 

30  40 

- 

(3.00) 

1300 

600 

Staff  S&L  IS 

M 

1350 

1450 

1350 

- 

- 

_(100) 

300 

TOO 

Staff  IAP 

375 

3.90 

3.75 

- 

- 

(1.00) 

1.15 

. 

Support  & Other 

1 00 

TOO 

TOO 

- 

- 

■ 

Subtotal 

54.75 

59.90 

58  65 

- 

- 

15.00) 

17.15 

700 

Research  & Development  and  IT 

■■  - 

— 

Executive  Management 

TOO 

2 00 

. 

. 

1 00 

_ 

Managers 

400 

300 

400 

- 

_ 

TOO 

2.00 

Operations  & Support 

200 

300 

300 

- 

TOO 

TOO 

1 00 

Analysts  & Developers 

600 

900 

500 

TOO 

800 

500 

Subtotal 

12.00 

16.00 

14  00 

TOO 

- 

TOO 

11.00 

8 00 

Finance  & Administration 

Executive  Management 

1.00 

TOO 

TOO 

. 

. 

. 

_ 

Managers 

300 

3.00 

300 

. 

. 

TOO 

. 

TOO 

Accounting 

500 

5.00 

5 00 

. 

_ 

_ 

. 

Administration 

300 

400 

300 

. 

- 

3.00 

200 

HR 

1.00 

TOO 

TOO 

- 

- 

. 

- 

Subtotal 

13.00 

14.00 

13.00 

- 

. 

TOO 

300 

300 

' 

Executive  Management  Corporate 

1 1 00 

TOO 

1.00 

- 

- 

- 

- 

- 

Office  of  the  Chairman 

TOO 

TOO 

TOO 

- 

- 

- 

TOTAL  INPUT  Staffing 

161.35 

174.70 

177  45 

TOO 

3.00 

(4.00) 

53.35 

36  00 

Ex-Budget 

Capture  Intelligence 

Executive  Management 

. 

TOO 

. 

. 

TOO 

. 

Managers 

- 

- 

TOO 

- 

TOO 

TOO 

Staff 

- 

2.00 

- 

- 

2.00 

100 

TOO 

Subtotal 

. 

3.00 

. 

TOO 

2.00 

300 

200 

Investment  Services 

Executive  Management 

- 

TOO 

. 

TOO 

. 

Staff 

- 

5.00 

TOO 

' 

2.00 

3 00 

- 

Subtotal 

- 

600 

TOO 

200 

4 00 

- 

TOTAL  INPUT  Staffing,  adjusted 

161.35 

183.70 

177  45 

2.00 

400 

- 

60  35 

38.00 

Outsourced  Staffing 

SPi 

Bid  and  News  Article  Processing 

525 

6.45 

645 

GovEdge 

875 

- 

- 

Federal  Labor  Pricing  Work 

- 

110 

1.10 

Contacts  Updating  

1000 

1 1.45 

_ J1  45 

Subtotal 

2400 

19  00 

1900 

FOIA 

- 

3.00 

- 



Total  Outsourced  Staffing 

24.00 

22  00 

1900 

- 

- 

- 

- 

- 

TOTAL  with  Outsourced  Staffing 

185.35 

206.70 

196.45 

2.00 

4.00 

- 

60.36 

38.00 

Voluntary 

TOO 

Voluntary 

1900 

Involuntary 

300 

Involuntary 

1900 

Temporary  Staffing: 

Total  Admin  Finance 

Marketing 

R&D 

FTE'S  6 1 50  0 25 

TOO 

325 

4.0 

Heads 

(a)  Variance  for  FOIA  reduction  - 1 Manager  & 2 Staff 

(b)  Represents  transfer  of  Fisher  (Budgeted  in 

Federal)  plus  maternity  overhire 

Printed:  12/16/2009 
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2009  Performance  Report 
Product  Web  Usage 


Printed  12/16/2009 


Monthly  Product  Pat 

je  Views 

•M* 

Biainw’PitytlnWbnth 

Nov-08 

*o 

. 

' . . . -.  . 4 

Dec -08 
21 

' 

Jan-09 

- ?1  ... 

Feb-09 

' 

22 

- 

SS/V*;.A‘'  . 

Apr-09 

22 

* ■ 

■ ■ 

' 

22 

' 

-*r- 

4 

..  ■ 

■y7  4 , • 

Oct-09 
' U 

....  .-v 

Nov-09 

1$  .;* 

V*  <*!**. 
PrtorYear 

Federal  Products 

Opportunities 

185,565 

198,792 

243,852 

233,408 

269,710 

256,015 

230,496 

259,009 

248,656 

230,654 

239,230 

264.938 

239,892 

29% 

Contacts 

3,844 

3,922 

4,925 

5,156 

6,135 

6,460 

4,838 

5,788 

5,032 

4,550 

5,228 

6,114 

5,299 

38% 

Organization  Charts 

6,955 

5,838 

7,418 

9,125 

9,157 

6,931 

6,161 

6,592 

6,904 

6,517 

6,282 

7,666 

6,834 

-2% 

Agency  Profiles 

9,729 

10,500 

13,526 

14,626 

14,395 

14,235 

11,874 

13,986 

13,570 

12,538 

1 1 ,926 

15,328 

13,441 

38% 

Account  Planners 

2,851 

3,459 

4,232 

4,044 

2,564 

2,090 

1,959 

2,195 

1.974 

1,938 

1,861 

2,456 

2,168 

-24% 

FPDS  Vendor  Profiles 

3,506 

3,378 

5,086 

6,192 

5,579 

5,565 

5,053 

5,401 

6,169 

4,657 

5,729 

5*954 

6.683 

91% 

Teaming  Profiles 

11,762 

13,593 

17,558 

14,812 

18,158 

17,185 

14,350 

14,939 

16,681 

14.226 

13,422 

15  535 

13  874 

18% 

Labor  Pricing 

2,978 

2,696 

2,988 

4,867 

3,538 

4,638 

2,603 

3,453 

4,448 

3,735 

3,837 

3748 

4,584 

54% 

Task  Orders 

2,141 

2,252 

2,682 

2,631 

2,983 

2,805 

2,703 

2,946 

3,999 

3,544 

2.739 

3,290 

2,431 

14% 

Task  Order  Opportunities  (2) 

30 

38 

46 

35 

S&L  Products 

Tracked  Opportunities 

11,019 

14,127 

18,125 

16,984 

19,136 

16,487 

15,854 

15,382 

15,837 

14.833 

15,577 

15,852 

13,697 

22% 

Opportunity  Alerts 

3,212 

5,449 

4,703 

5,394 

6,757 

7,912 

6,522 

6,663 

6,505 

6.773 

5.560 

5,999 

6,400 

99% 

Contacts 

497 

582 

546 

662 

655 

620 

682 

742 

883 

862 

729 

793 

653 

31% 

Profiles 

1,931 

2,895 

3,608 

4,326 

2,600 

2,806 

2,923 

2,725 

2.410 

2,470 

2,037 

1,738 

2 197 

14% 

Account  Planners  (1) 

333 

276 

146 

163 

83 

*149 

109 

Grants 

59 

63 

45 

81 

263 

340 

223 

119 

212 

191 

180 

379 

248 

320% 

Vertical  Profiles 

814 

1,242 

1,483 

1,836 

1,060 

869 

1,236 

1,405 

1,161 

1,095 

982 

1,427 

1,391 

71% 

Analysis  Products 

Federal  Industry  Analysis 

1,854 

981 

1,670 

946 

1,055 

605 

524 

885 

643 

756 

514 

897 

485 

-74% 

S&L  Industry  Analysis 

385 

702 

899 

994 

556 

427 

295 

408 

474 

360 

260 

217 

216 

-44% 

Grand  Total 

249,102 

270,471 

333,346 

326,084 

364,301 

345,990 

308,629 

896,247 

342,914 

335,704 

309,892 

316l214 

352,526 

320,637 

29% 

#of  Page  Views  by  Members 

731,900 

767,322 

967,044 

970,947 

1,094,245 

1,009,461 

994,190 

982,959 

873.560 

879.730 

967,866 

863*332 

18% 

Usage  Per  Business  Day 

34,852 

36,539 

50,897 

44,134 

49,738 

1,673 

50,473 

40,739 

45,190 

46,808 

41,598 

41,892 

43,994 

45  439 

30% 

Unduplicated  Members 

1,572 

1,618 

1,647 

1,648 

1,709 

1,728 

1,730 

1,748 

1,765 

1 .765 

1,829 

1,869 

19% 

Average  Monthly  Usage  Per  Member  Co 

466 

474 

587 

589 

654 

591 

519 

575 

562 

495 

498 

529 

462 

-1% 

_ ... 

— 

Web  Site  Uptime 

100.00% 

100  00% 

100.00% 

100.00% 

99  39% 

100.00% 

99  68% 

99.87% 

99.84% 

99  89% 

99  78% 

99.86% 

99  81% 



Note  1 - State  Account  Planners  were  released  in  May,  2009 

Note  2 - Task  Order  Opportunities  was  released  in  August.  2009 

— 
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2009  Performance  Report 
Unique  Visitors  Per  Product 


Printed:  12/16/7009 


Monthly  Un 

que  Product  Visitors 

' ' 

Product 

Business  Bay*  In  HEritH 

Nov-0# 

ww~?. 

, 

Jan-09 

21 

F#19 

• • 

, 

-J^l] 

May-09 

..  » 1 

Jun-0# 

T.  , "rl.-"-— " | 

-ags_| 

-ap\ 

Sap-09 

,.  5 ...l 

zt 

Var(%)vs. 

9,693  _[ 

10,031 

11,161 

11,461 

12,051 

11,970 

11,757 

12,136 

12,034 

1 1 ,890 

11,763 

12,227 

12.257 

26% 

1,218 

1.207 

1,468 

1,489 

1,570 

1,477 

1.305 

1,469 

1.408 

1,271 

1.345 

1.514 

1,485 

22% 

752 

739 

979 

1.036 

1,035 

846 

722 

839 

794 

752 

767 

856 

867 

15% 

1,691 

1.855 

2.230 

2,283 

2.173 

2,021 

1.824 

2,054 

1,908 

1,780 

1,834 

2.062 

1.801 

7% 

677 

854 

972 

1.035 

812 

679 

626 

659 

652 

669 

589 

685 

700 

3% 

821 

802 

1.038 

1,122 

1,151 

1,159 

1,091 

1,138 

1,157 

1,082 

1.107 

1.152 

1,066 

30% 

2.042 

2.075 

2.701 

2.702 

2,737 

2,633 

2.294 

2,514 

2.369 

2,278 

2,324 

2,504 

2,292 

12% 

272 

250 

348 

346 

343 

367 

335 

357 

367 

360 

291 

340 

318 

17% 

331 

293 

384 

375 

407 

367 

420 

369 

380 

402 

399 

444 

359 

8% 

Task  Order  Opportunities  (1) 

6 

8 

19 

15 

Tracked  Opportunities 

1,355 

1,504 

1,696 

1,737 

1.728 

1,656 

1,532 

1,539 

1.584 

1.488 

1,473 

1,585 

1,421 

5% 

660 

870 

773 

926 

1.051 

1,141 

1 ,079 

1,136 

1.094 

1,124 

1,056 

1,050 

1,055 

60% 

159 

180 

204 

213 

203 

198 

212 

216 

199 

187 

193 

185 

155 

-3% 

306 

442 

555 

584 

493 

452 

484 

414 

353 

334 

314 

334 

289 

-6% 

161 

105 

50 

52 

48 

47 

48 

17 

26 

23 

20 

81 

90 

59 

38 

61 

59 

54 

62 

55 

224% 

113 

132 

195 

188 

156 

160 

167 

162 

151 

161 

141 

140 

129 

14% 

Analysis  Products 

Federal  Industry  Analysis 

1,008 

493 

880 

469 

597 

292 

205 

475 

312 

391 

269 

478 

223 

-78% 

182 

237 

291 

284 

239 

194 

139 

185 

209 

192 

124 

107 

82 

-55% 





, 

Product 

■ £ t .y  t 

Nov-08 

Jan-09 

p>Mt,  , 

• 

sZmM 

Mav4» 

J«*» 

Qct-d# 

Mov-09 

Active  User  Account  Turnover 

User  Accounts  Beginning  of  Month 

17,400 

17,718 

17,5671  18,451 

19,469 

19,721 

19,949 

20,354 

20,512 

20,418 

20,070 

20,044 

20,246 

16% 

1,891 

2,253 

2,620 

2,356 

2,280 

2,342 

1,980 

1,941 

2,793 

1,767 

2,054 

2,042 

1,804 

-5% 

1,573 

2,404 

1,736 

1,338 

2,028 

2,114 

1,575 

1,783 

2,887 

2,115 

2,080 

1,840 

1,920 

22% 

17,718 

17,567 

18,451 

19,469 

19,721 

19,949 

20,354 

20,512 

20,418 

20,070 

20,044 

20,246 

20,130 

14% 

12,853 

13,186 

14,691 

15,092 

15,734 

15,480 

15,134 

15,678 

15,581 

15,481 

15,251 

15,840 

15,677 

22% 

Accounts  Used  Per  Member  Company 

82 

8 1 

8 9 

9.2 

94 

9.1 

8.8 

9.1 

89 

8 8 

86 

8 7 

8.4 

3% 

101,362 

110,369 

129,136 

129,184 

143,024 

135,239 

124,222 

135,265 

135,515 

128,570 

127,612 

138,820 

131,742 

30% 

Visits  Per  Member  Company 

64.5 

682 

784 

78  4 

85.5 

79.1 

71.9 

782 

775 

728 

72.3 

75.9 

70  5 

9% 

Avg  Visit  Duration  (mins) 

13:16 

13:30 

14:21 

14:00 

13:58 

13:42 

13:15 

13:55 

13:44 

13:18 

13:30 

13:56 

13:37 

3% 

Shared  Teaming  Profiles 

25,511 

26,077 

26,789 

27,431 

28,069 

28,749 

29,292 

29,878 

30,464 

30,995 

31,506 

32,103 

32,677 

28% 

Opportunity  Interest  Advertisements 

1,876 

1,854 

2,313 

2,409 

3,058 

2,842 

2,194 

2,523 

2,318 

2,392 

2,087 

2,790 

2,650 

41% 

pn 

Note  1 - Task  Order  Opportunities  was  released  in  August,  2009 

— 

Note  2 - State  Account  Planners  were  released  in  May,  2009 

— 
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Income  Statement  Act-Recast 


e f • • # 

Pnnted  12/16/2009 


Jan 


Feb 


Orders  - Not  Including  Cl  and  13 
Renewal  Base 


Actual  Actual 


Mar 

Actual 


1,900 


1,945 


1,632 


Subscriptions  - Renewal 
Renewal  rale 


1.489 

78% 


Subscriptions  - New 


Sales  Teams 
Ugsell 


Events 


Other  (Includes  Stimulus) 


665 
5 49 
116 


Total  Orders 


Total  Orders  - 2008 


Revenue  - Not  Including  Cl  and  13 


Subscriptions 


Events 


Other 

Total  Net  Revenue 


% Growth 


Prior  Year 


Operations 


Personnel 


Other  Expense 


2,190 


1,930 


1,919 


1 

16 


1,379  | 1,228 

i 75% 


71% 


585 

482 

103 


674 

610 

65 


71 


15 


81 

172 


Apr 

Actual 


1,407 


J.166 

83% 


743 

632 

111 


52 


80 


May 

Actual 


Jun 


Actual 


2009  ACTUAL  < REFORECAST  ($000s) 


Jul 


Actual 


Aug 


Sep 


Actual 


Oct 


1,509 

an 


1,782 


1,463 


1,852 


1,280 

85% 


632 

579 


53 


36 


62 


2,050 


1,959 


1,928 


100 


22 


1,935 


1,820 


Operationa,  Total 


=± 


383 

45 


428 


% of  Revenue 


22% 


Pnor  Yr  % of  Revenue 


2,050 


6% 


1,825 


2,156 


2,173 


1,928 


104 


32 


_2,064 


1% 


2,041 


1,538 


1,964 


10 


99 


2,073 


0% 


1,883 


389 

85 


402 


80 


473 

23% 


483 


23% 


Member  Services 


Personnel 


Other  Expense 


Member  Services,  Total 


% of  Revenue 


Prior  Yr  % of  Revenue 


Cost  of  Services,  Total 


% of  Revenue 


Prior  Yr  % of  Revenue 


Gross  Income  / (Loss) 


Gross  Profit  % 


Z £ 


Prior  Yr  Gross  Profit  % 


Sales 


Sales,  Total 


Personnel 
Other  Expense 


% of  Revenue 
Prior  Yr  % of  Revenue 


Marketing 

Personnel 
Other  Expense 
Marketing,  Total 


269 


271 


14% 


699 


36% 


1,236 


64% 


381 

18 


259 


12 


271 

13% 


745 

36% 


1,306 


64% 


356 

18 


%gf  Revenue 
Prior  Yr  % of  Revenue 


399 

373 

27% 

18% 

64  53 

-.69..  87 

260 


13 


273 


13% 


755 

37% 


1,309 


63% 


343 

24 


367 

18% 


1,937 


385 

32 


417 


20% 


264 


13 


2,010 


1,569 


1,994 


2,133 


3% 


1,825 


400 


80 


1,256 

71% 


1,087 

74% 


Re-Cast  Re-Cast 


Nov 


Re-Cast 


1,590 


1,712 


1,164 

73% 


665 


557 

108 


1,459 

79% 

649  691 

592 
99 


1,263 

74% 


577 

73 


46 


44 


2,011 


103 


119 


36 


36 


1,842 


1,876 


2,304 


1,618 


2,153 


2,013 


49 


28 

2,091 


-2% 


1,917 


887 
702 
18  5 


859 

654 

205 


1,561 


1,121 

72% 


Dec 


Re-Cast 


3,569 


908 

719 


82 

27 


124 


53 


2,160 


2,299 


1,756 


1,957 


168 


59 


2,257 


1,607 


2,035 


41 


31 


2,107 


1% 


1,850 


2,015 

63 


86 


2,165 


3% 


1.886 


405 


59 


480 

22% 


255 

15 


277 


13% 


694 


33% 


1,379 

67% 


365 

21 


386 

19% 


270 


13% 


750 


35% 


1,383 


65% 


349 

21 


371 

17% 


464 


22% 


266 


273 


13% 


738 


35% 


1,353 


65% 


341 

16 


357 

17% 


396 

50 


2,088 

92 


27 


2,207 


2% 


1,956 


2,128 

111 

53 


2,292 


4% 


2,038 


2,152 

144 


59 


388 


447 

21% 


280 


39 


320 


15% 


766 


36% 


1,340 

64% 


365 


45 


410 

19% 


77 


133 

7% 


140 

7% 


rr~r 


136 

7% 


84 

-il 


131 

6% 


94 


148 


7% 


91 


67 


454 


27% 


290 


16 


306 

74% 


760 


35% 


1,405 


65% 


343 

22 


365 

17% 


68 


402 

105 


2,355 


3% 


1,931 


2,781 

78% 


1,300 

943 

358 


29 


83 


4,194 


3,873 


2,178 


142 


83 


2,402 


2% 


1,940 


401 

54 


465 


27% 


507 

22% 


455 

79% 


288 


21 


309 


14% 


774 


35% 


1,433 

65% 


312 


21 


333 

15% 


840 


37% 


1,452 


63% 


373 


27 


400 

78% 


369 

27 


397 

17% 


299 


21 


320 


74% 


775 


33% 


1,580 


67% 


369 

27 


396 

77% 


142 

7% 


81 

_99 


180 


9% 


96 

— — — 


152 


99 

JLL 


98 


169 


» 


157 


7% 


8% 


7% 


85 


400 

81 


481 


20% 


299 


21 


320 


73% 


801 


33% 


1,602 


67% 


368 


27 


395 

76% 


143 

6% 


76 

_S9 


135 

6% 


Year 


Act/Re-Cast 


21,920 

16,675 


9,259 

7,595 


1,664 


929 


685 


27,548 


Original 

Plan 


16,418 


9.750 

7.750 

2,000 


1,087 


263 


27,517 


Variance  to 
Prig  Plan 


257 


(491) 

(155) 

(336) 

(158) 


422 


30 


23,974  14.9%  growth 


24,343 


934 


597 


25,874 


24,236 

1,073 


263 


25,572 


106 


1139) 


334 


302 


22,809  13.4%  growth 


4,749 


806 


5,554 


27% 


25% 


3,341 


201 


3,542 


14% 


75% 


9,097 


35% 

40% 


16,777 


65% 


60% 


4,320 


295 


4,615 

78% 


20% 


997 

769 


1,766 


7% 

5% 


4,980 


949 


5,928 


23% 


3,516 


176 


3,692 


14% 


9,620 

38% 


15,952 


62% 


4,372 

330 


4,702 

18% 


1,118 

— Z®§- 

1,876 

7% 


231 


143 


374 


175 


J25i 


150 


523 


825 


87 


121 

(11) 


110 


Notes 


slow  hinng 


1 0K  Contractor 
25KSVP 
36K  Schwartz 
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Income  Statement  Act-Recast 


Jan 

Feb 

Mar 

Apr 

May 

Jun 

Jul 

Aug 

Sep 

Oct 

Nov 

Dec 

Year 

Original 

Plan 

Variance  to 

Notes 

— 

Actual 

Actual 

Actual 

Actual 

Actual 

Actual 

Actual 

Actual 

Re-Cast 

Re-Cast 

Re-Cast 

Re-Cast 

Act/Re-Cast 

EX-BUDC 

Capture 

SET  DETAIL 

— 

ntelligence 

Orders 

— 

- 

29 

44 

44 

85 

201 

201 

Revenues 

— 

22 

33 

34 

35 

124 

— 

124 

— 

Personnel  Exp 

- 

(6) 

(47) 

(33) 

(38) 

(30) 

(41) 

(711 

(74) 

(74) 

(74) 

(1) 

(487) 

(487) 

[Other  Expense  

(26) 

(5i 

(51 

(3) 

(37) 

(37) 

Capture 

%o 

ntelligence,  Total 

- 

(6) 

(47) 

(33) 

(38) 

(30) 

(67) 

(52) 

(44) 

(43) 

(40) 

(400) 

(400) 

Max  400K 

f Revenue 

0 % 

0 % 

OX 

- 2 % 

-2% 

— 

-2% 

_-f% 

-3% 

-2% 

-2% 

-2% 

■2% 

-2% 

Investment  Services  (up  to  $250K  net  loss) 

— 

— 



— 

— 

— 

— 

— 

Note  (F) 

Orders 

30 

120 

150 

150 

Revenues 

Personnel  Exp  (not  including  R&D) 

(5) 

(7) 

(3) 

(7) 

(17) 

(24) 

(30) 

1 

(163) 

1 

(163) 

(74) 

(5) 

stow  hiring  - 

Ada:  txceiia  development  costs 
Other  Expense 
Investment  Services,  Total 
X of  Revenue 

- 

(19)  (19)  (19)  (19) 

: : : : : - 0 0 0 0 (4) 

MS  & Sates 

ox  ox 

OX 

(S) 

0% 

(7)  (3) 

OX  ox 

(7) 

OX 

(17) 

-IX 

(43) 

-2% 

(49) 

-2X 

(51) 

-2% 

(59) 

(241) 

(A)  Facilities  costs  are  included  in  General  & Administrative  Expenses 

(B)  Corporate  Expenses  includes  Boardexpenses  (incl.  all  Cunningham  coats),  one-time  corporate  items  such  asCEO  recruitment  and  the  Delaware  reincorporation.  Board-related  leqal  fees  and  similar  items 

(C)  Provision  for  Bonuses  includes  the  bonus  accrual  for  all  non- sales  & mbr  svcs.  staff  It  does  NOT  include  accrual  for  the  Chairman,  Chairman's  bonus  is  Ex-Budget 

(D)  Ex-Budget  Platform  developers  have  been  removed 

(E)  The  presentation  for  Investment  Services  reflects  the  agreement  that  the  costs  for  that  initiative  would  be  split  evenly  between  the  "above  EBITDA"  line  and  "Ex-Budaef . and  further  that  the  Ex-Budaet  net  loss  will  not  exceed  S250K 

(F)  The  presentation  for  Capture  Intelligence  reflects  the  understanding  that  any  loss  above  S400K  must  be  absorbed  by  the  business  above  the  EBITDA  line 
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2010  Budget 

Assumptions  and  Pending 


12/16/2009 


Assumptions 

1 Threshold  for  General  Bonus  calculation  is  assumed  to  be  approx.  $29. 9M.  Max  pool  based  on 
salaries  in  Plan  is  approx.  $2.1M.  The  current  provision  in  the  model  reflects  the  amount  that 
would  be  earned  given  a Target  of  25%  Revenue  growth. 

2 R&D  external  labor  costs  of  approx.  $900K  are  included  in  the  2010  Budget.  The  potential  savings 
from  offshoring  have  not  been  factored  into  the  Budget.  Potential  cash  savings  from  buying  desktops 
or  "thin  client"  hardware/software  instead  of  laptops  has  been  excluded  from  the  Budget  pending 
further  analysis. 


3 Added  Media  Relations  (relationship  with  Schwartz)  for  Q1  only. 

4 BPM  initiative:  placeholders  for  savings  of  approx.  $300k  ($100k  Ops  staff,  $200k  FOIA)  have  been 
reflected  in  the  Budget. 

■A  f * i s\  r * 

5 A 3%  increase  on  the  salary  base  as  ofcMar  1 has  been  added  to  the  Plan.  / e/ec*  “ -■ 

Pending 

1 Adjust  Bal  Sheet,  Renewal  Base,  and  Revenue  run  in  first  week  of  January  for  actual  2009  results 


2 Adjust  Exec  Comp  Plans  in  Jan  (Haney)  for  renewal  base  actual,  and  adjust  all  Bonus 
documentation  to  actual  25%  growth  figure  (assuming  that  is  Target) 
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2010  Budget 
Orders  by  LOB  Annual 


Printed:  12/16/2009 


2010 

2009 

% Change 

SUBSCRIPTIONS 

Available  Renewals 

25,388 

21,920 

16% 

— 

Renewal  Subscription  Orders 

19,840 

17,207 

15% 

New  Subscription  Orders 

12,720 

9,013 

41% 

Sales  Teams 

SJgfi, 

- 1 ’ i ' 

18% 

Upsell 

~ 2,067 

1,261 

64% 

Cl  3D£ijGovr7r 

1,753 

201 

774% 

Total  Subscriptions 

32,560 

26,220 

24% 

EVENTS 

Attendance 

659 

602 

9% 

Sponsorships 

339 

301 

13% 

— 

Total  Events 

997 

903 

10% 

< 

!- 

Reports  & Documents 

Opportunity  Advisor 

221 

119 

86% 

Capture  Intelligence 

644 

15 

4338% 

Other  Reports  & Documents 

440 

536 

-18% 

Total  Reports  & Documents 

1,304 

669 

95% 

< ^""“Advertising 

100 

- 

0% 

. — @tfrer  C>fVu^ircr- 

37 

34 

6% 

u- 

£5*0*0^. 

tjevtCH  vtr  hip 

-.1*441 

704 

105% 

i 

Total  Orders 

34,998 

27,827 

25.8% 
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2010  Budget 
Orders  by  LOB  by  Month 


Printed:  12/16/2009 


SUBSCRIPTIONS 

Available  Renewals 


Jan 


Feb 


1 946 


Renewal  Subscription  Orders^ 


New  Subscription  Orders 


1,517 

783 


Sales  Teams 


628 


2,090 


Mar 


1,978 


1,629 


731 


550 


Upsell 


Cl  and  GovlA 


Total  Subscriptions 


Prior  Year 


Change  2010  / 2009 


EVENTS 


Attendance 


Sponsorships^ 


Total  Events 


135 

21 


149 


32 


2,300 

2,154 


58 


18 


Prior  Year 


Change  2010  / 2009 


OTHER 


Reports  & Documents 


Opportunity  Advisor 


Capture  Intelligence 


Other  Reports  & Documents 

Total  Reports  & Documents 


77 


17 


18 


20 


Advertising 

Other 


Total  Other 


Prior  Year 


Change  2010  / 2009 


Total  Orders 


Prior  Year 


Change  2010/2009 


29 


67 


1,964 


63 


22 


85 


71 


1,522 


905 


144 


63 


1,903 


72 


29 


101 


81 


18 


67 


67 


19 


2,443 


2,190 


67 


15 


2,513 


2,050 


39 


29 


86 


86 


172 


2,616 


2,156 


IstQtr 


6,014 


4,668 


2,419 


1,876 


428 


115 


6,021 


18% 


194 


70 


263 


170 


55% 


55 


78 


87 


220 


220 


206 


7% 


7,570 


6,396 


18% 


Orders  by  Month  ($000) 


Apr 


1,785 


1,392 

937 


725 


150 


63 


1,909 


68 


27 


96 


52 


May 


Jun 


1,921 


1,487 

997 


666 


1,869 


1,445 


926 


639 


156 


17  5 


2,484 


1,912 


46 


26 


72 


162 

125 


2,372 


1,921 


52 


36 


18 


59 


29 


106 


115 


80 


2,540 


2,041 


18 


59 


46 


18 


40 


117 


119 


62 


2,675 


2,010 


2009  - quarter  as  % of  entire  yr 


201 0 - quarter  as  % of  entire  yr 


23% 

22% 


59 


40 


117 

2 


119 


2,542 


2,011 


2nd  Qtr 


5,574 


4,324 


2,861 


2,030 


468 


363 


7,185 


5,743 


25% 


149 


71 


220 


134 

64% 


55 


176 


110 


341 


12 


353 


185 


91% 


7,757 


6,062 


Jul 


Aug 


Sep 


1,566 


1,207 


900 


661 


144 


95 


2,107 


1,737 


19 


12 


2,178 


1,732 


1,102 


710 


18  6 
207 


2,835 


2,149 


53 


23 


2,095 


1,046 


1,250 


826 


187 


237 


2,896 


2,082 


76 


31 


103 


18 


39 


76 


119 


18 


40 


98 


100 


36 


2,238 


1,876 


28% 


22% 


22% 


78 

40 


137 


32 


108 


93 


18 


78 


40 


137 


139 


36 


3,049 


2,304 


139 


70 


3,143 


2,245 


3rd  Qtr 


5.839 

4,585 

3,252 


2,198 


5 17 


538 


7,838 


5,968 


31% 


148 

67 


214 


316 


-32% 


55 


195 


121 


372 


378 


142 


166% 


8,430 


6,425 

31% 


Oct 


Nov 


Dec 


4th  Qtr 


2 058  I 1,864 


4.040 


7,961 


1,574 


1,409 


1,113 


1,319 


3,280 

1,755 


6,263 

4,187 


797 


180 


137 


806 


1,195 


2,797 


168 

345 


305 


653 


256 


737 


2,687 


2,728 


5,036 


10,451 


2,375 


83 

41 


124 


171 


2,099 


4,014 


8,488 

23% 


64 


22 


169 


56 


34 


131 


120 


56 


300 


82 


30 


283 


18 


59 


40 


117 


30 


13 


160 


77 


18 


18 


55 


59 

40 


78 

40 


195 

121 


117 

30 


137 


372 


40 


150 


180 


59 


36 


2,971 


2,623 


23% 


24% 


2010 


6% 


100 

18 


490 


25,388 


19,840 

12,720 


8,900 

2,067 


1,753 


32,560 


26,220 

24% 


659 

339 


997 

903 

10% 


221 

644 

440 


1,304 

100 

37 


1,441 


2,998 


2,239 


5,272 

4,081 


172 

185% 

11,240 

8,943 

26% 


32% 

32% 


704 

105% 


34.998 

27,827 


25.8% 
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2010  Budget 

Product  Orders  Comparison 


12/16/2009 


Orders 

2009 

2010 

2009/2010 
% Change 

2008/2009 
% Change 

Federal  IS 

Federal  Complete 

11,237,067 

11,824,467 

5.2% 

10.9% 

Federal  Sales  Solution 

4,484,453 

5,374,185 

19.8% 

5.3% 

Federal  Opportunities 

4,186,482 

5,095,127 

21.7% 

22.8% 

Other 

449,609 

150,320 

-66.6% 

37.9% 

Total 

20,357,611 

22,444,098 

10.2% 

12.3% 

S&L  IS 

State  & Local  Opportunities 

1,108,738 

1,208,066 

9.0% 

17.1% 

State  & Local  Sales  Solution 

908,773 

845,636 

-6.9% 

1.5% 

State  & Local  Complete 

1,707,420 

1,944,245 

13.9% 

30.8% 

State  & Local  Vertical  Solutions 

375,350 

350,855 

-6.5% 

-13.9% 

Total 

4,100,281 

4,348,802 

6.1% 

14.4% 

Events 

903,063 

997,321 

10.4% 

29.6% 

Industry  Analysis 

Federal  Industry  Analysis-Subscription 

898,768 

900,760 

0.2% 

pending 

Federal  Industry  Analysis-Reports 

170,528 

217,000 

27.3% 

pending 

Federal  Industry  Analysis  - No-Onsite 

98,031 

165,385 

68.7% 

n/a 

S&L  Industry  Analysis 

400,000 

428,579 

7.1% 

25.8% 

Total 

1,567,327 

1,711,724 

9.2% 

30.8% 

New  Products 

Stimulus 

301,458 

Opportunity  Advisor  - Subscription 

14,500 

155,023 

969.1% 

Opportunity  Advisor  - Reports 

119,000 

221,000 

85.7% 

Federal  Sales  Sol  for  Product  Cos 

616,000 

Federal  Competitive  Intelligence 

303,000 

Capture  Intel 

200,500 

1,388,000 

592.3% 

GovlA 

1,314,500 

Channel  Sales 

500,000 

Total  Other  New  Products 

635,458 

4,497,523 

607.8% 

Software  Solutions 

Task  Order  Opp  Notification 

22,000 

504,770 

2194.4% 

Teaming  Collaboration 

45,000 

Connectors  / Web  Services 

128,000 

222,362 

73.7% 

57.3% 

Total  Software  Solutions 

150,000 

772,132 

414.8% 

84.3% 

Ecommerce  Docs/Reports/Other 

112,775 

226,336 

100.7% 

-35.3% 

Total  Orders 

27,826,514 

34,997,936 

25.8% 

16.6% 

R-F  Budget  Draft  (5)  121409  KDG.xIsx 


Page  4 of  15 


Proprietary / Confidential  - INPUT 


2010  Budget 

Income  Statement  Annual 


Printed  12/16/2009 


2010  Year 

2009  Year 
Projected 

2009-2010 
% Change 

Orders 

Renewal  Base 

25,388 

21,920 

16% 

Subscriptions  - Renewal 

19,840 

17,207 

15% 

Renewal  Rate 

78.1% 

78.5% 

-0.4% 

Subscriptions  - New 

12,720 

9,013 

41% 

Sales  Teams 

8,900 

7,551 

18% 

Upsell 

2,067 

1,261 

64% 

Cl  and  Gov! A 

1,753 

201 

774% 

Events 

997 

903 

10% 

Reports  & Documents 

1,304 

669 

95% 

Advertising 

100 

- 

0% 

Other 

37 

34 

6% 

Total  Orders 

34,998 

27,827 

25.77% 

Revenue 

Subscriptions 

. 

29,206 

24,226 

21% 

Reports  & Documents 

1,159 

718 

61% 

Events 

984 

920 

7% 

Advertising  & Other 

44 

22 

105% 

Total  Net  Revenue 

31,392 

25,885 

21.27% 

Operations 

Personnel 

6,815 

5,084 

34% 

Other  Expense 

786 

897 

-12% 

Operations,  Total 

7,601 

5,980 

27% 

% of  Revenue 

24% 

23% 

Member  Services 

Personnel 

3,582 

3,373 

6% 

Other  Expense 

226 

202 

12% 

Member  Services,  Total 

3,808 

3,574 

7% 

% of  Revenue 

12% 

14% 

Cost  of  Services,  Total 

11,408 

9,555 

19% 

% of  Revenue 

36% 

37% 

Gross  Income  / (Loss) 

19,984 

16,331 

22% 

Gross  Profit  % 

64% 

63% 

1% 

Sa 

es 

Personnel 

5,261 

4,542 

16% 

Other  Expense 

317 

294 

8% 

Sa 

es, 

Total 

5,578 

4,836 

15% 

% of  Revenue 

18% 

19% 
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2010  Budget 

Income  Statement  Annual 


Printed  12/16/2009 


2010  Year 

2009  Year 
Projected 

2009-2010 
% Change 

Marketing  & Product  Mgmt. 

Personnel 

1,100 

966 

14% 

Other  Expense 

750 

925 

-19% 

Mktg.  & Product  Mgmt.,  Total 

1,851 

1,892 

-2% 

% of  Revenue 

6% 

7% 

R&D 

R&D  Personnel 

2,823 

2,091 

35% 

Other  R&D  Expense 

50 

389 

-87% 

R&D,  Total 

2,873 

2,480 

16% 

% of  Revenue 

9% 

10% 

General  & Administrative 

Personnel 

1,844 

1,720 

7% 

Other  Expense 

.. 

3,232 

3,035 

6% 

General  & Administrative,  Total 

5,076 

4,755 

7% 

% of  Revenue 

16% 

18% 

Corporate  Expenses 

r 

Personnel 

411 

407 

1% 

M 

Other  Expenses 

319 

312 

2% 

Corporate  Expenses,  Total 

729 

719 

1% 

% of  Revenue 

2% 

3% 

"T 

Total  Expenses 

27,515 

24,237 

14% 

- Provision  for  Bonuses 

1,485 

1,303 

14% 

EBITDA 

2,393 

345 

594% 

% of  Revenue 

8% 

1% 

6% 

Depreciation  & Amortization 

567 

443 

28% 

Operating  Income  / (Loss) 

1,826 

(98) 

n/a 

— 1 
1 

Other  Revenues  / (Expenses) 

42 

47 

-11% 

lnc/(Loss)  Bef.  Income  Tax 

1,868 

(50) 

n/a 

“I  ' 

Ca 

De 

pitalized  Dev  Costs 

916 

550 

67% 

preciation 

315 

17 

1789% 

| 

Pretax  Income,  GAAP 

2,469 

483 

411% 

Provision  for  Income  Taxes 

710 

184 

287% 

Net  Income  / (Loss) 

1,759 

299 

487% 

% of  Revenue 

6%  1% 
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* 2 #.*)  budgt.  * 


Income  Statement  by  Mo 


Priced  £./ 16^009^  ^ ^ 


2010 

2010 

2010 

2010 

2010 

2010 

2010 

2010 

2010 

2010 

2010 

2010 

Jan 

Feb 

Mar 

Apr 

May 

Jun 

Jul 

Aug 

Sep 

Oct 

Nov 

Dec 

2010  Year 

2009  Year 
Projected 

2009-2010 
% Change 

Orders 

Renewal  Base 

1,946 

2,090 

1,978 

1,785 

1,921 

1,869 

1,566 

2,178 

2,095 

2,058 

1,864 

4,040 

25,388 

21,920 

16% 

Subscriptions  - Renewal 

1 ,517 

1,629 

1,522 

1,392 

1,487 

1,445 

1,207 

1,732 

1,646 

1,574 

1,409 

3,280 

19,840 

17,207 

15% 

Renewal  Rate 

77  9% 

78.0% 

76  9% 

78.0% 

77  4% 

77.4% 

77.1% 

79.5% 

78.6% 

75.3% 

75.6% 

80.9% 

78  1% 

78.5% 

-04% 

Subscriptions  - New 

783 

731 

905 

937 

997 

926 

900 

1,102 

1,250 

1,113 

1,319 

1,755 

12,720 

9,013 

41% 

Sales  Teams 

628 

550 

698 

725 

666 

639 

661 

710 

826 

797 

806 

1,195 

8,900 

7,551 

18% 

Upsell 

135 

149 

144 

150 

156 

162 

144 

186 

187 

180 

168 

305 

2,067 

1,261 

64% 

Cl  and  GovlA 

21 

32 

63 

63 

175 

125 

95 

207 

237 

137 

345 

256 

1,753 

201 

774% 

Events 

77 

85 

101 

96 

72 

52 

31 

76 

108 

124 

120 

56 

997 

903 

10% 

Reports  & Documents 

67 

67 

86 

106 

117 

117 

98 

137 

137 

117 

117 

137 

1,304 

669 

95% 

Advertising 

- 

- 

- 

- 

- 

- 

- 

- 

- 

30 

30 

40 

100 

. 

0% 

Other 

- 

- 

- 

9 

2 

2 

2 

2 

2 

13 

3 

3 

37 

34 

6% 

Total  Orders 

2,376 

2,446 

2,528 

2,434 

2,558 

2,425 

2,140 

2,912 

3,006 

2,854 

2,880 

5,135 

34,998 

27,827 

25.77% 

Re 

ver 

ue 

— 

Subscriptions 

2,180 

2,215 

2,259 

2,288 

2,343 

2,391 

2,450 

2,492 

2,557 

2,621 

2,686 

2,723 

29,206 

24,226 

21% 

Reports  & Documents 

68 

68 

83 

97 

98 

99 

86 

115 

117 

103 

104 

120 

1,159 

718 

61% 

Events 

34 

85 

85 

118 

74 

71 

33 

29 

122 

93 

155 

84 

984 

920 

7% 

Advertising  & Other 

- 

- 

- 

9 

2 

2 

2 

2 

2 

13 

5 

8 

44 

22 

105% 

Total  Net  Revenue 

2,282 

2,368 

2,427 

2,513 

2,517 

2,563 

2,570 

2,638 

2,799 

2,830 

2,951 

2,935 

31,392 

25,885 

21.27% 

_J 

Op 

era 

tions 

Personnel 

545 

568 

566 

588 

575 

575 

568 

572 

572 

571 

558 

557 

6,815 

5,084 

34% 

Other  Expense 

42 

42 

73 

104 

62 

65 

42 

41 

77 

74 

123 

42 

786 

897 

-12% 

Op 

orations,  Total 

587 

610 

639 

691 

637 

639 

610 

613 

649 

645 

681 

599 

7,601 

5,980 

27% 

% of  Revenue 

26% 

26% 

26% 

28% 

25% 

25% 

24% 

23% 

23% 

23% 

23% 

20% 

24% 

23% 

Me 

1 

mb 

er  Services 

Personnel 

252 

256 

273 

284 

286 

296 

305 

313 

316 

331 

334 

336 

3,582 

3,373 

6% 

Other  Expense 

18 

19 

19 

19 

19 

19 

19 

19 

19 

19 

19 

19 

226 

202 

12% 

Me 

mber  Services,  Total 

271 

274 

292 

302 

305 

315 

324 

332 

335 

350 

353 

355 

3,808 

3,574 

7% 

% of  Revenue 

12% 

12% 

12% 

12% 

12% 

12% 

13% 

13% 

12% 

12% 

12% 

12% 

12% 

14% 

1 

Cost 

of  Services,  Total 

858 

884 

931 

994 

942 

954 

934 

945 

984 

995 

1,034 

954 

11,408 

9,555 

19% 

% of  Revenue 

38% 

37% 

38% 

40% 

37% 

37% 

36% 

36% 

35% 

35% 

35% 

32% 

36% 

37% 

Gros 

s Income  / (Loss) 

1,425 

1,483 

1,496 

1,519 

1,574 

1,609 

1,636 

1,693 

1,815 

1,835 

1,918 

1,981  i 

19,984 

16,331 

22% 

— 1— 

Gross  Profit  % 

62% 

65% 

66% 

60% 

63% 

63% 

64% 

64% 

65% 

65% 

65% 

68% 

64% 

63% 

1% 

Sales 

Personnel 

457 

420 

418 

426 

432 

431 

436 

441 

431 

438 

466  466 

5,261 

4,542 

16% 

□ 

Other  Expense 

26 

26 

26 

26 

26 

26 

26 

26 

26 

26 

27 

27 

317 

294 

8% 

Sales,  Total 

483 

446  : 444 

452 

458 

457 

462 

468 

458 

464 

493 

493 

5,578 

4,836 

15% 

% of  Revenue 

21% 

19% 

18% 

18% 

18% 

18% 

18% 

18% 

16% 

16% 

17% 

17% 

18% 

19% 
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2010  Budget 

Income  Statement  by  Mo 


Printed  12/16/2009 


j 

2010 

2010 

2010 

2010 

2010 

2010 

2010 

2010 

2010 

2010 

2010 

2010 

u 

Jan 

Feb 

Mar 

Apr 

May 

Jun 

Jul 

Aug 

Sep 

Oct 

Nov 

Dec 

2010  Year 

2009  Year 
Projected 

2009-2010 
% Change 

Ma 

rketing  & Product  Mgmt.  j 



- -4 

75 

72 

74  ! 

100 

99 

98 

98 

98 

98 

97 

96 

96 

1,100 

966 

14% 

- 

75 1 

75 

75 

58 

58 

58 

58 

58 

58 

58 

58 

58 

750 

925 

-19% 

Mk 

tn  A Product  MamL.  Total 

151 

147 

149 

158 

158 

157 

156 

156 

156 

155 

155 

155 

1,851 

1,892 

-2% 

7% 

6% 

6% 

6% 

6% 

6% 

6% 

6% 

6% 

5% 

5% 

5% 

6% 

7% 

T 

R&D 

1 

226 

325 

365 

293 

221 

204 

204 

204 

204 

194 

193 

190 

2,823 

2,091 

35% 

t- 

Other  R&D  Expense 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

50 

389 

-87% 

R&D, 

1 

230 

329 

369 

297 

225 

208 

209 

209 

208 

199 

197 

195 

2,873 

2,480 

16% 

10% 

14% 

15% 

12% 

9% 

8% 

8% 

8% 

7% 

7% 

7% 

7% 

9% 

10% 

1 | 

General  & Administrative 

137 

140 

155 

159 

157 

157 

157 

157 

156 

156 

155 

155 

1,844 

1,720 

7% 

Other  Expense 

283 

268 

268 

268 

268 

268 

268 

268 

268 

268 

268 

268 

3,232 

3,035 

6% 

(if 

ral  & Administrative.  Total 

420 

408 

423 

427 

425 

425 

426 

425 

424 

424 

423 

423 

5,076 

4,755 

7% 

18% 

17% 

17% 

17% 

17% 

17% 

17% 

16% 

15% 

15% 

14% 

14% 

16% 

18% 

I 

Corporate  Expenses 

Personnel 

32 

35 

35 

36 

34 

34 

34 

34 

34 

34 

34 

34 

411 

407 

1% 

Other  Expenses 

27 

27 

27 

27 

27 

27 

27 

27 

27 

27 

27 

27 

319 

312 

2% 

CorDorate  Expenses,  Total 

58 

62 

61 

62 

61 

61 

61 

61 

61 

61 

60 

60 

729 

719 

1% 

% of  Revenue 

3% 

3% 

3% 

2% 

2% 

2% 

2% 

2% 

2% 

2% 

2% 

2% 

2% 

3% 

H 

__  - 

.. 

Total  Expenses 

2,200 

2,276 

2,378 

2,391 

2,269 

2,262 

2,247 

2,263 

2,290 

2,297 

2,362 

2,279 

27,515 

24,237 

14% 

j | 

Provision  for  Bonuses 

118 

118 

119 

126 

126 

126 

126 

126 

126 

126 

126 

126 

1,485 

1,303 

14% 

I i 

1 

EBITDA 

(35) 

(26) 

(70) 

(4) 

122 

175 

197 

250 

382 

407 

464 

530 

2,393 

345 

594% 

I 

% of  Revenue 

-2% 

-1% 

-3% 

0% 

5% 

7% 

8% 

9% 

14% 

14% 

16% 

18% 

8% 

1% 

6% 

r 

Denrecjation  & Amortization 

41 

43 

45 

47 

48 

48 

49 

50 

49 

48 

49 

49 

567 

443 

28% 

Oneratina  Income  1 (Loss) 

(76) 

(69) 

(115) 

(51) 

75 

126 

149 

200 

334 

359 

415 

481 

1,826 

(98) 

n/a 

Other  Revenues  / (ExDenses) 

3 

3 

3 

3 

3 

3 

4 

4 

4 

4 

4 

4 

42 

47 

-11% 

Ind(Loss)  Bef.  Income  Tax 

(73) 

(66) 

(112) 

(48) 

78 

130 

152 

204 

337 

362 

419 

485 

1,868 

(50 

n/a 

r I 

Capitalized  Dev  Costs 

73 

156 

205 

130 

57 

42 

42 

42 

42 

42 

42 

42 

916 

550 

67% 

Depreciation 

5 

16 

16 

22 

31 

32 

32 

32 

32 

32 

32 

32 

315 

17 

1789% 

f 

Pretax  Income,  GAAP 

(5) 

74 

78 

60 

104 

140 

162 

213 

347 

372 

429 

495 

2,469 

483 

411% 

Provision  for  Income  Taxes 

- 

- 

- 

- 

- 

23 

77 

128 

138 

159 

184 

710 

184 

287% 

Net  Income  / (Loss) 

(5) 

74 

78 

60  | 104 

140 

139 

136 

219 

235 

270 

310 

1,759 

299 

487% 

% of  Revenue 

0% 

3% 

3%  2%  4%  5%  5% 

5% 

8% 

8% 

9% 

11% 

6%  1% 

R-F  Budget  Draft  (5)  121409  KDG.xIsx 


Page  8 of  15 


Confidential  - INPUT 


2010  Budget 
Balance  Sheet 


12/31/2009 

12/31/2010 

Change  (%) 

Assets 

Currenl 

Assets 

— 

Cash  and  Cash  Equivalents 

$ 7,285,187 

$ 9,245,567 

27% 

Accounts  Receivable,  net 

3,905,771 

4,931,217 

26% 

Other  Current  Assets 

1,350,221 

1,719,866 

27% 

Total  Current  Assets 

12,541,179 

15,896,650 

27% 

Fixed  Assets 

— 

Fixed  Assets 

3,950,000 

5,602,717 

42% 

Less  Depreciation  & Amort. 

(2,412,521) 

(3,294,163) 

37% 

Net 

Fixed  Assets 

1,537,479 

2,308,554 

50% 

Other  Assets 

478,112 

478,112 

0% 

Total  Assets 

$ 14,556,771 

$ 18,683,317 

28% 

Liab 

ilities 

Accounts  Payable 

$ 150,000 

$ 190,018 

27% 

Other  Accrued  Liabilities 

2,477,296 

2,492,217 

1% 

Capital  lease,  current 

32,339 

15,583 

-52% 

Deferred  Revenue  (Net  of  Unbilled) 

12,259,745 

14,448,208 

18% 

Total  Current  Liabilities 

14,919,379 

17,146,026 

15% 

i i 

Non-Current  Liabilities 

— 

1 

Capital  lease,  long  term 

15,582 

- 

-100% 

Deferred  Rent 

806,836 

787,932 

-2% 

Total  Liabilities 

15,741,798 

17,933,958 

14% 

Shareholders'  Equity 

Common  and  Treasury  Stock 

(147,720) 

27,280 

-118% 

Currency  gain  (loss) 

430 

430 

0% 

Retained  Earnings  - Accumulated 

(1,337,229) 

(1,037,737) 

-22% 

Retained  Earnings  - Current  Year 

299,492 

1,759,386 

487% 

Total  Shareholders'  Equity 

(1,185,027) 

749,358 

-163% 

Total  Liabilities  & Shareholders'  Equity 

$ 14,556,771 

$ 18,683,317 

28% 

Cash  Pledged  as  Collateral  for  Personal 

Loan  to  Principal  Stockholders 

$ 1,862,093 

$ 1,917,956 

3% 

Printed:  12/16/2009 
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2010  Budget 
Expense  by  Natural  Acct 


12/16/2009 


2009 

2009  2010 

'10  VAR 

% 

Jan  • Sep 

Annualized/ 

Est 

TOTAL 

TO  '09 

CHANGE 

Comment 

5010  - Salaries 

8,990,171 

11,986,894 

15,517,552 

3,530,657 

29% 

5012  - Salaries  - BPM  Savings  Ops  / 
Capitalized  Dev  Costs 

(1.115,937) 

(1.115,937) 

203% 

5013  - Bonuses 

5014  - Bonuses  - General 

959,397 

1 ,353,394 

1 ,484,809 

131,414 

10% 

5015  - Bonus/Comm  - Mbr.  Svcs. 

328,358 

437,811 

210,777 

(227.034) 

-52% 

Change  to  Commission  plan 
spreads  cost  to  201 1 

5017  - Bonus  - Sales  Support 

26,603 

35,471 

74,849 

39,378 

111% 

5019  - Draw  Expense 

51,605 

68,807 

86,000 

17,193 

25% 

5021  - Commissions 

1,161,868 

1,549,157 

1,900,989 

351,832 

23% 

Linked  to  Rev.  growth 

5022  - Incentives  (incl  Club  trip) 

122,144 

162,859 

150,000 

(12,859) 

-8% 

5023  - Stock  Compensation  Expense 

102,249 

136,332 

175,000 

38,668 

28% 

5024  - Payroll  Taxes 

680,752 

907,669 

1,079,772 

172,103 

19% 

5025  - Health/Life/Disabitity/Benefit 

580,692 

774,256 

983,763 

209,507 

27% 

5030  - Retirement  / Pension 

166,841 

222,454 

303,183 

80,729 

36% 

5035  - Worker's  Compensation  Ins. 

18,883 

25,177 

32,212 

7,035 

28% 

5040  - External  Product/Project  Labor 

71,084 

94,779 

245,000 

150,221 

158% 

2010=Capture  Int.  cost 

5045  - Other  External  Labor 

753,105 

1,004,140 

1,275,250 

271,110 

27% 

2010=R&D  and  Spi 

5070  - Travel  Expenses 

218,157 

290,876 

293,436 

2,560 

1% 

5075  - Entertainment  Expenses 

51,039 

68,052 

83.829 

15,777 

23% 

5078  - Corporate  & Planning  Meetings 

16,500 

22,000 

22,000 

0 

0% 

5080  - Recruiting 

291,179 

370,000 

125,000 

(245.000) 

-66% 

5085  - Training 

174,115 

200,000 

110,629 

(89,371) 

-45% 

2009:  Agile  cost  $100k 

5090  - Employee  Relations 

13,024 

17,365 

42,505 

25,140 

145% 

2010:  offset  w/5022 

5120  - Telecommunications  - Local 

23,641 

31,521 

37,200 

5,679 

18% 

5121  - Telecommunications  - Cellular 

69,822 

93,096 

110,750 

17,654 

19% 

5122  - Telecommunications  - Long  Dist 

10,252 

13,669 

26,250 

12,581 

92% 

5125  - Telecommunications  - Data 

123,542 

164,723 

176,080 

11,357 

7% 

5130  - Information  Costs 

40,353 

53,804 

66,600 

12,796 

24% 

5136  - FOIA  Costs  - Member 

77,234 

102,978 

137,004 

34,026 

33% 

5137  - FOIA  Costs  - Internal 

14,308 

19,078 

20,500 

1,422 

7% 

5140  - Membership  Dues 

49,589 

66,119 

80,900 

14,781 

22% 

5210  - Advertising 

110,363 

147,151 

200,000 

52,849 

36% 

5220  - Web,  Collateral  & Sales  Tools 

42,923 

57,230 

120,000 

62,770 

110% 

5230  - Events  Department  Costs 

403,701 

538,268 

437,276 

(100,992) 

-19% 

2010:  Cut  ConnellyWorks 

5235  - Events  - Marketing  Events 

115,874 

154,499 

213,005 

58,506 

38% 

5240  - Media  Relations 

102,573 

136,764 

51,000 

(85.764) 

-63% 

2010:  Less  Schwartz 

5250  - Direct  Marketing 

51,200 

68,266 

89,000 

20,734 

30% 

5510  - Office  Supplies 

31,169 

41,558 

44,950 

3,392 

8% 

5520  - Postage  and  Shipping 

13,817 

18,423 

21,350 

2,927 

16% 

5530  - Printing  and  Copying 

1,174 

1,565 

1,700 

135 

9% 

5550  - Computer  Supplies 

307,862 

410,483 

487,060 

76,577 

19% 

2010:  increased  software 

5610  - Equipment  & Leases 

11,925 

15,900 

19,000 

3,100 

19% 

5620  - Depreciation 

333,606 

444,808 

881,642 

436,834 

98% 

2010:  due  to  cap'd  R&D 

5630  - Repairs  and  Maintenance 

7,318 

9,757 

10,000 

243 

2% 

5640  - Facilities  Rent 

1,013,917 

1,351,890 

1,370,000 

18,110 

1% 

5650  - Taxes  - Property 

12,685 

16,913 

18,500 

1,587 

9% 

5690  - Other  Facilities 

20,329 

27,105 

26,900 

(205) 

-1% 

5710 -Legal 

121,390 

161,853 

135,000 

(26.853) 

-17% 

5720  - Accounting 

142,513 

190,017 

190,300 

283 

0% 

5730  - Other  Professional  Services 

271,716 

320,000 

95,650 

(224.350) 

-70% 

2009:  Had  AGI 

5740  - Credit  Card  Fees 

175,632 

234,176 

293,002 

58,826 

25% 

2010:  Moves  w/Orders 

5790  - Corporate  & Board  Services 

75,000 

100,000 

100,000 

0 

0% 

5810  - Business  Insurance 

72,660 

96,881 

114,874 

17,993 

19% 
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2010  Budget 
Expense  by  Natural  Acct 


12/16/2009 


2009 

2009 

2010 

•10  VAR 

% 

Jan  - Sep 

Annualized/ 

Eat 

TOTAL 

TO  '09 

CHANGE 

Comment 

5820  - Miscellaneous  Expenses 

13,050 

17,400 

37,500 

20,100 

116% 

5850  - Bad  Debt  Expense 

108,000 

160,000 

190,000 

30,000 

19% 

2010:  Moves  w/Orders 

5870  - Taxes  - Other 

47,896 

63,861 

78,000 

14,139 

22% 

5920  - Contributions 

1,450 

1,933 

2,500 

567 

29% 

Total 

18,755,315 

24,653,541 

28,965,210 

3,761,669 

15% 
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2010  Budget 
Capital  Expenditures 


Date  Printed:  12/16/2009 


— 

— 

Jan-10 

Feb-10 

Mar-10 

Apr-10 

May-10 

Jun-10 

Jul-10 

Aug-10 

s 

Sep-10 

Oct-10 

Nov-10 

Dec-10 

Year 

%of 

Spend 

Per 

•sonnel 

Existing 

200 

_ . _ , ... 



New 

3 

. 4 

4 

4 

4 

3 

3 

3 

3 

3 

3 

3 

40 

Replacement  Laptops  (48  month  life) 

5 

5 

5 

5 

5 

‘ 5 

5 

~ 5 

5 

5 

5 

5 

60 

— 



Subtotal  New  Laptops 

8 

9 

9 

9 

9 

8 

8 

8 

8 

8 

8 

8 

100 

— 

Workstations 

— 

— 

Phones 

$ 300 

900 

1,200 

1,200 

1,200 

1,200 

900 

900 

900 

900 

900 

900 

900 

$ 12,000 

Computer/monitor 

$ 2,200 

17,600 

19,800 

19,800 

19,800 

19,800 

17,600 

17,600 

17,600 

17,600 

17,600 

17,600 

17,600 

$ 220,000 

34% 

Subtotal  Workstations 

18,500 

21,000 

21,000 

21,000 

21,000 

18,500 

18,500 

18,500 

18,500 

18,500 

18,500 

18,500 

$ 232,000 

Infr 

astructure 

VPN  Solution  (Cisco)  2 Concentrators 

50,000 

— 

i 50,000 

2 new  Server  for  VMware  in  Ashbum 



14,000 

$ 14,000 

New  SAN  Drive  trays  for  Ashbum  2 trays 

60,000 

— 

$ 60,000 

New  Domain  Controller  Server 

3,000 

$ 3,000 

— 

New  Firewalls  Ashbum 

6,000 

$ 6,000 

RAM  Upgrade  for  R710's 

6,000 

5 6,000 

SQL  2008  hardware 

30,000 

..... 

$ 30.000 

New  Voice  Gateway  (Supports  SIP) 

10,000 

— 

$ 10,000 

Replacement  Projectors 

2,000 

2,000 

2,000 

$ 6,000 

Subtotal  Infrastructure 

6,000 

39,000 

52,000 

60,000 

14,000 

2,000 

0 

10,000 

2,000 

0 

0 

0 

t 185,000 

27% 

■ 

Sof 

tware 

Splunk  - License  Upgrade 

16,000 

$ 16,000 

— 

BPM  Software 

100,000 

$ 100,000 

— 

VMware  Workstation  license  5 pack 

900 

$ 900 

— 

CMS  Software 

50,000 

~~$  50,000 

Blackberry  User  Licenses 

1,000 

$ i.ooo 

Amcharts  amStock  Chart 

5,880 

S 5,880 

Team  City  Upgrade 

2000 

S 2,000 

Subtotal  Software 

150,900 

7,880 

- 

- 

- 

16,000 

1,000 

- 

- 

_ 

. 

_ 

$ 175,780 

26% 

Total  Workstations,  Infrastructure,  Software 

$ 175,400 

$ 67,880 

$ 73,000 

t 81,000 

$ 35,000 

$ 36,500 

$ 19,500 

$ 26,500 

$ 20,500 

$ 18,500 

$ 18,500 

$ 18,500 

$ 592,780 

88% 

MIS 

c.  project  wee as 

Other  Software 

3,000 

3,000 

3,000 

3,000 

3,000 

3,000 

3,000 

3,000 

3,000 

3,000 

3,000 

3,000 

5 36,000 

Other  Hardware 

4,000 

4,000 

4,000 

4,000  4,000 

4,000 

4,000 

4,000 

4,000 

4,000 

4,000 

4,000 

$ 48,000 

total  MISC 

7,000 

7,000 

7,000 

7,000  7,000 

7,000 

7,000 

7,000 

7,000 

7,000 

7,000 

7,000 

t 84,000 

12% 
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2010  Budget 
Initiative  Details 


12/16/2009 


— 

Initiative  / New  Service 

Orders 

Revenue (1) 

Costs 

Contrib  Margin 

Y/E  # Staff 

Capture  Intelligence 

1,388,000 

879,583 

1,240,529 

(360,945) 

6 

GovlA 

1,314,500 

411,125 

1,024,150 

(613,025) 

9 

Federal  Competitive  Intelligence  (3) 

303,000 

86,353 

11,058 

75,296 

uses  GovlA 

Task  Order  Aggregation  (2) 

504,770 

215,108 

32,266 

182,842 

n/a  -Software 

Teaming  Collaboration  (3) 

45,000 

2,917 

11,058 

(8,141) 

n/a  -Software 

Opportunity  Advisor 

376,023 

291,709 

74,750 

216,959 

1 

Total 

3,931,293 

1,886,795 

2,393,810 

(507,015) 

16 

(1)  Revenue  (estimated)  includes  2010  effect  of  2009  (prior  year)  sales,  plus  revenue  on  2010  Orders 


(2)  Task  Order  Aggregation  assumes  commissions  & maintenance  at  15%  of  revenue 


(3)  Federal  Competitive  Intelligence  and  Teaming  Collaboration  costs  are  Dev  time,  which  will  be  Capitalized;  both  are 
estimated  at  25  developer-days 
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2010  Budget 
Staffing  Report 


lumber  of  Stai 

Ff 

12/31/09 

12/31/10 

Change 

New  Business  Sales 

- 

Executive  Management 

1.00 

1.00 

0.00 

Sales  & Support  Managers 

3.00 

4.00 

1.00 

Salespeople 

28.00 

32.00 

4.00 

Sponsorship  Sales 

1.00 

1.00 

0.00 

Channel  Sales 

TOO 

1.00 

0.00 

Sales  Support  (Includes  SLAs,  etc.) 

4.80 

6.00 

1.20 

Subtotal 

38.80 

45.00 

6.20 

Member  Services 

Executive  Management 

1.00 

1.00 

0.00 

Managers 

4.00 

4.00 

0.00 

Advisors  (includes  Strategic) 

25.00 

31.00 

6.00 

Upsell 

2.00 

5.00 

3.00 

Support  & FOIA 

6.00 

4.00 

(2.00) 

Subtotal 

38.00 

45.00 

7.00 

Marketing  & Product  Mgmt. 

Executive  Mgmt.  (SVP  Product  Dev) 

0.00 

1.00 

1.00 

Product  Mgmt. 

3.00 

3.00 

0.00 

Marketing  & Events  Managers 

1.00 

3.00 

2.00 

Marketing  Staff 

2.00 

3.00 

1.00 

Events  Staff 

1.00 

2.00 

1.00 

Subtotal 

7.00 

12.00 

5.00 

Total  Sales,  MS,  & Marketing 

83.80 

102.00 

— 

18.20 

Research  and  Analysis  Services 

Executive  Management 

1.00 

1.00 

0.00 

Managers 

9.00 

10.00 

1.00 

Federal  IS  Staff 

30.50 

34.40 

3.90 

S&L  IS  Staff 

13.50 

13.50 

0.00 

Industry  Analysis  Staff 

3.90 

3.90 

0.00 

Support  & Other 

1.00 

2.00 

1.00 

Subtotal 

58.90 

64.80 

5.90 

Research  & Development  and  IT 

Executive  Management 

1.00 

1.00 

0.00 

Project  Mgmt  and  BPM 

3.00 

3.00 

0.00 

Operations  & Support 

3.00 

3.00 

0.00 

Analysts  & Developers 

10.00 

10.00 

0.00 

Subtotal 

17.00 

17.00 

0.00 

Finance  & Administration 

Executive  Management 

1.00 

1.00 

000 

Managers 

4.00 

400 

0.00 

Accounting 

5.00 

5.00 

0.00 

Administration 

4.00 

4.00 

0.00 

HR 

1.00 

1.00 

0.00 

Subtotal 

15.00 

15.00 

0.00 

Executive  Management  Corporate 

1.00 

1.00 

0.00 

Office  of  the  Chairman 

1.00 

1.00 

0.00 

Capture  Intelligence 

Executive  Management 

1.00 

1.00 

0.00 

Capture  Managers 

O 

b 

o 

2.00 

2.00 

Analysts 

2.00 

2.00 

0.00 

Salespeople 

0.00 

1.00 

1.00 

Subtotal 

3.00 

6.00 

300 

12/16/2009 
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12/16/2009 


2010  Budget 
Staffing  Report 


lumber  of  Staff 

12/31/09 

12/31/10 

Change 

Institutional  Investors 

Executive  Management 

1.00 

1.00 

0.00 

Principal  Analysts 

3.00 

4.00 

1.00 

Research  Associates 

2.00 

3.00 

1.00 

Salespeople 

0.00 

1.00 

1.00 

Subtotal 

6.00 

9.00 

3.00 

TOTAL  INPUT  Staffing 

185.70 

215.80 

30.10 

Outsourced  Staffing 

SPi 

19.00 

22.00 

3.00 

FOIA 

3.00 

3.00 

0.00 

Total  Outsourced  Staffing 

22.00 

25.00 

3.00 

TOTAL  with  Outsourced  Staffing 

207.70 

240.80 

33.10 
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2010  Compensation  Plans 
Bonus  Plan  Summary  2010 


Printed  12/16/2009 


Revenues 

Net  Income 

— 

($) 

Growth  (%) 

($) 

Rate  (%) 

2009  Actual 

25,873,955 

13% 

0% 

Net  Income  Excluding  Capitalized  Development  Costs  & related  Depreciation 

2008  Actual 

22,808,982 

3% 

334,777 

1% 

. 1 

BONUSES 

— 

— 

2010 

Revenues 

Growth 
2010/2009  (%) 

Net  Income 

Rate  (%) 

Chairman  ($) 

CEO  ($) 

Exec  ($) 

Dir/Mngr  ($) 

Staff  ($) 

Total  All 
Bonuses  ($) 

Threshold 

29,931,118 

16% 

1,500,000 

5.0% 

32,500 

32,500 

158,782 

204,610 

44,257 

472,648 

Target 

32,342,444 

25% 

1,500,000 

46% 

325,000 

325,000 

793,908 

409,220 

88,513 

1,941,641 

Stretch 

33,716,061 

30% 

1,500,000 

4.4% 

406,250 

406,250 

1,190,861 

613,830 

132,770 

2,749,961 

Compensation  of  Group  ($) 

$ 325,000 

$ 325,000 

$ 1,587,815 

$ 4,092,199 

$ 4,425,655 

$ 10,755,669 

1 

Threshold 

10% 

10% 

10% 

5% 

1% 

Bonus  as  Proportion  of  Salaries  (%) 

Target 

100% 

100% 

50% 

10% 

2% 

Stretch 

125% 

125% 

75% 

15% 

3% 

Notes 

— 

1 

This  is  an  Annual  Bonus  Plan: 

Performance  is  measured  annually 

Bonuses  are  paid  at  year  end  (no  later  than  the  March  15  payroll) 

2 

Bonuses  are  based  on  Revenues  (except  for  executives  with  direct  sales  responsibility)  and  Net  Income  . 

Executives  with  direct  sales  responsibility  have  75%  of  their  bonus  related  to  their  area  of  responsibility 

The  bases  for  sales  related  bonuses  must  correspond  to  the  corporate  revenue  objectives,  i.e  generate  that  level  of  revenues 

3 

Executive  Bonuses  are  awarded  by  the  Board  of  Directors  based  on  recommendation  from  the  Compensation  Committee 

The  CEO  determines  bonuses  for  other  staff  from  the  relevant  bonus  pool 

4 

5 

6 

"Threshold,  Target  and  Stretch"  refer  to  Revenue  Performance  only 

Net  Income  level 
Net  Income  for  tx 
The  Company  be 

s are  mimima  at  each  level  that  must  be  maintained  Bonuses  are  scaled  pro  rata  to  maintain  these  levels 

anus  plan  purposes  excludes  Capitalized  Development  Costs  and  the  related  Depreciation 

7 

nus  accrual  includes  the  amounts  as  calculated  per  the  above,  times  approx  1 08  for  Employer  Taxes 

1 1 

_r  i 

Calculation  of  Bonus  for  Budget  - Original,  with  17.3%  growth  ($30,344,455). 

Calculation  of  Bonus  for  Budget  (Threshold  Orders  Scenario) 

31,392,472 

Revenue  in  Budget  model 

31,392,472 

Revenue  in  Budget  model 

30,344,455 

30,344,455 

Threshold  Revenue 

29,931,118 

Threshold  Revenue 

1,048,017 

Revenue  above  Threshold 

1 ,461 ,353  Revenue  above  Threshold 

1,997,989 

Threshold  to  Target  Revenue  Gap 

2,411,325  Threshold  to  Tar 

get  Revenue  Gap 

52% 

Proration  % This  factor  used  to  adj  bonus  accrual 

61%  Proration  % 

i 

' 

472,648 

Threshold  Bonus 

1 _____ 

‘ 

472,648  Threshold  Bonus 

1,468,993 

Potential  Bonus  between  Threshold  and  Target 

1,468,993 

52% 

Proration  % per  above  | 

61% 

770,539 

770,539 

Bonus  between  Threshold  & Target  Earned 

890,264  890,264 

1,243,187 

Total  Bonus  for  Budget  before  tax  adjustment 

1,362,912  Total  Bonus  for  Budget  before  tax  adjustment 

1.0765 

Tax  Adjustment 

1.0765  Tax  Adjustment 

1 | 

1,338,291 

Total  Bonus  for  Budget 

1,467,175  Total  Bonus  for  Budget 

! | 

64% 

% of  Target  (w/tax)  Bonus 

70% !%  of  Target  (w/tax)  Bonus 

2,090,176 

Total  Pool  (w/tax) 

2,090,176  Total  Pool  (w/tax) 

1 
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2009  Compensation  Plans 
Chairman,  President  & CEO  Plans 


Printed  12/16/2009 


2010 

Revenues  ($) 

Net  Income 

Net  Income 
% 

Chairman 
Bonus/ 
Pres  & 
CEO 

Bonus  {$) 

Corporate 
Performance 
Bonus  ($) 

Personal 
Performance 
Bonus  ($) 

Threshold 

29,931,118 

1,500,000 

5.0% 

32,500 

16,250 

16,250 

Target 

32,342,444 

1,500,000 

4.6% 

325,000 

292,500 

32,500 

Stretch 

33,716,061 

1,500,000 

4.4% 

406,250 

365,625 

40,625 

Compensation  of  Group  (() 

$ 325,000 

Distribution  Factor 

Threshold 

10% 

0.5 

0.5 

Target 

100% 

0.9 

0.1 

Stretch 

125% 

0.9 

0 1 
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2009  Compensation  Plans 
Table  for  Practice 


Printed  12/16/2009 


2010  Revenues 
($) 

Net  Income 
($) 

Bonus/Salary  (%) 

Executive 

Dir/Mngr 

Individual 

Contributor 

Threshold 

29,931,118 

1,500,000 

10% 

5% 

1% 

Target 

32,342,444 

1,500,000 

50% 

10% 

2% 

Stretch 

33,716,061 

1,500,000 

75% 

15% 

3% 
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2010  Executive  Compensation  Plans 
Stats 


12/16/2009 


ORDERS 

ORDERS 

ORDERS 

ORDERS 

2009  Current 

2010  at  25% 

Growth 

2010  Current 

Growth 

Threshold  in 

Projection 

Rev  Growth 

Needed 

Budget 

Over  2009 

Exec  Summary 

Sales  Teams 

7,658,474 

9,600,000 

25.4% 

8,900,000 

16.2% 

8,200,000 

Upsell 

1,553,243 

2,302,300 

48.2% 

2,202,300 

41.8% 

1,841,840 

Renewal  (Haney  only) 

17,204,798 

20,174,673 

17.3% 

19,670,306 

14.3% 

19,138,199 

Events+Ecommerce 

1,208,000 

1,406,194 

16.4% 

1,522,330 

26.0% 

1,124,955 

GovlA/etc 

- 

1,640,500 

1,314,500 

857,600 

Capture  Intelligence 

202,000 

1,588,500 

686.4% 

1,388,500 

587.4% 

1,000,000 

27,826,514 

36,712,167 

31.9% 

34,997,936 

25.8% 

32,162,594 

Total  Reports 

680,000 

0 

add  Ecommerce  if  excluding  from  MB 

0 

0 

32,162,594 

Threshold  Revenue  In  Exec  Summary 

29,931,118 

93%  % of  Target 

15.68%  growth 

29,931,118 

Revenue  In  Current  Budget 

31,392,472 

92.54% 

Target  Revenue  In  Exec  Summary 

32,342,444 

70% 

Corp 

Upsell 

Renewal 

Personal 

Total 

Haney  Bonus  at  Current  Budget 

70% 

15,794 

18,591 

21,985 

6,317 

62,687 

Corp 

New  Sales 

Events/Ecomm 

Personal 

Total 

Cockerham  Bonus  at  Current  Budget 

63% 

16,232 

33,300 

1,975 

6,493 

58,000 

% of  Company  Pool  Achievement  at 
Current  Budget 


70% 


Threshold 
Growth 
over  2009 
7.07% 

18.58%  watch  for  Competitve  Intelligence  Effect 
1 1 .24%  Renewals  here  are  Haney's,  Cl's  are  in  that  total 
-6.87%  $950k  is  the  Events  only  Threshold;  Events  Budget  $997k 
n/a  watch  for  Competitve  Intelligence  Effect 
395.05% 

15.58%  Orders/Orders  Growth 
Add  only  if  removing  Ecommerce  from  MB 
15.58%  revised  Orders  Growth  at  Threshold 

15.68%  2009  Revenue  Estimate  at  Threshold 


and  we  made  our  budget 


Budgeted 

Ecommerce 

2,202,300 


haney  upsell  w/repts 


$ (2,066,550)  haney  subs 

135,750  haney  repts  only 
660,759  All  non-CI  repts 
525,009  Ecommerce  repts 
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2010  Executive  Compensation  Plans 
Summary 


12/16/2009 


Executive 

Salary 

2010 

Performance 

Bonus 

2007 

2008 

2009 

2010 

Corporate 

New  Sales 

Renewal 

Individual 

Total  Bonus 

Bonus  % of 

Total  Target 

Revenue 

(and/or 

Sales 

Objectives 

Salary 

2010  Compen- 

Events) 

Responsi- 

sation 

Responsi- 

blllty 

blllty 

Sales  Resp< 

>nsibility  ($) 

ID 

New 

Renewals 

Events  and  EC 

Total 

Threshold 

225  000 

234,000 

234.000 

238,000 

11,900 

4,760 

4,760 

2,380 

23,800 

10% 

261 ,800 

(A) 

(A) 

SVP  Mkt  Dev 

n/a 

n/a 

n/a 

250,000 

15,000 

7,500 

n/a 

2,500 

25,000 

10% 

275,000 

Gibbs 

n/a 

n/a 

265,000 

270,000 

18,900 

5,400 

n/a 

2,700 

27,000 

10% 

297,000 

132,500 

150,000 

175,000 

180,000 

16,200 

n/a 

n/a 

1,800 

18,000 

10% 

198,000 

n/a 

n/a 

190,000 

194,000 

4,850 

12,610 

n/a 

1,940 

19,400 

10% 

213,400 

1,000,000 

1,000,000 

n/a 

n/a 

150,000 

156,000 

3,900 

10,140 

n/a 

1,560 

15,600 

10% 

171,600 

1,100,000 

1,100,000 

150,000 

175,000 

175,000 

185,000 

4,625 

12,025 

n/a 

1,850 

18,500 

10% 

203,500 

8,200,000 

1,124,955 

9,324,955 

Haney 

145,000 

175,000 

175,000 

180,000 

4,500 

4,500 

7,200 

1,800 

18,000 

10% 

198,000 

1,841.840 

19,138,199 

20,980,039 

Overlay 

(242,400) 

(242,400) 

Total 

652,500 

734,000 

1,364,000 

1,653,000 

79,875 

56,935 

11,960 

16,530 

165,300 

1,818,300 

1 1 ,899,440 

19,138,199 

1,124,955 

32,162,594 

225  000 

234,000 

234,000 

238,000 

59,500 

23,800 

23,800 

11,900 

119,000 

50% 

357,000 

(A) 

SVP  Mkt  Dev 

n/a 

n/a 

n/a 

250,000 

75,000 

37,500 

n/a 

12,500 

125,000 

50% 

375,000 

(B) 

n/a 

n/a 

265,000 

270,000 

94,500 

27.000 

n/a 

13,500 

135,000 

50% 

405,000 

132,500 

150,000 

175,000 

180,000 

81,000 

n/a 

n/a 

9,000 

90,000 

50% 

270,000 

n/a 

n/a 

190,000 

194,000 

24,250 

63,050 

n/a 

9,700 

97,000 

50% 

291,000 

1,400,000 

1,400,000 

n/a 

n/a 

150,000 

156,000 

19,500 

50,700 

n/a 

7,800 

78,000 

50% 

234,000 

1,574,000 

1,574,000 

150,000 

175,000 

175,000 

185,000 

23,125 

60,125 

n/a 

9,250 

92,500 

50% 

277,500 

9,600,000 

1,406,194 

11,006,194 

(C) 

Haney 

145,000 

175,000 

175,000 

180,000 

22,500 

22,500 

36,000 

9,000 

90,000 

50% 

270,000 

2.302.300 

20,174,673 

22,476,973 

Overlay 

(303,000) 

(303,000) 

(0) 

652,500 

734,000 

1,364,000 

1,653,000 

399,375 

284,675 

59,800 

82,650 

826,500 

2,479,500 

14,573,300 

20,174,673 

1,406,194 

36,154,167 

225,000 

234,000 

234,000 

238,000 

89,250 

35,700 

35,700 

17,850 

178,500 

75% 

416,500 

(A) 

(A) 

SVP  Mkt  Dev 

n/a 

n/a 

n/a 

250,000 

112,500 

56,250 

n/a 

18,750 

187,500 

75% 

437,500 

Gibbs 

n/a 

n/a 

265,000 

270,000 

141,750 

40,500 

n/a 

20,250 

202,500 

75% 

472,500 

132,500 

150,000 

175,000 

180,000 

121,500 

n/a 

n/a 

13,500 

135,000 

75% 

315,000 

Zwiefel  Berger 

n/a 

n/a 

190,000 

194,000 

36,375 

94,575 

n/a 

14,550 

145,500 

75% 

339,500 

2,000,000 

2,000,000 

n/a 

n/a 

150,000 

156,000 

29,250 

76,050 

n/a 

11,700 

117,000 

75% 

273,000 

2,500.000 

2,500,000 

Cockertiam 

150,000 

175,000 

175,000 

185,000 

34,688 

90,188 

n/a 

13,875 

138,750 

75% 

323,750 

10,100,000 

1,687,433 

11,787,433 

Haney 

145,000 

175,000 

175,000 

180,000 

33,750 

33,750 

54,000 

13,500 

135,000 

75% 

315,000 

2.762.760 

21,031,512 

23,794,272 

Overlay 

(363,600) 

(363,600) 

652,500 

734,000 

1 ,364,000 

1,653,000 

599,063 

427,013 

89,700 

123,975 

1,239,750 

2,892,750 

16,999,160 

21,031,512 

1,687,433 

39,718,105 

NOTES: 

(A)  Plexico  comp  plan  uses  same  renewal  quota  as  Haney;  also  has  a component  for  Industry  Analysis  sales  (under  "New").  Gibbs  has  a Software  sales  target 

(B)  SVP  Mkt  Dev  - we  have  left  a placeholder  for  a to-be-determined  performance  metric  or  metrics 

(C)  Cockerham  is  compensated  on  Events  Sales  and  Ecommerce  in  addition  to  other  New  Sales 

(D)  Chariell  and  Haney  share  target  $ for  Competitive  Intelligence  product 

(E)  Threshold  and  Stretch  Revenue  have  been  computed  as  follows  (2009  provided  for  comparison): 


Threshold 


2009 

2010  ! 

$ 

% of  Target 

$ 

% of  Target 

24,300,000 

94% 

29,931,118 

93% 

25,900,000 

100% 

32,342,444 

100% 

27,000,000 

104% 

33,716,061 

104% 

NOTE:  Salary  adjustments  of  3%  In  the  current  version  of  the  Budget  are  not  reflected  above 
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2010  Executive  Compensation  Plans 
Plexico 


12/16/2009 


Title 

Base  Salary 
2007 

Base  Salary 
2008 

Base  Salary 
2009 

Base  Salary 
2010 

Type  of 
Executive 

Senior  VP,  Operations 

225,000 

234,000 

234,000 

238,000 

2 

Bonus  Award  Targets 

Corporate  Revenue 

Threshold 

Target 

Stretch 

Proportion  of  Salary  (%) 

10% 

50% 

75% 

Bonus  Award  ($) 

23,800 

119,000 

178,500 

Distribution  of  Bonus  Awards 

Corporate 

Revenue 

IA  Sales 
Performance 

Renewal 

Sales 

Performance 

Individual 

Performance 

Total 

Proportion  of  Bonus  (%) 

50% 

20% 

20% 

10% 

100% 

Bonus  Award  ($) 

Threshold  ($) 

11,900 

4,760 

4,760 

2,380 

23,800 

Target  ($) 

59,500 

23,800 

23,800 

11,900 

119,000 

Stretch  ($) 

89,250 

35,700 

35,700 

17,850 

178,500 

Renewal  Sales  Target  is  based  on  Haney's  target. 
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2010  Executive  Compensation  Plans 
~~~  SVP  Mkt  Dev 


12/16/2009 


Title 

Base  Salary 
2007 

Base  Salary 
2008 

Base  Salary 
2009 

Base  Salary 
2010 

Type  of 
Executive 

Senior  VP,  Market  Development 

n/a 

n/a 

n/a 

250,000 

2 

Bonus  Award  Targets 

Threshold 

Target 

Stretch 

Corporate  Revenue 

29,931,118 

32,342,444 

33,716,061 

Product  Pipeline  Performance 

1,000,000 

3,000,000 

5,000,000 

Bonus  Award  Targets 

Threshold 

Target 

Stretch 

Proportion  of  Salary  (%) 

10% 

50% 

75% 

Bonus  Award  ($) 

25,000 

125,000 

187,500 

Distribution  of  Bonus  Awards 

Corporate 

Revenue 

PLACE- 

HOLDER 

Personal 

Objectives 

Total 

Proportion  of  Bonus  (%) 

60% 

30% 

10% 

100% 

Bonus  Award  ($) 

Threshold  ($) 

15,000 

7,500 

2,500 

25,000 

Target  ($) 

75,000 

37,500 

12,500 

125,000 

Stretch  ($) 

112,500 

56,250 

18,750 

187,500 

Placeholder  - we  are  contemplating  an  individual  metric  (or  metrics)  which  is  currently  to-be-determined 
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2010  Executive  Compensation  Plans 
Gibbs 


12/16/2009 


Title 

Base  Salary 
2007 

Base  Salary 
2008 

Base  Salary 
2009 

Base  Salary 
2010 

Type  of 
Executive 

Senior  VP,  Technology  Development 

n/a 

n/a 

265,000 

270,000 

2 

Bonus  Award  Targets 

Corporate  Revenue 

29,931,118 

32,342,444 

33,716,061 

Software  Orders 

TBD 

TBD 

TBD 

Bonus  Award  Targets 

Threshold 

Target 

Stretch 

Proportion  of  Salary  (%) 

10% 

50% 

75% 

Bonus  Award  ($) 

27,000 

135,000 

202,500 

Distribution  of  Bonus  Awards 

Corporate 

Revenue 

Software 

Sales 

Individual 

Performance 

Total 

Proportion  of  Bonus  (%) 

70% 

20% 

10% 

100% 

Bonus  Award  ($) 

Threshold  ($) 

18,900 

5,400 

2,700 

27,000 

Target  ($) 

94,500 

27,000 

13,500 

135,000 

Stretch  ($) 

141,750 

40,500 

20,250 

202,500 
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2010  Executive  Compensation  Plans 
Gates 


12/16/2009 


Title 

Base  Salary 
2007 

Base  Salary 
2008 

Base  Salary 
2009 

Base  Salary 
2010 

Type  of 
Executive 

SVP,  Finance  & Administration 

132,500 

150,000 

175,000 

180,000 

3 

Bonus  Award  Targets 

\±l 

Corporate  Revenue 

Threshold 

Target 

Stretch 

Proportion  of  Salary  (%) 

10% 

50% 

75% 

Bonus  Award  ($) 

18,000 

90,000 

135,000 

Distribution  of  Bonus  Awards 

Corporate 

Revenue 

Individual 

Performance 

Total 

Proportion  of  Bonus  (%) 

90% 

10% 

100% 

Bonus  Award  ($) 

Threshold  ($) 

16,200 

- 

1,800 

18,000 

Target  ($) 

81,000 

- 

9,000 

90,000 

Stretch  ($) 

121,500 

- 

13,500 

135,000 

(1)  Change  to  SVP  Q4  2009 
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2010  Executive  Compensation  Plans 
Zwiefel  Berger 


12/16/2009 


Title 

Base  Salary 
2007 

Base  Salary 
2008 

Base  Salary 
2009 

Base  Salary 
2010 

Type  of 
Executive 

VP,  Capture  Assist 

n/a 

n/a 

190,000 

194,000 

3 

Bonus  Award  Targets 

Threshold 

Target 

Stretch 

Corporate  Revenue 

29,931,118 

32,342,444 

33,716,061 

New  Sales  (Capture  Intelligence) 

1,000,000 

1,400,000 

2,000,000 

Bonus  Award  Targets 

Threshold 

Target 

Stretch 

Proportion  of  Salary  (%) 

10% 

50% 

75% 

Bonus  Award  ($) 

19,400 

97,000 

145,500 

Distribution  of  Bonus  Awards 

Corporate 

Revenue 

New  Sales 
Performance 

Personal 

Objectives 

Total 

Proportion  of  Bonus  (%) 

25% 

65% 

10% 

100% 

Bonus  Award  ($) 

Threshold  ($) 

4,850 

12,610 

1,940 

19,400 

Target  ($) 

24,250 

63,050 

9,700 

97,000 

Stretch  ($) 

36,375 

94,575 

14,550 

145,500 
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2010  Executive  Compensation  Plans 
Chariell 


12/16/2009 


Title 

Base  Salary 
2007 

Base  Salary 
2008 

Base  Salary 
2009 

Base  Salary 
2010 

Type  of 
Executive 

VP,  Investment  Services 

n/a 

n/a 

150,000 

156,000 

3 

Bonus  Award  Targets 

Threshold 

Target 

Stretch 

Corporate  Revenue 

29,931,118 

32,342,444 

33,716,061 

New  Sales  (GovlA,  Private  Co  Database, 
Competitive  Intell) 

1,100,000 

1,574,000 

2,500,000 

Bonus  Award  Tare 

ets 

Threshold 

Target 

Stretch 

Proportion  of  Salary  (%) 

10% 

50% 

75% 

Bonus  Award  ($) 

15,600 

78,000 

117,000 

Corporate 

New  Sales 

Personal 

Distribution  of  Bonus  Awards 

Revenue 

Performance 

Objectives 

Total 

Proportion  of  Bonus  (%) 

25% 

65% 

10% 

100% 

Bonus  Award  ($) 

Threshold  ($) 

3,900 

10,140 

1,560 

15,600 

Tarqet  ($) 

19,500 

50,700 

7,800 

78,000 

Stretch  ($) 

29,250 

76,050 

11,700 

117,000 

NOTE:  Haney  and  Chariell  share  $303K  of  target  for  Competitive  Intelligence  product 
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2010  Executive  Compensation  Plans 
Cockerham 


12/16/2009 


Title 

Base  Salary 
2007 

Base  Salary 
2008 

Base  Salary 
2009 

Base  Salary 
2010 

Type  of 
Executive 

Senior  VP  Sales 

150,000 

175,000 

175,000 

185,000 

2 

Bonus  Award  Tarqets 

Threshold 

Target 

Stretch 

Corporate  Revenue 

29,931,118 

32,342,444 

33,716,061 

New  Sales  (all  Products  to  New  Mbrs) 

8,200,000 

9,600,000 

10,100,000 

Events  and  Ecommerce 

1,124,955 

1,406,194 

1,687,433 

Events  Target  is  $1.1  M 


Bonus  Award  Tarqets 

Threshold 

Target 

Stretch 

Proportion  of  Salary  (%) 

10% 

50% 

75% 

Bonus  Award  ($) 

18,500 

92,500 

138,750 

Distribution  of  Bonus  Awards 

Corporate 

Revenue 

New  Sales 
Performance 

Events  and 
Ecommerce 
Sales 

Personal 

Objectives 

Total 

Proportion  of  Bonus  (%) 

25% 

60% 

5% 

10% 

100% 

Bonus  Award  ($) 

Threshold  ($) 

4,625 

11,100 

925 

1,850 

18,500 

Target  ($) 

23,125 

55,500 

4,625 

9,250 

92,500 

Stretch  ($) 

34,688 

83,250 

6,938 

13,875 

138,750 

Responsible  for  All  New  Sales  to  New  Accounts,  Channel  Sales,  Ecommerce,  and  Events  Sales. 
Ecommerce  does  NOT  include  FOIA  fees,  only  FOIA  documents  sold  from  the  existing  online  library. 


2009  Projected  2010  Threshold  2010  Target  2010  Stretch 


Events 
% of  2009 

903,063 

880,000 

97% 

1,100,000 

122% 

1,320,000 

146% 

Ecommerce 
% of  2009 

249,019 

244,955 

98% 

306,194 

123% 

367,433 

148% 
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2010  Executive  Compensation  Plans 
Haney 


12/16/2009 


Title 

Base  Salary 
2007 

Base  Salary 
2008 

Base  Salary 
2009 

Base  Salary 
2010 

Type  of 
Executive 

Senior  VP  Member  Services 

145,000 

175,000 

175,000 

180,000 

2 

Bonus  Award  Targets 

Threshold 

Target 

Stretch 

Corporate  Revenue 

29,931,118 

32,342,444 

33,716,061 

Renewal  Sales 

19,138,199 

20,174,673 

21,031,512 

Upsell  and  Report  Sales 

1,841,840 

2,302,300 

2,762,760 

Bonus  Award  Targets 

Threshold 

Target 

Stretch 

Proportion  of  Salary  (%) 

10% 

50% 

75% 

Bonus  Award  ($) 

18,000 

90,000 

135,000 

Distribution  of  Bonus  Awards 

Corporate 

Revenue 

Upsell  & 
Report  Sales 
Performance 

Renewal 

Sales 

Performance 

Personal 

Objectives 

Total 

ProDortion  of  Bonus  (%) 

25% 

25% 

40% 

10% 

100% 

Bonus  Award  ($) 

Threshold  ($) 

4,500 

4,500 

7,200 

1,800 

18,000 

Taraet  ($) 

22,500 

22,500 

36,000 

9,000 

90,000 

Stretch  ($) 

33,750 

33,750 

54,000 

13,500 

135,000 

Renewal  Sales  Target  is  based  on  80.0%  Renewal  rate  performance. 

NOTE:  Haney  and  Chariell  share  $303K  of  target  for  Competitive  Intelligence  product 


2010  Renewal  Base 
Threshold  per  above 
Target  per  above 
Stretch  per  above 


Renewal  Rate 

25,218,341 

19,138,199  75.89% 

20,174,673  80.00% 

21,031,512  83.40% 


2009  Expected  renewal  rate 
2009  Renewal  rate  target  for  Haney 


78.50%  based  on  Nov  run  rate 
74.90% 


Haney  Upsell  target  in  2010  Budget 
Reports  component  of  above 


2,202,300 

135,750 
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2010  Plan  Summary  Prelim  (2) 


2010  Proposed  Pay  Structure 

CV  = Contract  Value 


Sales  Jobs 

Performance  Measure 

Weight 

PRIOR  YR  • 
2009  PM  Tl 

2010  PM  Tl 

Base  Salary 

Mechanic 

PRIOR  YR 
2009  Quota 

Actuals 

2010  Quota 

Plan  Rate 

Thresh 

Pert. 

Period 

Payout 

Freq. 

Calculation  Methodology 

Min 

Mid 

Max 

Account  Manager  - Local 

Total  CV  Increase 

100% 

$37,000 

$37,000 

$41,000 

$45,000 

$50,000 

ICR 

$378,000 

$405,000 

9 14% 

0% 

Annual 

Monthly 

Vs  annual  goal  with  qrtly  YTD 
accelerators  & annual  super 
accelerators 

Account  Manager  - Remote 

Total  CV  Increase 

100% 

$ 37,000 

$37,000 

$41,000 

$45,000 

$50,000 

ICR 

$305,500 

$325,000 

11  38% 

0% 

Annual 

Monthly 

Vs  annual  goal  with  qrtly  YTD 
accelerators  & annual  super 
accelerators 

Account  Manager  - Hybnd 

Total  CV  Increase 

100% 

$37,000 

$37,000 

$41,000 

$45,000 

$50,000 

ICR 

$347,000 

$375,000 

9.87% 

0% 

Annual 

Monthly 

Vs  annual  goal  with  qrtly  YTD 
accelerators  & annual  super 
accelerators 

Senior  Account  Manager  - Local 

Total  CV  Increase 

100% 

$40,000 

$40,000 

$45,000 

$50,000 

$55,000 

ICR 

$397,000 

$425,000 

9 41% 

0% 

Annual 

Monthly 

Vs  annual  goal  with  qrtly  YTD 
accelerators  & annual  super 
accelerators 

Senior  Account  Manager  - Remote 

Total  CV  Increase 

100% 

$40,000 

$40,000 

$45,000 

$50,000 

$55,000 

ICR 

$320,000 

$350,000 

11  43% 

0% 

Annual 

Monthly 

Vs.  annual  goal  with  qrtly  YTD 
accelerators  & annual  super 
accelerators 

Senior  Account  Manager  - Hybnd 

Total  CV  Increase 

100% 

$40,000 

$40,000 

$45,000 

$50,000 

$55,000 

ICR 

$361,000 

$390,000 

10  26% 

0% 

Annual 

Monthly 

Vs  annual  goal  with  qrtly  YTD 
accelerators  & annual  super 
accelerators 

Enterprise  Account  Manager 

Total  CV  Increase 

100% 

$54,000 

$54,000 

$59,000 

$66,000 

$73,000 

ICR 

$445,000 

$475,000 

11  37% 

0% 

Annual 

Monthly 

Vs  annual  goal  with  qrtly  YTD 
accelerators  & annual  super 
accelerators 

Senior  Enterpnse  Account  Manager 

Total  CV  Increase 

100% 

$63,000 

$63,000 

$69,000 

$77,000 

$85,000 

ICR 

$500,000 

$550,000 

11.45% 

0% 

Annual 

Monthly 

Vs  annual  goal  with  qrtly  YTD 
accelerators  & annual  super 
accelerators 

Sales  Manager 

Total  CV  Increase 

100% 

$5 8,000 

$58,000 

$67,000 

$74,000 

$81,000 

ICR 

$3,612,000 

$4,400,000 

1 32% 

0% 

Annual 

Monthly 

Vs  annual  goal  with  qrtly  YTD 
accelerators  & annual  super 
accelerators 

Senior  Sales  Manager 

Total  CV  Increase 

100% 

$67,000 

$67,000 

$77,000 

$85,000 

$94,000 

ICR 

$3,888,000 

$4,600,000 

1.46% 

0% 

Annual 

Monthly 

Vs  annual  goal  with  qrtly  VTD 
accelerators  & annual  super 
accelerators 

# Qualified  Prospects 
Won  / Objectives 

90%/ 

10% 

$15,000 

iis.ooo 

$40,000 

$45,000 

$50,000 

Bonus 

Formula/ 

Rating 

93  QPs  Won 

93  QPs  Won 

5.00% 

80% 

Annual/ 

Qtrly 

Qtrly/ 

Qtrly 

Vs  quarterly  YTD  goal  / vs  quarterly 
objectives 

Channel  Sales  Representative  (Yr  1) 

CV  from  Resellers 

100% 

$50,000 

$50,000 

$75,000 

$90,000 

$105,000 

ICR 

$300,000 

$300,000 

16.67% 

0% 

Annual 

Monthly 

Vs  annual  goal  with  qrtly  YTD 
accelerators  & annual  super 
accelerators 

Sales  Representative  - Events  Sponsorships 

Total  Event 
Sponsorship  Sales 

100% 

$30,000 

$30,000 

$45,000 

$50,000 

$55,000 

ICR 

$285,500 

$300,000 

10.00% 

0% 

Annual 

Monthly 

\/s  annual  goal  with  qrtly  YTD 
accelerators  & annual  super 
accelerators 

Corporate  Revenue/ 
New  Sales  Per 1/ 
Personal  Obj 

25%/ 

65%/ 

10% 

$25,000 

$25,000 

$96,000 

$113,000 

$130,000 

Bonus  Formula 

$7,500,000 

$9,000,000 

0% 

Annual 

Annual 

Sr  Strategic  Member  Advisor 

Total  CV  (New 
Business  and  Renewal) 

100% 

$40,000 

$40,000 

$67,000 

$74,000 

$81,000 

ICR 

$1,275,000 

(a) 

$1,275,000 

3.14% 

0% 

Annual 

Manager,  Strategic  Member  Services 

Total  CV  (New 
Business  and  Renewal) 

100% 

$56,000 

$56,000 

$94,000 

$104,000 

$114,000 

ICR 

$5,550,000 

(a) 

$5,550,000 

1.01% 

0% 

Annual 

Monthly 

Account  Manager  - Upsell 

Total  CV  (New  Biz) 

100% 

$37,000 

$37,000 

Actual  range  = $43,680  to  $60,000 

ICR 

$460,000 

$460,000 

8 04% 

0% 

Annual 

Monthly 

Senior  Account  Manager  - Upsell 

Total  CV  (New  Biz) 

100% 

$68,000 

$68,000 

$92,000  | $102,000 

$112,000 

ICR 

$675,000 

(a) 

$875,000 

10.07% 

0% 

Annual 

Monthly 

Vs  annual  goal 

Manager.  Upsell 

Total  CV  (New  Biz) 

100% 

$ 60,000 

$60,000 

Actual  = $80,000 

ICR 

$1,380,000 

$1,380,000 

4 35% 

0% 

Monthly 

MS  Jobs 

' 

Associate  Member  Advisor 

Total  CV  Retention 

100% 

$15,000 

$16,000 

$38,000 

$45,000 

$52,000 

ICR 

$250,000 

$250,000 

6.00% 

80% 

Annual 

Quarterly 

Vs.  qrtly  YTD  goal  with  annual 
accelerators 

Associate  Member  Advisor  Small  Ter 

Total  CV  Retention 

100% 

$15,000 

$15,000 

$38,000 

$45,000 

$52,000 

ICR 

$150,000 

$150,000 

10  00% 

50% 

Annual 

Vs  qrtly  YTD  goal  with  annual 

Member  Advisor 

Total  CV  Retention 

100% 

$17,000 

$17,000 

$45,000 

$53,000 

$61,000 

ICR 

$595,000 

(b) 

$595,000 

2 86% 

80% 

Annual 

Quarterly 

Vs  qrtly  YTD  goal  with  annual 
accelerators 

Member  Advisor,  Small  Ter 

Total  CV  Retention 

100% 

$17,000 

$17,000 

$45,000 

$53,000 

$61,000 

ICR 

$300,000 

$300,000 

5 67% 

50% 

Annual 

Quarterly 

Vs.  qrtly  YTD  goal  with  annual 
accelerators 

Sr  Member  Advisor 

Total  CV  Retention 

100% 

$20,000 

$20,000 

$51,000 

$60,000 

$69,000 

ICR 

$685,000 

(C) 

$685,000 

2 92% 

80% 

Annual 

Vs  qrtly  YTD  goal  with  annual 
accelerators 

Sr  Member  Advisor,  Small  Ter 

Total  CV  Retention 

100% 

$20,000 

$20,000 

$51,000 

$60,000 

$69,000 

ICR 

$300,000 

$300,000 

667% 

50% 

Annual 

Quarterly 

Vs  qrtly  YTD  goal  with  annual 
accelerators 

Manager,  Member  Services 

Total  CV  Retention 

100% 

$29,000 

$29,000 

$73,000 

$86,000 

$99,000 

ICR 

$6,300,000 

(d) 

$6,300,000 

046% 

80% 

Annual 

Vs.  qrtly  YTD  goal  with  annual 
accelerators 

Sr  Manager,  Member  Services 

Total  CV  Retention 

100% 

$32,000 

$32,000 

$83,000 

$98,000 

$113,000 

ICR 

$6,300,000 

$6,300,000 

0 51% 

80% 

Annual 

Quarterly 

Vs  qrtly  YTD  goal  with  annual 

TAKEAWAY:  THERE  IS  AN  UPLIFT  IN  SALES  QUOTAS  OF  7-9% 
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INPUT 


INPUT  Strategic  Planning  Meeting 


August  11,  2008  - UPDATE 


www.KnowledgeCG.com 


What's  Missing? 


/ 


► Increase  in  INPUT'S  intellectual  firepower  UfS^L  /\j^ 

► Access/insight  from  government  officials  - stronger  relationships  with  leveragability 

► Deeper  relationships  with  government  visionaries  and  power  leaders 

► Consultative  opinion,  strategy  and  planning  capability  customized  to  each  customers  market  and  unique 
perspective. ..raise  the  value  proposition  of  INPUT  as  a business  and  gets  INPUT  closer  to  the  customer 

► Deeper  knowledge,  content  and  analysis  into  programs  (programmatic  issues,  procurement, 
evaluation). ...knowledge  vs.  data. 


► Elevation  of  INPUT'S  commitment  to  accuracy 

-►Accurate  estimates  on  the  value  and  other  estimation  metrics  relating  to  opportunities  and  source 
information 

— ► More  opportunities  (numbers  game,  fill  the  pipeline)  {\lQrJjUP  CoK£  ftfj 

Program  level  contacts  (background,  hot  buttons,  pain  points,  budget,  what's  the  pressure) 

> ► More  volume  and  deeper  task  order  opportunities  and  information  C.  TOOt 

►.GWAC/BPA  biases  throughout  government  (what's  true  and  why)  a]J\ 

Knowledge  of  HW/SW  buys.. ..leads  to  services. ..leads  to  other  HW/SW  buys 
► Create  INPUT'S  connective  tissue 

► Accurate  estimates  of  who's  bidding  for  teaming  and  how  to  connect  with  them 


www.knowledaeca.com 


[p]  703-467-2000 


Confidential  and  Proprietary 


KNOWLEDGE 

m mm  consulting  group 

KCG 


Growth  Areas  for  Consideration  - Syndicated 
Insight/Deeper  Analysis  of  Database 


► Expand  value  of  the  database  service  and  sell  up  as  an  augmentation  with  Top  20  upcoming 

programs  in  government  Q Ufieix 

■ Include  primary  research  to  capture  and  track  street  talk  without  attribution 

■ INPUT  analyst  to  create  relationships  with  government  for  greater  access  to  program  strategy  and  value  added 
insight  into  database  with  face  to  face  visits 

• Research  absolute  POC  for  BD  or  Sales  with  name  and  number 

• Attach  Bidders  List/Industry  Day  to  record;  if  no  numbers  or  names  call  and  add  them 

► Prioritize  Opportunities  and  provide  more  information  on  set  number  of  programs;  assign  senior 
analysts  with  fewer  larger  programs  to  become  the  expert 

► Target  high  dollar  areas  such  as:  Colorado  Springs,  San  Diego,  San  Antonio,  Omaha 

■ Increase  opportunities  and  content  within  major  regional  areas  j\) 

Develop  specific  regional  org  charts  and  POCs 
* Contractor  community  has  its  unique  set  of  contractors  and  BD  network 
Host  event  for  branding/recognition  and  leadership  in  government  (could  even  partner  with  AFCEA  chapters  or 
other  for  draw) 


www  .knowieclqecct.com 
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Growth  Areas  for  Consideration  - INPUT  Angle  on 
Technology 


{^Develop  an  "Intellipedia"  like  offering  within  domain  of  INPUT 

« Implemented  as  a community  collaboration  tool  used  to  resolve  industry  questions  about  the  market,  answered  by 
INPUT  researchers/consultants  and/or  community  members.  Environment  could  be  a subscription  service 
• Implement  a wiki  environment  that  customer  capture/BD  staff  uses  to  edit  and  change  specific  opportunity  or  client 
information,  organize  notes  and  other  information  relating  to  the  bid  across  the  customer's  enterprise 

• Protected  and  Isolated  by  company  to  protect  sensitive/proprietary  information 

• Potential  to  expand  the  environment  to  allow  customers  to  provide  teammate  collaboration  relating  to  an  opportunity 
♦ Drive  small  business  contractors  to  become  part  of  the  INPUT  customer  base 

■ Consider  providing  a link  to  the  govitwiki  information  (assuming  a partnership  would  allow  this)  and  vice-versa 

• Add  value  to  govitwiki  through  link  integration  into  INPUT,  For  example,  if  an  INPUT  customer  is  reading  the  INPUT  DoT 
Agency  profile,  one  click  to  the  govitwiki  DoT  area 

• And  if  user  is  on  govitwiki  page,  a link  could  be  provided  to  click  through  to  INPUT  and  either  get  logged  in  and  connected  to 
relevant  INPUT  content  areas  (if  INPUT  customer)  or  teaser  page  for  lead  generation 

^Determine  INPUT'S  position/play  with  Web  2.0 
► Improved  vendor-to-vendor  networking/contacts  functionality 

Reorganize  or  restructure  contact  information  under  the  vendor  profiles,  for  example,  include  ability  to  identify 
account  managers  or  BD  staff  easily 

Mine  and  consolidate  published  vendor  lists,  either  organized  in  one  place  by  agency,  or  captured  electronically  into 
a searchable  B2B  database.  Current  INPUT  library  search  functionality  does  not  allow  for  extraction  of  this 
information  all  at  once;  some,  but  not  ail,  bid  lists  or  attendee  lists  are  flagged  as  mailing  lists  and  will  be  returned 

INPUT  Linked  In 
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Growth  Areas  for  Consideration  - New 
Data/ Deeper  Data  into  Database 


► Explore  ability  to  capture,  manipulate  and  add  value  to,  and  repackage  non-FPDC  contracting 

databases:  U Pse^  £A/tMAjC£<n£n  i 

• Federal  Funding  Accountability  and  Transparency  Act  (ffata.org)  data  on  spending,  including  downloadable 
spreadsheet  functionality 

■ GSA  Schedule  Sales  Query  and  reporting  functionality  (ssq.gsa.gov) 

« Google  trends  functionality  ( ) for  timeline  mapping  of  key  technologies,  company  names, 

high  visibility  Federal  programs 

► Develop  a playbook  report  that  dives  deep  into  the  top  5 areas  of  interest  in  the  upcoming 
year.. ..build  once,  sell  too  many— could  be  for  both  industry  and  government 

■ Opportunity  to  spin  the  report  into  customized  consulting  opportunities,  leveraging  other  INPUT  services  and 
subject  matter  expertise  to  explore  specific  to  customer  market  position  and  needs  of  focus 


► Enhance  task  order  offering— capture  every  announcement  and  document  customer,  type  of  work, 
value,  date  from  websites,  newspapers,  fed  rags  etc.. .build  from  there  /tfflSN  uf  Oh/  'fhsk  drLQ&u 

► Add  government  workforce  component  into  database 

Contracting  community  wants  and  uses  this  information— readily  available  but  not  easily  searchable  via  OPM 
FedScope  website 

Employee  numbers  over  time  indicate  attrition,  de-emphasis  on  certain  occupations,  increased  outsourcing,  and 
provide  metrics  -OPM  captures  this  data  by  occupation  and  by  agency;  DoD  Statistical  Information  Analysis  Division 


www.knowledQecq.com 
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Growth  Areas  for  Consideration  - New  Offerings 


* 


CONSULTING  & RESEARCH 


► 6-8  position  papers  combined  with  supporting  event 

* Quick-hit  position  papers  on  forthcoming  non-Presidentiai  transition  issues,  such  as: 

• Ban  on  A-76  and  move  towards  "commercial  services  management" 

■ GSA's  new  Office  of  Infrastructure  Optimization  and  resulting  consolidations 

■ Use  of  DHS  E-Verify  for  contractor  employees 

■ Revised  OMB  Guidance  on  Interagency  Contracting 

■ Federal  advisory  panel  reviews  of  GSA  Schedule  pricing  practices 

• Ever-increasing  fuel  prices  and  the  affect  (if  any)  on  beltway  business 

► Forward-thinking  responses  to  the  change  in  Presidential  administration 

■ Publish  a virtual  handbook  showing  key  areas  that  will  likely  be  affected,  and  how  that  will  translate  to  the 
contractor  community,  as  well  as  suggestions  for  contractor  response/action 

■ Report  on  shifting  healthcare  initiatives  (States  mandated  at  processing  Medicare/Medicaid  claims) 

■ Keep  up-to-date  status  on  new  Presidential  appointments  and  potential  candidates 

■ Provide  advice  and  thought  leadership  on  any  potential  continuing  resolution  situations  as  necessary,  that  may 
result  from  budget  pressures  and/or  budget  cuts 

Senate  bill  sponsored  by  Obama,  McCain,  Coburn,  and  Carper  calls  for  searchable  copies  of  contracts  to  be  put  on 
the  USASpending.gov  Web  site  - both  candidates  are  sponsoring  it 

Will  also  post  information  about  earmarks,  competitive  bidding,  lease  agreements,  work  quality,  audit  disputes, 
regulatory  violations  and  criminal  activities 
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Growth  Areas  for  Consideration  - Technology 
Trends 


> Become  definitive  source  on  technology  trends  in  government  including  deep  understanding  of 
where  the  money  is  being  spent  on  what  type  of  technology— develop  who  are  the  leaders  by 
market  share 

■ High  value  to  federal  and  state  CIOs  and  technology  vendors 
Requires  investment  in  technology  specialists;  technology  specialist  could  do  this  and  develop  whitepapers  for 
clients  on  a paid  basis  (Aberdeen  Group) 


www.knowledaeca.com 
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SWOT  Analysis 


Strengths 

► Strong  customer  perception  and  overall  satisfaction 

► Strong  market  presence 

► Continued  meaningful  new  product  development  that  is  not  just 
adding  chrome  and  new  colors 

► Best  of  breed  database  products 

► Executive  program 

► Well  respected 

► Solid  name  recognition/brand 

► Good  staff  with  strong  market  and  institutional  knowledge  and 
analytical  capabilities 

Weaknesses 

► INPUT  image/branding. ...no  face  to  INPUT 

► Losing  differentiation  in  marketplace 

• Lots  of  "me  too's"  emerging  that  are  good  enough 

► Not  recognized  as  experts  or  consultants  - perceived  as  a data  driven 
company 

• Difficulty  in  breaking  the  code  in  customized  consulting 

► Right  now  loosely  defined  Government  IT.. ..but  not  "Government"  as  tag  line 
implies 

► Limited  government  customers. .highly  focused  on  the  contracting  community 
* DB  technology  dated;  Google,  Wiki,  Web  2.0,  RSS  feeds,  etc.  winning 

Opportunities 

► Need  to  do  more  to  become  the  authority.. ..is  it  go  deeper,  or  go 
broader  or  combination  of  both? 

► Move  from  a market  position  of  "an  authority"  to  "the  authority" 
and  rise  up  the  food  chain 

► FCW  relationship 

► Expansion  into  other  Government  segments  (foreign)  and  other 
Non-IT  US  segments/verticals 

► Create  products/services  that  drill  deeper  and  wider  into  the 
government  market.. ..pick  up  where  the  Gartner's  and  IDC's  stop 

► Expansion  into  customized  consulting  services....  offers  the 
opportunity  to  double  or  triple  strategic  account  revenue  plus 
what  ever  else  can  be  captured 

► Ability  to  predict  what  "next  year"  will  look  like 

Need  to  address  the  Presidential  transition  through  an  evolving 
series  of  reports  or  briefings 

Threats 

» Eroding  value  perceptions  of  core  database  product  in  customer  base  | 

► Database  market  is  aging,  driving  towards  EOL  as  primary  value  offering  and 
evolving  to  a price  driven  value  differentiation  only 

► Hanging  shingle  consultants,  new  "low  cost"  database  entrants,  FedBizOpps, 
and  internet  accessibility  are  fragmenting  and  devaluing  market 

► The  Associations— (ITAA  &GEIA  merger) 

► FSI  and  the  old  iFour  have  deeper  customized  consulting  experience  and  are 
personified  as  SMEs  with  knowledge  of  the  market,  because  they  are  perceived 
as  experts  or  have  senior  ex-govies  on  the  staff 

» Increased  transparency  with  regard  to  release  of  contract  information 
(usaspending.gov  might  include  searchable  contracts  as  well  as  other  details) 

► No  protection  or  rights  to  documents  downloaded  from  INPUT 

► Economic  decline  may  cause  subscribers  to  rethink  how  much  value  they 
derive  from  INPUT 

► Constant  need  to  update  differentiators:  the  bar  is  always  moving 

10 
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The  authority  on  government  business 
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® Key  Considerations 
® Top  Five  Issues 
® Key  Changes  from  2006  LRP 
® Federal  Products 
® State  & Local  Products 
® Other  Service  Lines 
® Potential  New  Products 
® Cost  Structure/Headcount  Growth  Plan 
® Pro  Forma  Income  Statement 
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INPUT 


® Existing  IS  products  will  grow  to  $53  million  CV  by 
year-end  2010  (Red  Ocean). 


• Healthcare  IT,  Government  Community,  Contacts/Org 
Charts  and  Best  Practices  can  add  $13.9  million  in 
revenue  in  2010  (Blue  Ocean)  'jr  ^ 


© 2007  aggressive  price  adjustments  and  packaging 
resulted  in: 


• Better  competitive  positioning 

• Lower  expected  CV  per  customer  from  current  products 

® Retention  improvement  plan  ahead  of  targets  7^ 


Confidential  & Proprietary 
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® Consulting  viewed  as  an  opportunity  to  “go  deep” 
with  our  strongest  members. 


• Need  to  develop  highly  structured  consulting  product 

framework  - 4 . 

© INPUT  will  continue  to  offer  a set  of  highly  visible 
events  that  will  be  profitable 

® Optimized  “sales  operations” 

• More  targeted  lead  generation  activities 

• Campaign  management 

• Sales  productivity  through  personalization 


• Need  consistent  sales 


A 
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INPUT 


® Projection  for  2010 

• Revenues  of  $63.2  million, 

• EBITDA  of  $21.2  million. 

® Resulting  equity  value  will  be  over  $200  million. 
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® Product  Improvements 
® New  Sales  Productivity 
® New  Products 

® Staffing,  Recruiting  and  Training 
® Member  Retention 


Confidential  & Proprietary 
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INPUT' 


® Segmentation  and  Customization 

• Need  to  improve  the  “relevancy”  to  each  member 

® Role-based  products,  interfaces  and  communities  of 
interest  ( l5,  --  ZoiC^>- 

® Vertical  product  offerings 

• Member  Services  touches  must  help  to  personalize 

® Thought  leadership 

• Industry  Analysis  and  IEP  as  the  marquee  products 

• Improve  staff  and  change  orientation 


Confidential  & Proprietary 
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INPUT 
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® Separate  renewal  and  new  business  functions 

® Improve  lead  development  and  qualification 
process 

® Improved  CRM  tools 
® Improve  sales  recruiting  and  training  _ 

® Strengthen  sales  management  team  _ 


Confidential  & Proprietary 
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® Health  IT 

® Government  community/advertising 
® Best  Practices 
® Contacts  and  Org  Charts 


INPUT* 


Confidential  & Proprietary 
For  Internal  Use  Only 


9 





INPUT' 


® Strengthen  and  develop  staff  capabilities 

• Analysis 

• Sales 

• Member  services 

• Management  training 

• Augment  recruiting  sources 


® Improve  geographic  presence 
® Additional  office  to  be  more  cost  effective 


■poion  lc>£rw 
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® Improved  life-cycle  process  in  place  with  improved 
results 

® Increase  relevance,  personalization  for  members 
® Organize  advisor  assignments  by  member  segment 
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INPUT 


® Overall  renewal  rates  in  each  “level”  must  improve  over 
current  levels  for  INPUT  to  achieve  contract  value  targets 
without  exhausting  the  market  opportunity  and/or  requiring 
an  unachievable  level  of  new  sales: 


Y/E  2006 

Y/E  2007 

Y/E  2008 

Y/E  2009 

Y/E  2010 

Strategic 

77.0% 

85.0% 

90.0% 

90.0% 

90.0% 

Enterprise 

52.0% 

66.0% 

70.0% 

73.0% 

75.0% 

Small  Business 

52.0% 

62.0% 

62.0% 

62.0% 

65.0% 

Total  Company 

64.0% 

70.0% 

71.9% 

72.3% 

74.2% 
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® Lower  prices  and  new  product  packaging 

® Additions  of  new  products 

© Quota  and  headcount  adjusted  to  reflect 

organizational  changes,  current  productivity  and 
expected  improvements 
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($000s) 

2007 

2008 

2009 

2010 

Sales  - New  Business  (at  Quota): 

Quota  (A) 

Strategic 

$ 

500 

$ 

525 

$ 

551 

$ 

579 

Enterprise 

421 

442 

464 

487 

Small  Business 

330 

347 

364 

382 

Avg  # of  Sales  Reps 

Strategic 

3 

3 

3 

1 

Enterprise 

16 

17 

18 

(p 

z 

Small  Business 

28 

30 

32 

*b 

New  Sales  Quota  = Quota  x Avg  Reps: 

Strategic 

9 

✓ 

1,575 

1,654 

1,736 

7 

Enterprise 

9 

7,073 

7,891 

8,772 

/y 

Small  Business 

9,702 

10,915 

12,225 

'Z.'Z- 

New  Sales  Quota  Total  (B) 

$ 

7,828 

$ 

18,350 

$ 

20,459 

$ 

22,733 

Renewal  Sales: 

Renewal  Rate 

70.0% 

71.9% 

72.3% 

74.2% 

Sales  = Rate  X base 

$ 

14,213 

$ 

15,847 

$ 

24,725 

$ 

33,526 

Quota  New  plus  Renewal  Sales 

34,197 

45,184 

56,260 

15%  discount  on  New  Sales  Quota 

(2,752) 

(3,069) 

(3,410) 

COMPANY  PLAN  SALES 

$ 

22,041 

$ 

31,445 

$ 

42,115 

$ 

52,850 

<4  'Joo , 


(A)  Reflects  5%  per  yr  productivity  improvement 

(B)  Amount  listed  under  2007  for  New  Quota  is  Company  Plan  New,  not  Quota 
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V 

3 

> 

+-> 

y 

C<5 

u 

■M 

3 

O 

U 

*0 

3 

W 

u 


$50.0 

$45.0 

$40.0 

$35.0 

$30.0 

$25.0 

$20.0 

$15.0 

$10.0 

$5.0 


2006  2007  2008  2009  2010 


■ Federal  Strategic 

■ Federal  Enterprise 

□ Federal  Small  Business 
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INPUT 


® Addressable  federal  market  size  is  just  under 
13,000  companies 

® Rating  system  put  in  place  gives  us  comfort  in  the 
market  estimates 
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® Meaningful  commitment  needs  to  be  made  to  this 
product/service  offering  where  we  will  showcase  our 
thought  leadership  and  creativity 

® Information  Security  represents  a template  for  additional 
vertical  and  horizontal  products 


Orders  ($000s) 

Y/E  2006 

Y/E  2007 

Y/E  2008 

Y/E  2009 

Y/E  2010 

Federal  Industry  Analysis 

$ 769 

$ 1,024 

$ 1,450 

$ 1 ,986 

$ 2,906 

Federal  Information  Security  Solution 

205 

346 

639 

1,032 

1,612 

Total  Federal  Analysis 

$ 974 

$ 1,370 

$ 2,089 

$ 3,019 

$ 4,518 

Confidential  & Proprietary 
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® It  is  important  that  IEP™  develop  substantial  credibility  for  its 
research  with  high-visibility  members; 

® IEP™  likely  will  always  predominantly  serve  strategic  and 
enterprise  members. 

® Currently  there  are  two  products  in  IEP,  one  for  large  and  one  for 
smaller  companies 

® In  total,  IEP™  contributes  $3.7  million  of  total  company  contract 
value  by  2010 


Orders 

Y/E  2006 

Y/E  2007 

Y/E  2008 

Y/E  2009 

Y/E  2010 

Strategic 

$237,500 

$214,715 

$ 660,458 

$1,256,174 

$2,217,234 

Enterprise 

50,000 

223,680 

473,620 

787,248 

1,092,331 

Small  Business 

- 

- 

6,930 

87,220 

341,440 

TOTAL 

$287,500 

$438,395 

$1,141,008 

$2,130,642 

$3,651,005 
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State  & Local 
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INPUT 


® Market  opportunity  as  originally  projected 

® A concerted  “sales  ops”  effort  must  be 
undertaken  to  approach  this  market 

® Need  to  execute  on  product  delivery  and  sales 
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© Productize  Offerings 

• Business  Development  Process  Assessment,  Market 
Assessment,  “Living  Marketing  Manuals”,  Capture 
planning 

Consulting  Revenue  


2007 


2008 


2009 


2010 


Projects 

Consulting  Revenue 


16 

800,000  $ 


24 

1,200,000  $ 


30 

1,500,000  $ 


36 

1,800,000 


'tVpf  A- 

ruv 
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® Events  should  continue  to  be  viewed  as  a 
marketing  platform  from  which  to  feed  new 
members  into  the  Company’s  sales  division 

® Events  held  at  current  level  (just  below  $1 .0 
million  per  year) 

• Annual  healthcare  conference 

• Marketview  and  Fed  Focus,  a regular  “breakfast” 
series,  and  several  sponsored  events  . 

• Conferences  around  best  practices 
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® Healthcare  IT 

• Content  offered  through  advertising  based  media  to 
buyers  and  sellers  in  the  healthcare  IT  industry 

® Initially  for  government  funded  healthcare 

® Expanding  to  commercial  payers,  providers  and 
other  healthcare  market  participants  in  2008 

• Content  is  best  practices 

• Spin-off  events,  consulting,  training 

• Based  on  Techtarget  business  model 
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® $27b  market 

• $1 2b  in  Government  — 

• $15b  in  Commercial  — 


uj  cr£ 


a 


vs  C S Si  <uXx.  . 


® Strong  interest  among  members  (4.5  out  of  5.0. 
interest  rating) 
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© Advertising/Government  Community 
© Best  Practices 
© Org  Charts/Contacts 
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($MMs) 

2007 

2008 

2009 

2010 

Revenue 

Healthcare  IT 

$ 

0.2 

$ 

1.2 

$ 

3.5 

$ 

5.9 

Advertising/Government 

$ 

1.4 

$ 

3.8 

Best  Practices 

$ 

- 

$ 

1.0 

$ 

3.2 

Org  Charts/Contact 

o 7?  % 

0.8 

$ 

<p,&>  $ 

3.0 

Total  Revenue 

$ 

O.f  $ 

5” 

$ 

W 

$ 

itsT 

Expenses 

Healthcare  IT 

$ 

0.9 

$ 

2.4 

$ 

2.9 

$ 

3.7 

Advertising/Government 

$ 

0.7 

$ 

1.4 

$ 

2.1 

Best  Practices 

$ 

0.4 

$ 

1.9 

$ 

2.8 

Org  Charts/Contacts 

$ 

0.3 

$ 

0.6 

$ 

0.6 

Total  Expenses 

$ 

0.9 

$ 

3.8 

$ 

6.8 

$ 

9.2 

Contribution  Margin 

$ 

(0.7) 

$ 

(2.3) 

$ 

(0.1) 

$ 

4.7 
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® Build  community  of  government  IT  and  related 
professionals 


® Focused  content  in  technological,  vertical  market 
and  management  practices 

® Revenue  derived  from  vendor  sponsorship, 
community  advertising  and  lead  generation. 

® Keys  to  success: 

• Building  audience 

• Development  of  practical  “how  to”  content  and/or  “must 
have”  content 

• Leverage  our  data  to  create  unique  experience 
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INPUT 


® Huge  market 

• Gartner  $50m  with  10%  market  share 

• CEB  $400m 

• Others  over  $2b  market 

® Training  on  Best  Practices  identified  as  #1  issue 
in  S&L  “how  to  do  business  training.” 

® Initial  focus  on  S&L  government  and  vendors 

• Expand  to  address  Federal  and  InfoSec 

® Integrate  with  sponsorship  and  community 
advertising 
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2006 

2007 

2008 

2009 

2010 

Ending  # 

Avg.  # 

Avg.  # 

Avg.  # 

Avg.  # 

Information  Services  Operations 

Information  Services  Operations 

49 

52 

62 

72 

78 

Member  Services 

r 

32 

38 

42 

60 

R&D 

/ 12 

12 

14 

16 

18 

Consulting 

/ 3 

5 

5 

5 

5 

Subtotal:  Cost  of  Sales 

89 

101 

119 

135 

161 

% of  Total  Headcount 

/ 57.0% 

58.1% 

60.0% 

61.4% 

63.8% 

Sales  & Marketing 

48 

52 

58 

62 

66 

% of  Total  Headcount 

30.4% 

30.3 % 

29.5% 

28.3% 

26.1% 

Events 

3 

2 

3 

3 

3 

G&A 

15 

16 

16 

18 

21 

Senior  Executives 

2 

2 

2 

T 

2 

Subtotal:  Other 

20 

20 

21 

23 

26 

% of  Total  Headcount 

12.7 % 

11.6% 

10.5% 

10.3% 

10.2% 

TOTAL  COMPANY 

157 

173 

198 

219 

252 
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— 

n 

— r 

T 

j 2006  Actual  | 2007E  j 

2008E 

2009E 

2010E 



Yr-E 

L 

nri  C 

intra 

ct  Value.  Info. 

Sues.  (Current  Products) 

$ 20,305 

$ 22,041 

$ 31,445 

$ 42,115 

$ 52,850 

Annual  Additions  to  Contract  Value 

+$1,736 

+$ 9,404 ^ 

+$10,670 

+$10,735 

REV 

ENUES:  (Current  Products) 

Information  Services: 

— 

Total:  Information  Services 

20,043 

20,803 

26,743 

36,7801 

47,483 



Consulting 

826 

800 

1,200 

1,500 

1,800 

— 

Events 

977 

1,017 

1,017 

1,017 

1,017 

Tnta 

1 Revenues  (Current  Prot 

lucts) 

21,846 

22,621 

28,960 

39,297 

50,300  . 

|%  Growth 

3.5% 

28.0% 

35.7% 

28.0%  . 

Revenues,  Current  + New  Products 

22,821 

30,160 

45,197 

63,200 

Direct  Costs:  (Current  Products) 

0 

0 

0 

0 

TOTAI  IS  OPERATIONS 

4,535 

5,864 

6,703 

7,298 

Total  research  & development 

1,384 

1,836 

2,173 

2,534 

— 

TOTAL  MEMBER  SERVICES 

2,828 

3,442 

3,941 

5,511 

— 

Total  Direct  Costs:  Information  Services 

8,747 

11,142 

12,817 

15,343 

— 

| % of  IS  Revenues 

42.0% 

41.7% 

34.8% 

32.3% 

— 

Total  Consultina  Services  Direct  Costs 

546 

699 

727 

755 

— 

\%  of  CS  Revenues 

68.3% 

58.3% 

48.4% 

42.0% 

— 

Total  Events  Direct  Costs 

750 

772 

779 

786 

— 

% of  Events  Revenue 

s 

73. 7% 

75.9% 

76.6% 

77.3% 

Tot; 

>1  nirect  Costs  (Current  Products) 

10,044 

12,613 

14,323 

16,885 

\%  of  Revenues 

44.4% 

43.6% 

36.4% 

33.6% 

Gross  Profit  (Current  Products) 

12,577 

16,348 

24,975 

33,41 5 

1 Gross  Margin 

55.6% 

56.4% 

63.6% 

66.4% 

Total  Sales  & Marketinq  Costs  (Current  Products) 

7,505 

8,635 

9,540 

10,552 

|%  of  Revenues 

33.2% 

29.8% 

24.3% 

21.0% 

Total  G&A  Costs  (Current  Products) 

4,174 

4,753 

5,373 

6,295 

; | % of  Revenues 

18.5% 

16.4% 

13. 7% 

12.5% 

New  Products 

iTotal  Contribution  Advertis 

sinq/Government 

(700) 

(1,200) 

600 

2,200 

— 

Total  Contribution  Healthcare  IT 

- 

(700) 

- 

1,700 

— 

Total  Orq  Charts/Contacts 

- 

(400) 

(900) 

400 

— 

Total  Contribution  Best  Practices 

- 

- 

200 

400 

Tot 

at  New  Products  Contribution 

(700) 

(2,300) 

(100) 

4,700 

EBITDA 

1,181 

198 

660 

9,961 

21,268 

"1%  ft 

targii 

1 

5.4% 

0.9% 

2.3% 

25.3% 

42.3% 

lt-5. 
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Strategic  Plan  2010-2012 

I.  Introduction 

II.  Executive  Summary 

A.  One  Page  Strategic  Plan 

B.  Executive  Summary 

III.  Financial  Projections 

IV.  Strategic  Plan 

Appendix  A:  Methodology  for  Market  Sizing 
Appendix  B:  Market  Sizing 
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MEMORANDUM 


DATE: 

September  4,  2009 

TO: 

INPUT  BOD 

FROM: 

Peter  Cunningham  Tim  Dowd 

SUBJECT: 

Strategic  Plan 

CC: 

Kevin  Gates  Kevin  Plexico 

Please  find  attached  another  iteration  of  our  strategic  plan. 

• By  design  this  stage  of  the  plan  has  been  developed  by  Kevin  Plexico  working  with  the  other 
executives  without  substantial  input  and  review  from  Tim. 

• It  has  been  developed  as  a bottom  up  exercise  based  on  existing  and  immediately  contemplated 
market  segments  and  products.  We  must  develop  a plan  that  meets  our  stated  objectives  and 
works  back  from  them  to  the  current  situation. 

• We  are  transitioning  from  a product  focus  to  a market  focus.  This  document  provides  the  initial 
evidence  of  that  transition  but  is  far  from  complete  in  establishing  a market  centric  approach. 
That  will  be  addressed  in  the  2010  submission. 

• These  are  preliminary  financials: 

o No  consideration  as  yet  has  been  given  to  the  profitability  of  individual  market  segments 
and  products.  Kevin  Gates  has  started  on  that  analysis  that  will  be  fed  back  into  the  2010 
plan. 

o While  our  CAGR  target  of  25%  and  2012  EBITDA  margin  goals  are  set,  we  need  to 
develop  and  confirm  intervening  targets.  These  targets  will  help  drive  the  next  stage  of 
the  vetting  process 

• There  is  not  as  yet  a strategic  plan  for  our  software  business  and  only  limited  strategic  plans  for 
other  sources  of  revenues  such  as  events,  report  sales,  etc. 


*  *  * * 
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MEMORANDUM 


DATE:  09/01/2009 

TO:  Peter  Cunningham,  Timothy  Dowd 

FROM:  Kevin  Plexico 

CC:  Kevin  Gates,  BOD 

SUBJECT:  Strategic  Plan  2010-2012 


I thought  it  would  be  helpful  to  provide  some  introductory  remarks  on  the  strategic  plan  documents  that 
have  been  assembled  per  the  discussions  we’ve  had  and  the  document  formats  we’ve  established  with 
Peter’s  guidance  and  assistance. 

• Market  Assessment 

There  are  three  things  worth  noting  about  the  Market  Assessments  that  were  developed  as  part  of 
this  project. 

1 . Three  Markets  Are  Addressed  in  the  Strategic  Plan 
The  three  markets  addressed  in  the  Strategic  Plan  are: 

■ Federal  Vendor  Market 

■ S&L  Vendor  Market 

■ Institutional  Investor  Market 

We  agreed  that  we  must  do  a Market  Assessment  before  we  do  a Market  Plan.  For  this 
reason,  there  are  only  these  three  markets  covered  in  this  Strategic  Plan.  We've 
identified  a market  opportunity  of  $10B  within  these  three  markets  which  should  easily 
support  a company  of  $200  million. 

2.  New  Market  Sizing  Approach 

The  market  sizing  used  for  this  project  is  new. 

■ Federal  Vendor  Market:  we  used  the  AGI  population  and  methodology  but 
expanded  the  addressable  market  to  cover  additional  market  segments. 

■ S&L  Vendor  Market:  we  used  the  AGI  methodology  but  different  sources  for  our 
population  data.  We  also  cover  additional  market  segments,  thus  giving  a 
different  market  size. 

■ Institutional  Investor  Market:  this  is  a brand  new  market  where  we  used  the  AGI 
methodology. 

3.  Market  Needs  Research  Needed 

Lastly,  as  we  approached  this  planning  process  with  the  new  ‘market -oriented'  approach, 
it  became  clear  that  we  have  insufficient  research  and  data  on  ‘market  needs’  to  help  us 
prioritize  offerings  we  should  introduce  to  address  those  needs.  The  AGI  study  addressed 
primarily  INPUT'S  existing  products  and  past  research  conducted  by  INPUT  has  been 
around  validating  needs  for  product  concepts  we’d  already  identified.  None  of  the 
research  specifically  explores  market  needs,  let  alone  unmet  needs.  In  preparing  the 
Market  Needs  for  this  strategic  plan,  we  leveraged  much  of  the  research  that  has  been 
produced  for  us  from  consultants,  such  as  Maryann  Hirsh's  presentation,  as  well  as 
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informal  research  and  feedback  we’ve  received  from  members  and  prospects. 

With  this  in  mind,  it  is  clear  a formal  research  program  that  explores  market  needs  (met 
and  unmet)  is  a critical  element  to  improving  our  ability  to  prioritize  and  successfully 
build  new  products  that  address  those  needs. 

• Documents  Included 

We’ve  prepared  the  following  documents  as  part  of  this  strategic  planning  process: 

1 . Written  Market  Plan  for  each  of  the  three  markets 

2.  Corporate  Plan  which  is  a roll  up  of  the  three  market  plans 

3.  Financial  projections  for  each  of  the  three  markets  and  a roll  up 

• Next  Steps 

I recommend: 

1 . We  establish  a standard,  documented  methodology  for  market  sizing  so  that  a simple 
update  is  all  that  is  required  from  year  to  year  for  current  markets. 

2.  Establish  a formal  research  program  for  understanding  market  needs  in  the  markets  we 
serve. 

3.  Strengthen  the  Market  Assessments  for  the  S&L  Vendor  and  Institutional  Investor 
markets  before  the  next  strategic  planning  activities  begin  in  March,  2010. 

4.  If  additional  Market  Assessments  are  necessary,  we  must  plan  time  to  develop  them. 
Specifically,  we’ve  discussed  the  following: 

■ Federal  Government 

■ S&L  Government 

■ Health  Care 

■ Energy 

Thank  you  for  the  opportunity  to  contribute  to  the  development  of  INPUT’S  strategic  plan. 

Kevin 
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One-Page  Strategic  Plan 


Organization  Name 

INPUT 

Date 

0903/2009 

Core  Vali  es/Beliefs 

(Should/  Shouldn't) 


Purpose 

(Why) 


Future  Date 

12/31/2012 

Revenues 

S50M 

Profit-N.I. 

S5M 

MktCap 

S40Y1 

Targets  (3-5  yrs.) 

(Where) 


Goals  (1  yr.) 

(What) 


Yr  Ending 

12/31/09 

Revenues 

S25.9M 

Profit-N.I. 

SI, 04  7k 

MktCap 

S10M 

S & M Costs 

25% 

Cash 

$7.^M 

Sales 

S27.5M 

Sub  C.V. 

S25.9M 

Rev  Emp. 

S12Sk 

Innovation  - Constantly 
innovate.  Innovate  to  succeed 
Ximbleness  - be  agile,  fast 
and  decisive 

People  - respect  and  grow 
people 

Understanding  - knowledge  - 

action  = Success 

Trust  - Integrity  engenders 

Trust 


BE  the  leading  global 
provider  of  information 
solutions  that  HELP  buyers 
and  sellers  conduct  business 
to  CREATE  value  for  our 
members,  employees, 
partners  and  shareholders 

Actions 

To  Live  Values.  Purpose.  BHAG 


1 

Innovation  - consistent 
focus  on  new  product 
development 

T 

D 

•> 

Continue  to  expand 

K 

coverage  beyond  IT  and 
enter  new  markets 

P 

3 

Develop  industry  leading 

D 

technology  platform  to 
deliver  content  and 
context 

G 

4 

Deliver  on  Information. 

T 

Analysis.  Personalization. 
Community  and 
Workflow 

D 

5 

Emphasize,  reward 

K 

program  for  speed  & 
nimbleness 

G 

Check  boxes  above  arta  assigning 
accountability 

BHAG 

The  essential  resource  for 
information,  intelligence  and 
insight  for  public  and  private  sector 
business 


Sandbox 

Information  sen  iors  for 
planning,  sales,  contracting,  and 
investment  functions  related  to 
public  sector 

Key  Thrusts  Capabilities 

3-5  Year  Priorities 


i 

Build  high  value 
subscription  products. 

*> 

Build  workflow 
automation  as  software  as 
a service 

3 

Expand  outside  of 
traditional  IT  to  other 
govt  purchased  services 

4 

Establish  govt  & industry' 
communities 

5 

Develop 

advertising  promotion 
revenue  stream 

KPI  Overt  Benefit 

Contract  Value 
Renewal  Rate 
Web  Audience  Traffic 
Community  Interaction 

Brand  Promise 

Timely,  Insightful, 
Actionable  Intelligence 


Key  Initiatives 

Annual  Priorities 


1 

Achieve  CV  retention 
rate  of  75% 

"> 

Enter  Investor  Services 
market 

3 

Integrate  into  user 
workflow  through 
software. 

4 

Improve  sales 
productivity  by  15%. 

5 

Achieve  employee 
retention  rate  of  80% 

1 or  2 Critical  #s 

Contract  Value 

CV  per  customer 

CV  per  S of  cost 

Size  of  Network  (#  of  people 

interacting  in  communities) 
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Executive  Summary 

A.  Market  Assessment 

For  the  purposes  of  this  Strategic  Plan,  covered  by  the  period  of  2009-2012,  INPUT  will  compete 
in  three  markets: 

• Federal  Vendors 

o Sales/Business  Development 
o Marketing 
o Executive/Planning 

• S&L  Vendors 

o Sales/Business  Development 
o Marketing 
o Executive/Planning 

• Institutional  Investors 

o Analyst/Equity  Research 

Based  on  INPUT’S  assessment  of  the  market  opportunity,  supported  in  large  part  by  the 
assessment  conducted  by  AGI  earlier  this  year,  the  total  market  opportunity  for  INPUT  in  the 
three  markets  above  is  $19  billion.  This  is  based  on  an  assessment  of  the  average  external  spend 
by  companies  in  the  three  markets  addressed.  With  that  in  mind,  INPUT  believes  there  is  more 
than  sufficient  market  opportunity  in  which  it  can  expand  within  these  three  markets  to 
accomplish  its  growth  objectives.  A summary  of  the  market  size  for  the  three  markets  is  provided 
below: 

Exhibit  I — Market  Summary,  2(1(19-2012 


Market 

2009 

2012 

Federal  Vendor 

Market  ($B) 

$5.1 

$5.9 

Company  Population 

70,000 

70,000 

S&L  Vendor 

Market  ($B) 

$5.1 

$5.7 

Company  Population 

127,000 

127,000 

Institutional  Investors 

Market  ($M) 

$101 

$135 

Company  Population 

9,900 

9,900 

Total  Market  ($B) 

$10.3 

$11.7 

However,  INPUT  will  need  to  continue  to  explore  market  needs  within  these  markets  and 
introduce  new  offerings  to  make  up  the  gap  that  exists  between  INPUT’S  growth  objectives  and 
the  financial  projections  from  identified  product  offerings  in  this  Strategic  Plan.  Below  is  a matrix 
of  market  needs  identified  in  the  buying  functions  addressed  by  INPUT  and  the  extent  to  which 
INPUT  addresses  them  in  2009  and  2012. 
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B.  Key  Strategies 

INPUT  has  established  the  following  objectives  for  its  long  term  growth: 

• Grow  25%  per  year 

• Increase  profitability  to  1 5-20%  per  year 

• Maintain  subscription  revenue  of  no  less  than  80%  of  total  revenue  in  all  markets 

• Do  so  in  a manner  consistent  with  its  Vision  and  Mission. 

Based  on  the  financial  projections  provided  in  the  attachments,  the  growth  objectives  established 
by  INPUT  are  not  being  achieved  in  the  current  mix  of  markets  and  products.  Therefore,  to 
ensure  that  INPUT'S  growth  objectives  are  achieved.  INPUT  must  aggressively  research  unmet 
market  needs  within  its  markets  to  determine  what  new  revenue  streams  should  be  developed. 


Key  strategies  specifically  outlined  in  this  strategic  plan  are  identified  below.  The  rationale  for 
these  strategies  is  provided  in  Chapter  IV  of  the  Strategic  Plan. 


Exhibit  2 — 1NPI 

T Strategies  in  the  Strategic  Canvas 

INFORMATION 

• Continue  'coverage  expansion'  into  best  fit  segments 

• Build  solutions  for  small  businesses 

• Build  segment  specific  products 

• Develop  the  capability  to  integrate  and  analyze  large 
government  data  sets 

ANALYSIS 

• Grow  high  value  analytical  offerings  for 
Executive/Planning  function 

• Build  solutions  that  address  competitive  intelligence 
needs 

• Provide  real-time  analysis  and  analysis  "channels"  for 
Executive/Planning  function 

PERSONALIZATION 

• Implement  user  centric  interfaces  across  products 

COMMUNITY 

• Develop  market  focused  communities 

• Develop  meaningful  advertising  revenue  stream  through 
Government  Community  and  Teaming  Promotion 

WORKFLOW 

• Facilitate  workflows  through  market-segment  specific 
tools 
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C.  Financial  Summary 

A summary  of  the  financial  projections  for  2009-2012  is  presented  below: 
Exhibit  3 — Financial  Summary  2009-2012 
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IN< 

:OME  STATEMENT: 

2002 

2003 

2004 

2005 

2006 

2007 

2008 

2009 

Reforecast 

2010 

2011 

2012 

Revenue 

$ 6,044,987 

$ 10,329,546 

$ 16,399,004 

$ 20,518,070 

$ 21,891,701 

$ 22,175,068 

$ 22,808,982  $ 25,855,373 

$ 30,569,473 

$ 37,576,026 

$ 44,635,377 

. _ 

_ | --  - - -t 

Operations 

- 

- 

- 

- 

- 

- 

6,702,594  6,764,087 

10,163,236  11,376,126 

12,485,233 

T i 

1 4 

Member  Services 

- 

- 

- 

- 

4,130,141  4,248,730 

5,011,655  5,694,269 

6,203,908 

Total  Cost  of  Services 

2,108,668 

2,252,403 

5,432,398 

7,114,153 

8,804,704 

10,662,122  10,832,735  11,012,816 

15,174,891 

17,070,394 

18,689,142 

% of  Revenue 

47%  43% 

50% 

45% 

42% 

_ 

Sales 

- 

...  ' 

- 

- 

5,379,660  5,361,406 

5,804,672 

6,807,933 

7,645,490 

t ' 

. 

I 

: 

Marketing 

- 

- 

- 

1,206,177  2,032,559 

2,029,002 

2,207,269 

2,358,220 

r 

Total  Sales  & Marketing 

2,809,901 

5,518,580 

7,693,274 

7,817,644 

7,565,306 

7,074,839 

6,585,837  7,393,965 

7,833,674 

9,015,202 

10,003,710 

1 

Research  & Development 

952,525 

1,959,426 

2,264,612 

2,011,910 

1,702,812 

1,575,244  2,563,321 

4,017,177 

4,204,625 

4,394,539 

General  & Administrative 

_ 

- 

- 

2,194,628  2,727,158 

2,653,084  2,918,536 

3,079,576 

7 ~ "" 



L 

Corporate 

~ 

. 

- 

- 

1,007,031  866,213 

927,024  939,376 

952,359 

1 

Total  G&A  and  Corporate 

1,626,705 

1,928,351 

2,315,207 

2,382,759 

2,407,603 

2,721,096 

3,201,660  3,593,371 

3,580,108 

3.857,913 

4,031,935 

{ 

EBITDA 

(500,287) 

(322,313) 

(1,001,301) 

938,901 

1 ,102,178 

14,198 

613,506  1,291,899 

(36,377) 

3,427,892 

7,516,051 

Depreciation  & Amortization 

62,170 

219,540 

440,298 

602,515 

580,111 

445,406 

398,562  456,729 

600,000 

625,000 

630,000 

... 

Other  Revenues  (Expenses)  (2) 

(593,867) 

37,654 

93,315 

1,111,900 

90,752 

248,042 

86,824  46,502 

60,000 

100,000 

150,000 

1 . . . 

Provision  for  Income  Taxes 

1,800 

- 

- 

. 

(139,872) 

(1,331) 

(33,005) 

709,280 

2,462,618 

Net  Income  / (Loss) 

$ (1,158,124) 

$ (504,199) 

$ (1,348,284) 

$ 1,448,286 

$ 752,691 

$ (181,835) 

$ 334,773  $ 881,672 

$ (576,377)  $ 2,193,612 

$ 4,573,433 

Ex- 

Budget: 

_ 

AGI  Project 

(120,687) 

r ' " ' 

Platform  Developers 

(82,500) 

Capture  Intelligence 

j 

(399,857) 

Investment  Services 

(511,690) 

" 

Net  Income  / (Loss),  adjusted 

$ (233,062) 

NOTE:  Provision  for  Bonus  (2008-forward,  includes  Chairman) 

516,608  1,273,394 

1,591,687 

1,610,321 

1,614,426 



(1) 

Jan  - July  2009  at  actual,  plus  Aug  - Dec  at  current  projection 

(2) 

In  2005  there  is  a commission  expense  recognition  adjustment  of  $1 ,003,41 7 included  in 

Other  Revenues  (Expenses) . 

2005  Nl  before  this  adjustment  was  $444,869. 

2008  includes  $68k  Loss  on  Product  Sunset  (IEP) 

(3) 

Amounts  above  include  Facilities  Allocation  for  comparability 

.. 

_ .... 

~ 

; 
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BALANCE  SHEET: 

2002 

2003 

2004 

2005 

2006 

2007 

2008 

2009 

Reforecast  (1) 

2010 

2011 

2012 

Cash 

$ 1,431,492  $ 3,164,726 

$ 3,145,864  $ 3,692,938  $ 4,395,932  $ 3,823,803 

$ 5,933,868 

$ 7,515,365 

$ 8,106,750 

$ 13,140,400 

$ 20,504,361 

Accounts  Receivable,  net 

2,450,414  3,722,293 

4,601,965  4,249,414  3,881,421 

3,458,406 

3,128,060 

3,804,881 

4,435,860 

4,955.040 

5,297,930 

Other  Current  Assets  129,526  115,776 

122,635 

1,696,334  1,210,403 

1,319,739 

1,295,332 

1,351,119 

1,459,048 

1,571,996 

1,679,320 

Fixed  Assets,  net 

404,194 

756,149 

1,002,945 

932,310  688,059 

598,294 

849,995 

783,313 

1,152,713 

1,127,713 

1,147,713 

Other  Assets 

31,260 

371,118 

333,890 

427,454  538,269 

462,654 

459,360 

478,112 

488,112  498,112 

508,112 

Total  Assets 

$ 4.446,886 

$ 8,130,062 

$ 9,207,299 

$ 10,998,450  $ 10,714,084 

$ 9,662,896 

$ 11,666,615 

$ 13,932,790 

$ 15,642,483  $ 21,293,261 

$ 29,137,435 

Accounts  Payable 

$ 116,357 

$ 519,344 

$ 313,549 

$ 463,154  $ 371,425 

$ 218,988 

$ 174,559 

$ 250,000 

$ 262,500 

$ 275,625 

$ 289,406 

Accrued  Liabilities 

691,841 

1,256,712 

1,307,192 

1,563,713  1,212,360 

1,444,181 

1,659,288  2,271,593 

3,205,720 

3,375,717 

3,485,936 

Other  Current  Liabilities 

4,596 

4,590 

13,055  16,527 

27,587 

76,492  46,614 

14,139 

80,000  50,000 

Non-Current  Liabilities 

- 

21,500 

144,391 

- 

789,740  822,419 

803,514 

728,814  599,441 

Deferred  Revenue 

5,250,659 

8,508,704 

11,177,386 

10,968,052  10,632,567 

9,960,092 

10,559,129  12,259,745 

13,450,568 

16,533,451  19,639,566 

. 

Total  Liabilities 

6,058,857 

10,310,856 

12,802,717 

13,152,365 

12,232,879 

11,650,848 

13,259,208  15,650,371 

17,736,441 

20,993,608  24,064,349 

Stock  (Common  & Treasury) 

3,175 

(7,122) 

60,131 

59,177 

(54,497) 

(315,685) 

(255,794) 

(147,720) 

52,280 

252,280  452,280 

Currency  Gain/(Loss) 

- 

(11,329) 

(10,881) 

(260) 

(262) 

430 

430 

430 

430  430 

Retained  Earnings 

(1,615,146) 

(2,173,672) 

(3,644,220) 

(2,202,211) 

(1,464,038) 

(1,672,005) 

(1,337,229) 

(1,570,291) 

(2,146,668) 

46,944  4,620,377 

Total  Stockholders'  Equity 

(1,611,971) 

(2,180,794) 

(3.595,418)  (2,153,915) 

(1,518,795) 

(1,987,952) 

(1,592,593) 

(1,717,581) 

(2,093,958) 

299,654  5,073,087 

Total  Liabilities  & 

1 

Stockholders'  Equity 

$ 4,446,886 

$ 8,130,062 

$ 9,207,299  $ 10,998,450 

$ 10,714,084 

$ 9,662,896 

$ 11,666,615 

$ 13,932,790 

$ 15,642,483  $ 21,293,261  $ 29,137,435 

- 

- 

- . . ' - 

- 

* 

(1) 

Jan  • July  2009  at  actual,  plus  Aug  - 

Dec  at  current  projection 

| 

- 

- 

- 

- 
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SALES  ORDERS: 

Sal 

2002 

2003 

2004 

2005 

2006 

2007 

2008 

2009 

Reforecast  (1) 

2010 

2011 

2012 

es  Orders 

Subscriptions 

$ 8,239,985  $ 12,915,224 

$ 17,781,049 

$ 19,583,496  $ 20,148,750 

$ 21,076,581 

$ 22,991,026  $ 26,338,218 

$ 32,813,988  $ 39,590,863  $ 46.030,290 

Consulting 

451,468  44,224  641,000  528,651  774,073 

533,000 

16,125 

. 

Events 

376,587 

737,997  1,058,055  1,034,357 

708,127 

696,582  858,573  1,125,075  1,474,991  1,851,480 

Other 

- 

48,000 

89,503 

270,330  695,217  182,938  226,146  281,230 

Total  Sales  Orders 

$ 8,691,453  $ 13,336,035  $ 19,160,046  $ 21,170,202  $ 22,005,180 

$ 22,407,211 

$ 23,974,064  $ 27,892,009 

$ 34,122,000  $ 41,292,000  $ 48.163.000 

- —4- 

(D 

Jan  - July  2009  at  actual,  plus  Aug  - Dec  at  current  projection 

r=  • - 

— 

SALES  ORDER  GROWTH  $ 

2002 

2003 

2004 

2005 

2006 

2007 

2008 

2009 

Reforecast  (1) 

2010 

2011 

2012 

$ Growth 

Sales  Orders 

Subscriptions 

$ 4,675,239 

$ 4,865,825 

$ 1,802,447 

$ 565,254 

$ 927,831 

$ 1,914,446  $ 3,347.191 

$ 6,475,770 

$ 6,776,875  $ 6,439,427 

Consulting 

j 

(407,244) 

596,776 

(112,349) 

245,422 

(241,073) 

(516,875)  (16,125) 

- 

. 

Events 

376,587  361.410 

320,058 

(23,698) 

(326,230) 

(11,545)  161,991 

266,501 

349,917  376,489 

Other 

. 

- 

- 

48,000 

41,503 

180,827  424,887 

(512,280) 

43,208  55.084 

Total  Sales  Orders 

j 

$ 4,644,582 

$ 5,824,011 

$ 2,010,156 

$ 834,978 

$ 402,031 

$ 1,566,853 

$ 3,917,944 

$ 6,229,991 

$ 7,170,000 

$ 6.871,000 

(D 

Jan  - July  2009  at  actual,  plus  Aug  - 

Dec  at  current  projection 

' ' 

— 

SALES  ORDER  GROWTH  V 

)! 

| 

2002 

2003 

2004 

2005 

2006 

2007 

2008 

2009 

Reforecast  (1) 

2010 

2011 

2012 

% Growth 

Sales  Orders 

Subscriptions 

57% 

-90% 

38% 

10% 

3% 

5% 

9% 

15% 

25% 

21%  16% 

Consulting 

1 349% 

•18% 

46% 

-31% 

-97% 

-100% 

0% 

0%  0% 

Events 

0% 

96% 

43% 

-2% 

-32% 

-2% 

23% 

31% 

31%  26% 

Other 

0% 

0% 

0%  0% 

86% 

202%  157% 

-74% 

24%'  24% 

[ 

Total  Sales  Orders 

L 

53% 

44% 

10%  4% 

2% 

7%  16%  22%  21%  17% 

(D 

Jan  - July  2009  at  actual,  plus  Aug  - Dec  at  current  projection 

— 
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Federal  Vendors 

2009 

Information  Services 

21,635 

Event  Attendance 

567 

Software/Workflow  Solutions 

301 

Advertising/Promotion 

292 

Total  Orders 

Growth  Rate 

22,794 

State  & Local  Vendors 

Information  Services 

4,623 

Event  Attendance 

51 

Advertising/Promotion 

29 

Total  Orders 

Growth  Rate 

4,703 

Institutional  Investors 

Information  Services 

240 

Total  Orders 

240 

Growth  Rate 

Total  Orders 

27,737 

Growth  Rate 

Orders  (000s) 


2010 

2011 

2012 

25,982 

30,351 

34,616 

731 

943 

1,160 

619 

1,098 

1,418 

394 

1,132 

1,886 

27,726 

33,523 

39,080 

22% 

21% 

17% 

4,868 

5,369 

6,157 

45 

48 

51 

42 

43 

45 

4,955 

5,460 

6,253 

5% 

10% 

15% 

1,441 

2,308 

2,830 

1,441 

2,308 

2,830 

500% 

60 % 

23% 

34,122 

41,292 

48,163 

23% 

21% 

17% 
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By  Function 


INPUT  ORDERS  ($000) 


2009 

2010 

2011 

2012 

Sales/Business  Development 

Information  Services 

20,740 

24,644 

28,438 

32,106 

Event  Attendance 

567 

731 

943 

1,160 

Software/Workflow  Solutions 

301 

619 

1,098 

1,418 

Marketing  (includes  Competitive  Analysis) 

Information  Services 

- 

219 

549 

876 

Advertising/Promotion 

292 

394 

1,132 

1,886 

Executive/Planning/Partnering/Acquisition 

Information  Services 

895 

1,119 

1,363 

1,634 

Total 

22,794 

27,726 

33,523 

39,080 

By  Type  of  Vendor 

INPUT  ORDERS  ($000) 

2009 

2010 

2011 

2012 

Computer/  Communications  Services 

9,966 

10,989 

12,056 

12,929 

Consulting/  Business  Services 

5,920 

7,757 

9,950 

12,120 

IT/E  Products  & Resellers 

6,015 

7,817 

10,027 

12,214 

Engineering  Services 

894 

1,162 

1,491 

1,816 

Total 

22,794 

27,726 

33,523 

39,080 
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By  Function 

INPUT  ORDERS  ($000) 

Sales/Business  Development 

2009 

2010 

2011 

2012 

Information  Services 

4,223 

4,423 

4,835 

5,457 

Event  Attendance 

Marketing  (includes  Competitive  Analysis) 

51 

45 

48 

51 

Information  Services 

- 

- 

- 

60 

Advertising/Promotion 

Executive/Planning/Partnering/Acquisition 

29 

42 

43 

45 

Information  Services 

400 

446 

533 

641 

Total 

4,703 

4,955 

5,460 

6,253 

By  Type  of  Vendor 

INPUT  ORDERS  ($000) 

2009 

2010 

2011 

2012 

Computer  & Communication  Services 

2,022 

2,131 

2,348 

2,689 

IT  & Electronics  Products/Resellers 

1,599 

1,685 

1,856 

2,126 

Engineering  Services 

47 

50 

55 

63 

Consulting  & Business  Services 

1,035 

1,090 

1,201 

1,376 

Total 

4,703 

4,955 

5,460 

6,253 
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INPUT  ORDERS  ($000) 

By  Product 

2009 

2010 

2011 

2012 

Government  Investing  Advisor 

240 

1,324 

1,794 

2,188 

Private  Company  Database 

0 

95 

456 

548 

Expert  Betwork 

0 

0 

4 

12 

Analyst  Phone  Hours 

0 

22 

54 

83 

Total 

240 

1,441 

2,308 

2,830 
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HEADCOUNT: 

Average  # Staff  including  outsourced  staff 

— 

U Staff 

@ Year-end  including 

outsourcer 

staff 

2005 

2006 

2007 

2008 

2009 

Reforecast 

2010 

2011 

2012 

2004 

2005 

2006 

2007 

2008 

2009 

Reforecast 

2010 

2011 

2012 

Sales 

— 

47 

43 

42 

39 

38  40 

44  49 

• 

51 

43 

43 

41  37  40  41  47  52 

Member  Services 

17 

26 

30 

33 

40  46 

49 

52 

11 

23 

29 

31 

36  44  47  51  54 

45  48 

L 

55  72 

80  86 

93 

96 

39  52  44 

66 

79  82  91  95  97 

17 

16 

10 

11 

17  23 

24 

24 

15  20  12 

9 

12  21  24  24  24 

] 

— 

Consulting 

4 4 

2 

0 

0 0 0 

0 

— 

4 

4 

0 

0 0 0 0 0 

MARKETING  (Including  Events) 

10  10 

6 

5 

8 12'  14 

14 

9 

12 

9 

4 

7 10  13*  14 

14 

17  15 

15 

15 

15  16  17 

18 

- 

18 

17  14 

15 

14  16  17  18 

18 

CORPORATE 

1 1 

1 

1 

1 1 1 

1 

1 

1 

1 

1 

1 111 

1 

158 

163 

161 

176 

199  223  241 

254 

147 

170 

156 

166 

185  213  233  248 

259 

— T i — - 

— 0 

0 

0 

0 

2 

6 8 

8 

0 

0 

0 

0 

0 4 7 8 

8 

! 

INVESTMENT  SERVICES 

- 

0 

0 

0 

0 

5 10  13 

16 

0 

0 0 

0 

0 

9 11  15 

16 

Total  Staffing,  a 

djusted 

158 

163  161 

176 

206  239  261 

277 

147 

170  156 

166 

185 

226  251  271 

283 

avg 

158 

163 

161 

176 

206  239  261 

277 

OUTSOURCED  STAFF  INCL  ABOVE: 



22  19 

19 

19 

24 

19  19  19 

19 

2 3 3 

3 

0 3 3 3 

3 

- 

23  22  22 

22 

24  22 

22  22 

22 



- - 

— 

23 

22  22 

22 

PRODUCTIVITY: 

— 

— 

— 

2005 

2006 

2007 

2008 

2009 

Reforecast 

2010 

2011 

2012 

Orders  per  Head  (incl.  Outsourced) 

' $ 133,883 

$ 135,208  $ 139,262 

$ 136,449 

$ 135,464 

$ 142,826 

$ 157,952 

$ 173,798 

- 



— 



Revenue  per  Head  (incl.  Outsourced) 

$ 129,759 

$ 134,511 

$ 137,819 

$ 129,818 

$ 125,572 

$ 127,956 

$ 143,737 

$ 161,068 

- 

— 

— 

zur 

— 

— 

, 

— 

Net  Income  per  Head  (incl.  Outsourced) 

$ 9.159 

$ 4.625 

$ (1.130) 

$ 1.905 

$ (1,132) 

$ (2,413)  $ 8,391 

$ 16,503 
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I.  Assumptions 

A.  General  Assumptions 

• Market  growth  in  the  three  markets  during  the  plan  period  will  be: 

o Federal  Vendor  - Federal  contract  spending  will  increase  4.5%  annually,  with  the 
exception  of  the  Defense/ Aerospace  segment,  which  will  be  flat.  The  vendor  market  will 
grow  at  the  same  pace  as  federal  contract  spending. 

o State  & Local  Vendor  - S&L  contract  spending  will  increase  3.9%  annually,  well  below 
the  historic  average  of  6%.  While  2010  will  have  an  increase,  it  will  be  driven  by 
stimulus  spending  which  expires  at  the  end  of  2010  and  will  not  be  sufficient  to  make  up 
for  the  decline  in  tax  revenue  due  to  a poor  economy.  The  vendor  market  will  grow  at  the 
same  pace  as  S&L  contract  spending. 

o Investment  Services  - Growth  for  investment  in  Independent  Research  Providers,  such 
as  INPUT,  will  resume  during  4Q2009  to  10%  annually  during  the  plan  period 

• In  all  markets,  for  market  sizing  purposes  the  following  is  assumed: 

o The  population  of  firms  will  remain  unchanged  from  2009-2012. 

o The  number  of  firms  addressable  will  remain  unchanged  from  2009-2012. 

o Average  expenditure  per  company  will  increase  at  the  same  pace  the  overall  market 
increases. 

• Economic  Stimulus 

o The  American  Recovery  & Reinvestment  Act  (ARRA)  provided  a $350  billion  increase 
in  federal,  state  and  local  budget  authority,  but  the  vast  majority  of  dollars  will  either  be 
spent  or  expire  by  the  end  of  2010.  Therefore,  this  is  limited  opportunity  to  continue 
capitalizing  on  this  federal  initiative. 

B.  Federal  and  State  & Local  Vendor  Market  Assumptions 

• Government  Transparency  - The  Obama  Administration's  transparency  movement  will 
expose  increasing  amounts  of  government  data  to  the  public.  Data  aggregation,  in  the 
S&L  market  in  particular,  will  be  a profitable  niche. 

• Social  Media  - Adoption  of  social  networking  and  media  will  continue  at  a rapid  pace 
and  reach  critical  mass  of  utility  among  vendors. 

C.  Investment  Services  Market  Assumptions 

• Independent  Research  Provider  (IRP)  Market  - Several  recent  surveys  point  to  long- 
term investors’  intentions  to  spend  more  of  their  research  dollars  with  IRPs. 

• In  light  of  the  economic  condition  of  the  global  economy,  ARRA  and  a stable  federal 
government  market  will  attract  increased  interest  from  institutional  investors  in  investing 
in  government  contractors. 
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II.  Market  Assessment 

During  the  period  of  2010-2012,  INPUT  contemplates  competing  in  three  major  markets: 

• Federal  Vendor  Market  - This  market  consists  of  companies  that  compete  for  dollars 
contracted  by  the  U.S.  federal  government  for  acquisition  of  products  and  services.  In  this 
market,  INPUT  will  address  the  following  functions: 

o Sales/Business  Development 
o Marketing 
o Executive/Planning 

• S&L  Vendor  Market  - This  market  consists  of  companies  that  compete  for  dollars 
contracted  by  U.S.  state  and  local  governments  for  acquisition  of  products  and  services.  In 
this  market,  INPUT  will  address  the  following  functions: 

o Sales/Business  Development 
o Marketing 
o Executive/Planning 

• Institutional  Investor  Market  - This  market  consists  of  institutional  investors  investing  in 
companies  dependent  upon  revenue  from  selling  to  the  U.S.  federal,  state  and  local 
governments.  In  this  market,  INPUT  will  address  Analysts/Equity  Research. 

A roll  up  of  the  three  markets  is  provided  in  the  exhibit  below.  A summary  of  each  market,  its 
size  and  segmentation  is  provided  in  sections  of  this  chapter  below.  Additional  details  are 
provided  in  the  Market  Plan  for  each  market.  Refer  to  Appendix  A for  the  methodology  used  to 
determine  Market  Sizing. 

Exhibit  4 — Market  Summary.  2009 


Vendor  Markets 

Computer/ 
Comm.  Svcs 

Consulting/ 
Business  Svcs 

IT/E  Products  & 
Resellers 

Engineering 

Services 

Total 

Federal  Vendor 

Vendor  Population 

18,600 

21,300 

22,900 

7,000 

69,800 

Potential  Market  (ff  of  Cos) 

8,700 

10,200 

10,900 

2,200 

32,000 

Current  Penetration 

750 

450 

330 

100 

1,630 

Market  Size  ($M) 

1,159 

1,675 

4,760 

155 

7,749 

Potential  Market  Size  ($M) 

771 

1,119 

3,166 

38 

5,144 

S&L  Vendor 

Vendor  Population 

17,300 

71,400 

21,700 

17,300 

127,700 

Potential  Market  (#  of  Cos) 

6,800 

27,300 

8,400 

6,500 

49,000 

Current  Penetration 

240 

130 

150 

10 

530 

Market  Size  ($M) 

2,034 

2,014 

3,951 

148 

8,148 

Potential  Market  Size  ($M) 

1,276 

1,259 

2,465 

38 

5,088 

Hedge  & 

DC  Private  Equity 

Institutional  Investor  Market 

Mutual  Funds 

and  VC  Firms 

Total 

Investor  Population 

5,400 

4,500 

9,900 

Potential  Market  (ft  of  Cos) 

1,500 

1,125 

2,625 

Market  Size  (SM) 

2,000 

900 

2,900 

Potential  Market  Size  ($M) 

68 

34 

101 

Total  Market  ($M)  (All  Markets) 

18,796 

Potential  Market  ($M)  (All  Markets) 

10,333 
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A.  Federal  Vendor  Market  Size 

The  U.S.  federal  government  spends  in  excess  of  $505  billion  per  year  on  a wide  range  of 
products  and  services,  making  it  the  single  largest  buyer  of  products  and  services  in  the  world. 
INPUT,  with  assistance  from  AGI,  has  identified  over  1 20,000  firms  that  depend  on  the  federal 
government  for  some  portion  of  their  revenue. 

The  exhibit  below  identifies  the  following: 

• Vendor  Population  - The  estimated  population  of  vendors  in  the  market  by  segment 
based  on  a study  by  AGI. 

• Potential  Market  - The  estimated  number  of  vendors  in  the  population  that  will  purchase 
products/services  from  3rd  parties,  such  as  INPUT.  Note:  The  estimate  was  determined 
based  on  a survey  conducted  by  AGI  in  which  respondents  were  asked  to  rated  the 
importance  of  having  providers,  like  INPUT.  AGI  determined  Potential  Market  by 
applying  the  percent  of  respondents  that  providing  a rating  of  ‘4’  or  ‘5’  on  a five-point 
scale  (‘5'  = ‘Very  Important’;  ‘U  = ‘Unimportant’)  to  the  vendor  population. 

• Current  Penetration  - INPUT'S  current  penetration  in  number  of  companies  and  as  a 
percent  of  the  potential  market. 

Exhibit  5 — Federal  Vendor  Market  Si/e  & Segmentation 


Computer/ 

Consulting/ 

Comm 

Business 

IT/E  Products  Engineering 

Services 

Services 

& Resellers 

Services 

Total 

Vendor  Population  (Total  Market) 

Enterprise  (>$200m) 

210 

700 

610 

60 

1,580 

Mid  Market  ($25-$200m) 

620 

1,000 

1,230 

300 

3,150 

Small  (<$25m) 

17,800 

19,600 

21,000 

6,700 

65,100 

Total 

18,630 

21,300 

22,840 

7,060 

69,830 

Potential  Market  (#  of  Companies) 

Enterprise  (>$200m) 

140 

470 

410 

40 

1,060 

Mid  Market  ($25-$200m) 

420 

670 

820 

140 

2,050 

Small  (<$25m) 

8,200 

9,000 

9,700 

2,100 

29,000 

Total 

8,760 

10,140 

10,930 

2,280 

32,110 

Current  Penetration 

Enterprise  (>$200m) 

63 

50 

90 

12 

215 

Mid  Market  ($25-$200m) 

125 

85 

95 

20 

325 

Small  (<$25m) 

562 

315 

145 

68 

1090 

Total 

750 

450 

330 

100 

1630 

Current  Penetration  (%  of  Potential  Market) 

Enterprise  (>$200m) 

45% 

7% 

15% 

21% 

14% 

Mid  Market  ($25-$200m) 

30% 

9% 

8% 

7% 

10% 

Small  (<$25m) 

7% 

2% 

1% 

1% 

2% 

Total 

0% 

2% 

1% 

1% 

2% 
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For  the  period  of  2010-2012,  INPUT  will  target  the  following  segments,  per  the 
recommendations  of  AGI  and  its  own  assessment: 

• Computer/Communications  Services 

• Consulting/Business  Services 

• IT/E  Products  & Resellers 

• Engineering  Services 

To  determine  INPUT’S  market  opportunity  for  expansion  within  the  targeted  segments  in  the 
three  functions  INPUT  addresses,  INPUT  estimated  external  spending  per  company  by  function 
to  arrive  at  a market  size  for  each  function  and  segment.  A summary  of  INPUT'S  total  market 
size  by  function  and  by  segment  is  below: 

Exhibit  (> — Federal  Vendor  Market  Size  N Forecast 


By  Function 

Market  Size  ($M) 

2009 

2010 

2011 

2012 

CAGR 

2009- 

Sales/Business  Development 

1,490 

1,557 

1,627 

1,700 

4.5% 

Marketing  (includes  Competitive  Analysis) 

2,929 

3,061 

3,199 

3,342 

4.5% 

Executive/Planning/Partnering/ Acquisition 

726 

759 

793 

828 

4.5% 

Total 

5,145 

5,377 

5,618 

5,871 

4.5% 

By  Type  of  Vendor 

Market  Size  ($M) 

2009 

2010 

2011 

2012 

CAGR 

2009- 

Computer/Communications  Services 

771 

806 

842 

880 

4.5% 

Consulting/  Business  Services 

1,119 

1,169 

1,222 

1,277 

4.5% 

IT/E  Products  & Resellers 

3,166 

3,308 

3,457 

3,613 

4.5% 

Engineering  Services 

89 

93 

97 

102 

4.5% 

Total 

5,145 

5,377 

5,618 

5,871 

4.5% 

B.  S&L  Vendor  Market  Size 

There  are  in  excess  of  60,000  state  and  local  governments  in  the  U.S.  In  aggregate,  they  spend 
over  $470  billion  per  year  on  a wide  range  of  products  and  services.  INPUT,  with  assistance 
from  AGI,  estimates  there  are  over  140,000  firms  that  depend  on  state  and  local  governments  for 
some  portion  of  their  revenue. 

The  market  addressed  in  this  market  plan  is  comprised  of  vendors  selling  in  the  following 
segments  of  U.S.  state  and  local  government: 
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The  exhibit  below  identifies  the  following: 

• Vendor  Population  - The  estimated  population  of  vendors  in  the  market  by  segment 
based  on  an  assessment  by  INPUT  supported  by  AGI. 

• Potential  Market  - The  estimated  number  of  vendors  in  the  population  that  will  purchase 
products/services  from  3rd  parties,  such  as  INPUT.  Note:  The  estimate  was  determined 
based  on  a survey  conducted  by  AGI  in  which  respondents  were  asked  to  rated  the 
importance  of  having  providers,  like  INPUT.  AGI  determined  Potential  Market  by 
applying  the  percent  of  respondents  that  providing  a rating  of  '4'  or  ‘5'  on  a five-point 
scale  (‘5’  = 'Very  Important';  ' 1 ’ = 'Unimportant')  to  the  vendor  population. 

• Current  Penetration  - INPUT’S  current  penetration  in  number  of  companies  and  as  a 
percent  of  the  potential  market. 

Exhibit  7 — S&L  Vendor  Market  Si/e  & Segmentation 


Computer/ 
Comm  Services 

Consulting/ 

Business 

Services 

IT/E  Products 
& Resellers 

Engineering 

Services 

Total 

Vendor  Population  (Total  Market) 

Enterprise  (>$200m) 

400 

860 

540 

50 

1,850 

Mid  Market  ($25-$200m) 

910 

2,330 

1,030 

320 

4,590 

Small  (<$25m) 

16,000 

68,300 

20,100 

17,000 

121,400 

Total 

17,310 

71,490 

21,670 

17,370 

127,840 

Potential  Market  (#  of  Companies) 

Enterprise  (>$200m) 

250 

540 

340 

30 

1,160 

Mid  Market  ($25-$200m) 

570 

1,470 

650 

200 

2,890 

Small  (<$25m) 

5,900 

25,300 

7,400 

6,300 

44,900 

Total 

6,720 

27,310 

8,390 

6,530 

48,950 

Current  Penetration 

Enterprise  (>$200m) 

30 

25 

47 

1 

103 

Mid  Market  ($25-$200m) 

50 

25 

35 

1 

111 

Small  (<$25m) 

160 

80 

68 

8 

316 

Total 

240 

130 

150 

10 

530 

Current  Share 

Enterprise  (>$200m) 

12% 

5% 

14% 

3% 

9% 

Mid  Market  ($25-$200m) 

9% 

2% 

5% 

0% 

4% 

Small  (<$25m) 

3% 

0% 

1% 

0% 

1% 

Total 

4% 

0% 

2% 

0% 

1% 

For  the  period  of  2010-2012,  INPUT  will  target  the  following  segments,  based  on  its  assessment 
of  the  best  fit  segments: 

• Computer/Communications  Services 

• Consulting/Business  Services 

• IT/E  Products  & Resellers 

• Engineering  Services 
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To  determine  INPUT’S  market  opportunity  for  expansion  within  the  targeted  segments  in  the 
three  functions  INPUT  addresses,  INPUT  estimated  external  spending  per  company  by  function 
to  arrive  at  a market  size  for  each  function  and  segment.  A summary  of  INPUT’S  total  market 
size  by  function  and  by  segment  is  below: 


Exhibit  S — S&L.  V endor  Market  Si/e  Forecast 


By  Function 

Market  Size  ($M) 

2009 

2010 

2011 

2012 

CAGR  2009- 

2012 

Sales/Business  Development 

1,486 

1,544 

1,604 

1,667 

3.9% 

Marketing  (includes  Competitive  Analysis) 

2,930 

3,044 

3,163 

3,286 

3.9% 

Executive/Planning 

673 

699 

727 

755 

3.9% 

Total 

5,089 

5,287 

5,494 

5,708 

3.9% 

By  Type  of  Vendor 

Market  Size  ($M) 

2009 

2010 

2011 

2012 

CAGR  2009- 

2012 

Computer/Communications  Services 

1,276 

1,326 

1,377 

1,431 

3.9% 

Consulting/  Business  Services 

1,260 

1,309 

1,360 

1,413 

3.9% 

IT/E  Products  & Resellers 

2,465 

2,561 

2,661 

2,765 

3.9% 

Engineering  Services 

88 

91 

95 

99 

3.9% 

Total 

5,089 

5,287 

5,494 

5,708 

3.9% 

C.  Institutional  Investor  Market  Size 

The  institutional  investment  community  spent  $1.5  billion  on  investment  research  in  2008. 
Independent  Research  Providers  (IRPs)  captured  an  estimated  20%  of  that  market.  Integrity 
Research  Associates  (IRA)  predicts  investor  research  will  decline  15%  in  2009,  due  to  the 
economic  climate,  but  will  rebound  in  2010.  IRA  forecasts  a 10%  CAGR  for  the  IRP  segment  of 
the  investment  research  market  over  the  next  three  years,  compared  to  only  2%  CAGR  for  the 
boarder  investment  research  market. 

The  potential  market  for  INPUT’S  13  product  offering  is  summarized  in  the  exhibit  below  based 
on  a combination  of  two  elements: 

• 1 ,500  Hedge  and  Mutual  Funds  with  a stock  ownership  position  in  one  or  more  of  the 
companies  covered  by  INPUT’S  product. 

• 1 ,21 5 DC -based  private  equity,  VC  and  investment  banking  firms,  which  are  assumed  to 
have  some  interest  in  companies  doing  business  with  the  federal  government. 
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The  addressable  market  for  INPUT'S  13  product  offering  is  summarized  in  the  exhibit  below 
based  on  a combination  of  two  elements: 


F.xhibit  9 — Institutional  Investor  Market  Si/e 


Institutional  Investor  Market 

Hedge  & 
Mutual  Funds 

DC  Private  Equity 
and  VC  Firms 

Total 

Population 

5,400 

4,500 

9,900 

Potential  Market  (»  of  Cos) 

1,500 

1,125 

2,625 

Market  Size  ($M) 

2,000 

900 

2,900 

Potential  Market  Size  ($M) 

68 

34 

101 

D.  Key  Trends  and  Issues 


This  section  identifies  major  trends  and  issues  facing  the  firms  participating  in  the  markets 
addressed  by  INPUT.  The  source  for  these  trends  comes  from  INPUT'S  own  federal  and  S&L 
industry  forecasts  for  the  period  2009-2014. 

Common  Trends  & Issues 

• Global  Recession 

o The  global  recession  is  depressing  business  investment  in  the  U.S.  Decreases  in 
tax  revenue  are  hitting  governments  across  the  country  particularly  hard, 
o While  the  federal  government  is  borrowing  heavily  to  sustain  its  own  spending 
and  to  jumpstart  the  economy  through  the  American  Recovery  and  Reinvestment 
Act  (ARRA),  S&L  government  fiscal  conditions  condition  to  worsen.  35 
governors  expect  decreases  in  their  general  fund  levels  for  2010. 
o The  financial  industry  also  was  hit  particularly  hard  and  investment  in  investor 
research  is  expected  to  decline  by  1 5%  in  2009,  but  recover  in  201 01. 
o Implication  for  Market:  Investment  by  firms  growing  their  S&L  government 
revenue  will  grow  at  3.9%,  a markedly  lower  pace  than  the  historical  average  of 
6.0%.  This  decreased  investment  is  mitigated  by  the  investment  S&L 
governments  are  receiving  from  ARRA  (see  below). 

• Near  Term  Increase  from  Economic  Stimulus  - ARRA  provides  a 2-3  year  injection 
of  $100  billion  in  federal  contracting  and  $250  billion  in  S&L  governments  through 
federal  grants.  This  injection  is  attracting  attention  from  existing  government  vendors, 
new  entrants  and  the  institutional  investor  community  seeking  to  capture  revenue  in  an 
otherwise  dour  economic  climate. 

o Implication  for  Market:  Vendors  will  invest  in  capturing  economic  stimulus 
dollars  to  maximize  their  growth  in  a down  economy.  Institutional  Investors  will 
invest  in  independent  research  that  helps  them  capitalize  on  firms  that  benefit 
from  ARRA. 

• Reform  of  Health  and  Social  Programs  - Obama's  plans  to  reform  many  social 
programs  in  health  care  and  education  will  lead  to  a significant  increase  in  federal,  state 
and  local  government  demand  for  contractor  support  in  the  areas  impacted. 

o Implication  for  Market:  Vendors  will  invest  in  building  capabilities  to  assist  the 
government  in  implementing  new  and  expanding  social  programs. 

• Investment  in  Energy/Conservation  Initiatives  - Obama’s  plans  to  improve  energy 
efficiency  will  drive  investment  in  modernizing  government  facilities. 


1 Integrity  Research  Associates 
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o Implication  for  Market:  Vendors  will  invest  in  building  capabilities  to  assist  the 
government  in  implementing  conservation  programs  and  energy-related  research 
initiatives. 

• National  Defense  Spending  Flat  for  Next  5 Years  - With  the  pull  out  of  troops  in  Iraq 
and  Obama  defense  policy,  defense  spending  is  forecast  to  remain  flat  for  the  next  five 
years. 

o Implication  for  Market:  Aerospace/Defense  firms  will  trim  investment  in  the 
Aerospace/Defense  segments  of  their  business  and  pursue  diversification 
strategies  into  other  segments  to  maintain  revenue  growth. 

• Government  Transparency  - The  Obama  Administration  is  driving  increasing 
transparency  of  government  information  across  all  levels  of  government. 

o Implication  for  Market:  Vendors  will  be  required  to  comply  with  transparency 
requirements,  even  when  it  may  be  embarrassing  or  harmful  to  do  so.  At  the 
same  time,  the  increase  in  transparency  will  make  more  data  available  for  help  in 
understanding  and  analyzing  government  activities  and  plans. 

Federal  Vendor  Trends  & Issues 

• Expansion  of  Procurement  Regulations  - Acquisition  reforms  are  underway  that 
effectively  increase  the  burdens  placed  upon  government  agencies  and,  in  turn,  vendors 
doing  business  with  the  federal  government. 

o Implication  for  Market:  New  entrants  will  face  steeper  barriers  to  entry  due  to 
the  costs  of  complying  with  the  increasing  regulations.  Existing  vendors  will 
leverage  their  established  ‘channels'  to  provide  an  increasingly  diversified  set  of 
offerings  to  the  federal  government. 

• Growing  Dependence  on  Task  Order-based  Contracting  - Federal  agencies  are 
diverting  an  increasing  percentage  of  their  contracted  dollars  to  task  order  based  contract 
vehicles,  such  as  GSA  Schedules,  government-wide  acquisition  contracts  (GWACs)  and 
agency-wide  acquisition  contracts  (AWACs).  Over  30%  of  federal  spending  in  the 
segments  targeted  now  goes  through  these  types  of  contracts. 

o Implication  for  Market:  Vendors  are  investing  an  increasing  amount  of  their 
sales  and  marketing  resources  in  securing  positions  on  these  contracts  and  post- 
award sales  and  marketing  activities  to  maximize  sales  on  these  types  of 
contracts. 

S&L  Vendor  Trends  & Issues 

• Federal  Policy  Driving  S&L  Investment  - Obama’s  policies  will  provide  financial 
incentives  to  state  and  local  governments  to  align  with  those  policies.  These  policies  are 
leading  indicators  for  where  state  and  local  governments  will  increase  spending.  Specific 
areas  where  increased  spending  are  anticipated  include: 

o Infrastructure  - reinvestment  in  the  nation's  physical  infrastructure  from 
transportation  to  government  and  educational  facilities. 

o Broadband  - a major  Obama  campaign  promise.  Down  payment  of  $7.2  billion 
is  being  funded  by  the  Recovery  Act. 

o Renewable  Energy  - The  Obama  Administration  and  governors  of  both  parties 
are  investing  heavily  in  renewable  energy.  The  drivers  are  both  environmental 
and  the  creation  of  high-paying,  “green"  jobs. 

o Increased  Federal  Support  for  Local  Law  Enforcement  - During  the  Bush 
Administration  the  annual  federal  investment  for  support  of  local  law 
enforcement  dropped  from  $1  billion  to  $170  million.  The  Obama 
Administration  is  quietly  increasing  this  investment. 
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o Health  IT  - after  Bush  Administration  experimentation,  the  Obama 

Administration  will  spend  real  money  at  the  state  and  local  level  on  Health  IT. 
The  initial  push  will  be  in  the  areas  of  Electronic  Health  Records  (EHR)  and 
Health  Information  Exchanges  (HIE). 

o Increased  Spending  on  Social  Services  - More  than  a decade  after  welfare 
reform,  policy  makers  are  becoming  interested  in  the  cost  and  effectiveness  of 
existing  welfare  programs.  Much  of  this  interest  is  being  driven  by  the  current 
high  demand  caused  by  job  losses  and  housing  foreclosures, 
o Implication  for  Market:  While  S&L  contracted  spending  is  expected  to  grow 
slowly,  there  are  pockets  of  areas  that  are  expected  to  see  real  investment  growth. 

• No  Geographic  Nexus  for  S&L  Leads  to  Fragmented  Market  - Unlike  the  federal 
market,  where  spending  is  highly  concentrated  in  the  DC  metro  area,  S&L  spending  is 
spread  across  the  country.  In  addition,  unlike  the  federal  government,  there  is  no  common 
set  of  acquisition  regulations.  Instead,  each  S&L  government  has  their  own  set  of  rules 
and  regulations  vendors  must  follow. 

o Implication  for  Market:  The  number  of  small,  regional  vendors  is  much  larger 
than  in  the  federal  sector.  At  the  same  time,  the  market  is  much  less  concentrated 
than  the  federal  vendor  market;  the  average  vendor  doing  business  with  S&L 
governments  depends  less  on  that  revenue  stream  than  the  average  vendor  doing 
business  with  the  federal  government. 

Institutional  Investor  Trends  & Issues 

• After  a Shrinking  Market  in  2009,  the  Market  Will  Rebound  in  2010  - Integrity 
Research  Associates  predicts  a 15%  decline  in  spending  on  investment  research  by 
institutional  investors  in  2009.  However,  it  predicts  a strong  rebound  in  the  next  three 
years  with  spending  on  investment  research  increasing  by  2%  annually. 

• Increasing  Reliance  on  Independent  Research  Providers  (IRPs)  - Integrity 
Research  Associates  forecasts  a 10%  CAGR  for  the  IRP  segment  over  the  next  3 years, 
compared  to  only  2%  for  the  broader  investment  research  market. 

E.  Market  Needs 

Below  is  a summary  of  key  market  needs  that  exist  in  the  functional  areas  addressed  by  INPUT  in 
this  strategic  planning  period.  This  assessment  pertains  specifically  to  the  market  needs  found  in 
the  vendors  that  are  selling  to  federal,  state  and  local  governments.  For  the  market  needs 
assessment  for  Institutional  Investors,  please  see  the  Investor  Services  Market  Plan. 

The  Xs  indicate  if  and  when  INPUT  will  address  the  need  between  2009  and  2012. 
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F.xhihit  10- — Suimnarx  of  .Market  Needs 


Addressed  by  INPUT 

Vendor  Market  Needs 

2009 

2010 

2011 

2012 

Planning 

Market  Assessment 

X 

X 

X 

X 

Agency/Government  Plans 

X 

X 

X 

X 

Purchasing  Trends/ Assessment 

X 

X 

X 

X 

Legislative/Regulatory  Assessment/Impact 
Channel/teaming  strategy 
M&A  Support 

Marketing 

Advertising/Promotion  for  Brand  Development 

X 

X 

X 

X 

Advertising/Promotion  for  Lead  Generation 

X 

X 

White  Paper  Development 

Competitive  Analysis 

X 

X 

X 

Sales/ Business  Development 

Establishing/Mamtaining  Vehicles  (e.g.,  GSA  schedules) 
Pricing 

X 

X 

X 

X 

X 

Sales/BD  structure  and  territory  assignment 

Opportunity  Identification/Tracking 

X 

X 

X 

X 

Account  Planning 

X 

X 

X 

X 

Call  Planning 

X 

X 

X 

X 

Relationship  Development/ Access 

X 

X 

X 

X 

Partner  Identification/ Qualification 

X 

X 

X 

X 

Legislative  Issues/Assessment 

X 

X 

X 

X 1 

Industry  Involvement/Networking 

X 

X 

X 

X 

Task  Order  Management 

X 

X 

X 

X 

Pursuit/Capture  Intelligence 

X 

X 

X 

X 

Bid/Proposal  Support 

F.  Competition 

Below  is  a summary  of  INPUT’S  major  competitors  for  its  current  and  planned  products.  Based 
on  the  data  below,  currently,  INPUT  has  16%  of  the  ‘captured’  market. 

In  terms  of  the  penetration  of  all  major  competitors  in  INPUT’S  three  markets,  the  collective 
penetration  is  very  low  - just  12%  in  the  Federal  Vendor  market,  for  example  - suggesting  that 
there  are  lots  of  opportunities  for  participants  to  expand  their  offerings  to  meet  a broader  set  of 
market  needs. 
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With  the  increasing  transparency  and  availability  of  government  data,  it  is  anticipated  that  INPUT 
will  face  many  new  entrants  in  its  markets  who  leverage  government  data  to  establish  pay-for  or 
free  (ad-based)  business  models  for  delivering  government  information. 

Exhibit  1 1 — Summarx  of  Major  Competitors  for  Federal  & S&L  Vendor  Markets 


Federal  Vendor  Market 

Competitor 

Revenue  (SM)  in 
Market 

# of  Employees 

Source 

iFour/Centurion  Research  Group 

3.7 

50 

Hoovers 

Federal  Sources 

10.8 

80 

2008  Konag  Annual  Report 

Eagle  Eye 

0.4 

6 

Hoovers 

Epipeline 

2 

16 

Hoovers 

mySBX 

0.12 

15 

D&B 

Carroll  Publishing 

2.3 

24 

Hoovers 

Leadership  Directories 

18 

70 

D&B 

1105  Media 

30 

101 

Hoovers 

Gartner  Government 

Unknown 

17 

Company  Web  Site 

IDC  Government  Insights 

Unknown 

15  (w/7 
contributing 
analysts) 

Company  Web  Site 

Total  Identified  Market  (Indudes  INPUT) 

S87.3 

S&L  Vendor  Market 


Competitor 

Revenue  ($M)  in 
Market 

# of  Employees 

Source 

GIS  Group 

1.4 

12 

Hoovers 

e.  Republic 

37.5 

125 

Bizjournals.com,  Folio  Magazine 

Federal  Sources 

1.2 

6 (analysts) 

2008  Konag  annual  report 

Onva 

21.7 

173 

2Q2000  earnings  press  release  and  SEC  10K  filing 

Gartner  Government 

Unknown 

17 

Company  Web  Site 

IDC  Government  Insights 

Unknown 

15  (w/7 
contributing 
analysts) 

Company  Web  Site 

Total  Identified  Market  (Indudes  INPUT) 

S66.0 
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G.  Conclusions 

Key  conclusions  drawn  from  the  assessment  above  are  outlined  below: 


Exhibit  12 — Conclusions 


Market  Size  & 
Segmentation 

• Ample  opportunity  exists  within  the  three  markets  for  INPUT  to 
achieve  its  growth  objectives. 

• However,  to  meet  its  growth  objectives,  INPUT  must  research  and 
develop  product  offerings  that  meet  a broader  set  of  market  needs 
within  its  markets. 

Competition 

• No  existing  competitor  has  a better  opportunity  than  INPUT  in 
capturing  a greater  share  of  the  market. 

• The  current  field  of  players  are  not  likely  to  pose  a serious  threat  to 
INPUT’S  growth  plans;  it  would  likely  be  a new  entrant  or 
combination  of  existing  competitors  that  could  pose  such  a threat. 
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HI.  Challenges  and  Issues 

INPUT  faces  a number  of  challenges  and  issues  that  may  impact  its  ability  to  achieve  it  strategic 

objectives.  Some  of  them  are  external  to  INPUT.  Others  are  internal  challenges  which  rely  on 

effective  execution  by  INPUT.  They  are  summarized  below: 

External  Challenges  and  Issues 

• National  Economy  - INPUT  members  and  prospects  in  all  markets  face  challenging 
financial  times  and  their  budgets  are  under  pressure.  The  impact  of  the  economic  crisis  will 
be  felt  most  in  the  S&L  Vendor  and  Investor  Services  market. 

• Market  Cycles  - Two  out  of  the  three  markets  are  cyclical:  1 ) In  Investor  Services  it  is  the 
popularity  of  government  contractors  as  investment  opportunities  and  2)  In  State  & Local 
Vendors  it  is  the  up  and  down  nature  of  government  finances  due  to  the  fact  that  most  state 
and  local  governments  have  balanced  budget  requirements. 

• Social  Media  - INPUT  must  build  its  own  social  networking  capabilities  and  connect  them 
to  mainstream  social  networks,  such  as  Linkedln,  Facebook  and  Twitter. 

• Government  Transparency  - The  expanding  availability  of  government  data  will  create 
both  competitive  threats  and  growth  opportunities  for  INPUT.  With  government  intormation 
and  data  sets  more  available,  barriers  to  entry  will  be  reduced  for  other  companies  to  present 
and  analyze  government  data.  However,  it  also  provides  INPUT  the  opportunity  to  leverage 
the  data  to  strengthen  its  existing  products  and  introduce  new  products. 

Internal  Challenges  and  Issues 

• Platform  Migration  - INPUT  plans  to  migrate  its  current  Web  applications  platform.  This  is 
a major  undertaking  that  may  distract  resources  from  or  interfere  with  planned  product 
enhancements  and  new  products. 

• Attracting  and  Retaining  Small  Businesses  — With  over  90%  ot  INPUT  s market 
opportunity,  in  terms  of  vendor  population,  found  among  companies  under  $25  million, 
finding  cost-effective  ways  to  attract  and  retain  small  businesses  is  a critical  challenge  for 
INPUT. 

• Alternative  Revenue  Channels  - INPUT  does  not  have  a track  record  of  developing  non- 
subscription revenue  channels  or  sales  from  sources  other  than  its  own  sales  force.  INPUT 
must  develop  ways  of  selling  through  alternative  channels. 

• Building  Brand  Among  S&L  Vendors  and  Institutional  Investors  - A major  challenge 
facing  both  the  S&L  Vendor  and  Investor  Services  markets  is  developing  a strong  brand  for 
providing  information  in  order  to  achieve  its  growth  objectives. 

Other  challenges  and  issues  specific  to  INPUT’S  individual  markets  are  included  in  the  market 

plans  for  each  market. 


PL-INPUT  2010-12  (8)  090309  KMP.docx 


Page  21  of  32 


Confidential/Proprietary  — INPUT 


Printed:  September  4,  2009 


IV.  Strategies 

INPUT  has  established  the  following  objectives  for  its  long  term  growth: 

• Grow  25%  per  year 

• Increase  profitability  to  1 5-20%  per  year 

• Maintain  subscription  revenue  of  no  less  than  80%  of  total  revenue  in  all  markets 

• Do  so  in  a manner  consistent  with  its  Vision  and  Mission. 

Based  on  the  financial  projections  provided  in  the  attachments,  the  growth  objectives  established 
by  INPUT  are  not  being  achieved  in  the  current  mix  of  markets  and  products.  Therefore,  to 
ensure  that  INPUT'S  growth  objectives  are  achieved,  INPUT  must  aggressively  research  unmet 
market  needs  within  its  markets  to  determine  what  new  revenue  streams  should  be  developed. 

The  key  strategies  that  will  be  pursued  by  INPUT  during  2010-2012  are  outlined  below  organized 
by  INPUT’S  Strategic  Canvas. 


Exhibit  13 — IN  PI 

. T Strategies  in  the  Strategic  Canvas 

INFORMATION 

• Continue  'coverage  expansion'  into  best  fit  segments 

• Build  solutions  for  small  businesses 

• Build  segment  specific  products 

• Develop  the  capability  to  integrate  and  analyze  large 
government  data  sets 

ANALYSIS 

• Grow  high  value  analytical  offerings 

• Build  solutions  that  address  competitive  intelligence 
needs 

• Provide  real-time  analysis  and  analysis  "channels"  for 
Executive/Planning  function 

PERSONALIZATION 

• Implement  user  centric  interfaces  across  products 

COMMUNITY 

• Develop  market  focused  communities 

• Develop  meaningful  advertising  revenue  stream  through 
Government  Community  and  Teaming  Promotion 

WORKFLOW 

• Facilitate  workflows  through  market-segment  specific 
tools 
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The  rationale  for  each  strategy  is  outlined  below. 

A.  Continue  “Coverage  Expansion”  into  Best  Fit  Segments 

Rationale: 

• Based  on  AGI's  and  INPUT'S  own  analysis,  INPUT  has  substantial  growth  and  profit 
opportunities  by  making  existing  products  relevant  to  other  segments  of  the  market 
(specifically.  Engineering  and  Business  Services/Consulting  firms). 

• INPUT  already  has  meaningful  penetration  in  these  targeted  segments,  which  are 
identified  in  the  Market  Assessment. 

B.  Build  Solutions  for  Small  Businesses 

Rationale: 

• 90%  of  INPUT'S  prospect  universe  is  in  the  small  business  segment  (companies  <$25m 
in  annual  revenues). 

• AGI  determine  that  this  segment  is  a profitable  business  segment  for  INPUT. 

• Due  to  the  low  average  spend  and  unique  needs  of  this  segment,  INPUT  has  the 
opportunity  to  craft  a specific  offering  that  better  meets  their  needs. 

C.  Build  Segment-specific  Products 

Rationale: 

• INPUT  has  the  opportunity  to  build  specialized  products  for  specific  segments  that  will 
allow  it  to  expand  its  penetration  and  improve  renewal  rates  in  these  segments. 

• The  first  segment  that  will  be  addressed  is  the  IT  & Electronics  Product/Resellers 
segment.  This  segment  invests  more  as  a percent  of  revenue  in  sales  and  marketing. 
Therefore,  this  segment  provides  a significant  growth  market  opportunity  for  INPUT. 

• INPUT  has  achieved  substantial  penetration  in  the  IT  & Electronics  Product/Resellers 
segment,  but  renewal  rates  in  this  segment  are  60%,  which  are  well  below  other 
segments. 

D.  Develop  Capability  to  Integrate  and  Analyze  Government  Data  Sets 

Rationale: 

• With  the  increasing  availability  of  government  data,  INPUT  must  implement  capabilities 
that  allow  it  to  rapidly  integrate  and  analyze  government  data  and  empower  members  to 
make  use  of  this  information. 

• Government  data  will  become  increasingly  transparent  and  available. 

• This  will  provide  opportunities  for  information  companies  to  enter  the  market  with 
products  that  report  on  government  data  in  ways  that  the  government  does  not. 

• INPUT  must  maintain  a leadership  position  in  leveraging  this  data  in  its  products  and 
make  creative  use  of  it  in  the  context  of  the  functions  and  market  needs  it  serves. 

• INPUT  must  improve  its  ability  to  integrate  this  data  into  its  products  quickly  (and  create 
new  products)  and  analyze  it  in  creative  ways. 

E.  Grow  High-value  Analytical  Offerings 

Rationale: 

• A key  unmet  market  need  identified  by  INPUT  in  the  Sales/Business  Development 
function,  is  the  need  to  mitigate  risk  and  make  accurate  bid/no-bid  decisions  on  major 
(multi-billion  dollar)  contract  opportunities  in  the  federal  government. 
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• To  meet  this  need,  INPUT  introduced  two  products  in  2009  that  must  be  developed  and 
expanded  - Opportunity  Advisor  and  Capture  Intelligence. 

F.  Build  Solutions  that  Address  Competitive  Intelligence  Needs 

Rationale: 

• A key  unmet  need  in  the  market,  particularly  among  the  major  vendors  in  the  Federal 
Vendor  market,  is  for  independent  analysis  of  vendors  and  their  positioning. 

• Currently,  INPUT  provides  information  on  vendors  in  the  market  but  no  real  analysis. 

• INPUT  will  leverage  the  introduction  of  the  Investor  Services  product  offering  to  build  a 
competitive  intelligence  offering  for  the  Federal  and  S&L  Vendor  markets. 

G.  Provide  Real-time  Analysis  and  Analysis  “Channels”  for  Executive/Planning  Function 

Rationale: 

• Real  time  analysis,  or  timely  impactful  analysis  of  industry  events,  is  a need  among 
executives  that  is  not  sufficiently  met  today  by  INPUT. 

• In  addition,  firms  are  interested  in  a variety  of  types  of  analysis.  We  will  deploy  in  a 
knowledgebase  that  allows  us  to  provide  industry  analysis  offerings  to  specialized  firms. 

H.  Implement  User-centric  Interfaces  Across  Products 

Rationale: 

• Based  on  member  satisfaction  surveys  over  the  past  three  years,  satisfaction  with 
INPUT’S  ease  of  use  has  steadily  declined  and  has  reached  unsatisfactory  levels  (3.7  out 
of  5.0). 

• INPUT  will  implement  improved  user-centric  interfaces  that  address  the  specific  needs  of 
our  targeted  functions  in  the  areas  of  search,  navigation,  and  usability. 

I.  Develop  Market-focused  Communities 

Rationale: 

• Robust  communities  focused  on  specific  markets  can  enrich  INPUT’S  offerings  and 
revenue  opportunities. 

• Active  community  members  are  less  likely  to  non-renew. 

• Community  members  can  create  user-generated  content  other  community  members  may 
find  valuable. 

• New  market  entrants  make  buying  decisions  about  information-provider  based  on  market 
leadership  and  value.  An  active  market-focused  community  is  one  facet  of  market 
leadership. 

• Focused  communities  can  demand  high  rates  for  advertising. 

J.  Develop  Advertising  Revenue  through  Government  Community  and  Teaming 

Promotion 

Rationale: 

• There  is  a significant  market  opportunity  for  INPUT  to  generate  advertising  and 
promotion  revenue  in  the  Federal  Vendor  market  as  INPUT  has  built  a substantial 
audience  in  this  market. 

• By  building  a significant  government  audience,  INPUT  can  leverage  it  to  generate 
advertising  and  promotion  revenue  from  Federal  Vendors  that  want  to  reach  government 
audiences  in  highly  targeted  ways 
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• INPUT  can  also  assist  firms  in  promoting  their  capabilities  to  government  buyers  and 
prospective  teaming  partners. 

K.  Facilitate  Workflows  through  Market/Segment  Specific  Tools 

Rationale: 

• With  the  release  of  the  Task  Order  Opportunity  Notification  System,  early  adopters  and 
prospective  members  have  identified  a need  for  prime  and  subcontractors  to  collaborate 
around  business  opportunities  including,  but  not  limited  to,  bid/no-bid  decisions, 
expressions  of  interest,  teaming  decisions,  and  proposal  development. 

• Based  on  previous  research,  this  need  extends  beyond  task  orders  to  traditional  business 
opportunities. 

• INPUT  will  extend  its  capabilities  in  this  area  to  build  collaboration  and  workflow  tools 
that  address  specific  needs  for  specific  segments  to  improve  their  effectiveness  and 
efficiency. 
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V.  Major  New  Product  Sets 

A summary  of  the  major  products  INPUT  plans  to  introduce  during  the  planning  period  is  below: 


Exhibit  14 — Major  New  Products  Introductions  by  Market 


Release  Year 

/pe  of  Offering 

Market/Product 

2009 

2010 

2011 

2012 

Info 

Services 

Advertising/  Workflow/ 
Promotion  Software 

Federal  Vendor 

Opportunity  Advisor 

X 

X 

Capture  Intelligence 

X 

X 

Task  Order  Opportunity 
Notification  System 
Solutions  for  Small  Businesses 

X 

X 

X 

X 

Solution  for  Product  Companies 

X 

X 

Competitive  Intelligence 

X 

X 

Teaming  Collaboration 

X 

X 

Advertising  Through  Government 

X 

X 

Community 

Advertising  Teaming  Network 

X 

X 

S&L  Vendor 

S&L  for  Engineering  Firms 
Government  Community 

X 

X 

X 

X 

Solutions  for  Small  Businesses 

X 

X 

S&L  Complete  for  Product 
Companies 

X 

X 

Competitive  Intelligence 

X 

X 

Institutional  Investor 

Release  Year 

Type  of  Offering 

Market/Product 

2009 

2010 

2011 

2012 

Info 

Services 

Advertising/  Workflow/ 
Promotion  Software 

Government  Investing  Advisor 

X 

X 

Analyst  Phone  Hours 

X 

X 

Private  Company  Database 

X 

X 

Expert  Consulting  Network 

X 

X 
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VI.  Functional  Strategies 

A.  Sales 

• Diversify  Sales  Coverage  to  Address  New  Product  and  Market  Requirements 

The  structure  of  our  sales  force  will  evolve  in  response  to  the  requirements  of  selling  new 
products  and  entering  new  markets.  The  coverage  strategy  consists  of: 

o Current  market/current  buyer  - existing  sales  structure  (territory  based  direct 
sales) 

o Current  market/new  buyer  - existing  sales  force  with  subject  matter  overlays 
o New  market/new  buyer  - separate  sales  force,  hired  with  industry  expertise  in 
new  market.  For  example,  the  sale  of  13  will  be  conducted  by  a separate  sales 
force  familiar  with  the  business  issues  of  the  investment  community.  At  present, 
this  specialized  sales  force  will  report  to  the  executive  responsible  for  that  service 
offering. 

These  direct  sales  efforts  will  be  augmented  by  channel  sales  partnerships  to  expand  our 
reach  into  new  markets  and  to  reduce  our  sales  costs  as  we  address  the  small/micro 
business  tier  (less  than  S5M  in  annual  revenue.) 

Analysis  reports,  organizational  charts  and  other  non-subscription  products  will  be  sold 
through  ecommerce.  As  new  products  are  introduced,  each  should  be  evaluated  for  “by 
transaction”  ecommerce  sales  potential. 

• Increase  Sales  Productivity  by  Growing  CV  with  Add-on  Sales  and  Accelerating 
Sales  Cycle 

We  will  continue  to  improve  our  sales  person  productivity  to  attain  our  growth  targets 
while  controlling  sales  costs.  We  will  increase  the  average  CV/transaction  by  adding 
incremental  product  and  services  like  Task  Order  Opportunity  Notification,  Opportunity 
Advisor  reports  to  an  Information  Services  subscription,  increasing  the  average  CV  by 
10-15%.  We  will  also  increase  the  average  number  of  transactions  per  rep  by  leveraging 
the  efforts  of  our  Sales  Development  Representatives  at  the  beginning  of  the  sales  cycle 
and  keeping  our  more  experienced  talent  closing. 

B.  Member  Services 

• Increase  Member  Advisor  Capacity  through  Technology 

Currently,  Member  Advisors  handle  an  average  of  80  accounts  each.  By  2012,  the  plan  is 
to  increase  this  capacity  to  100  accounts.  Use  of  Wiki  technology  and  improvements  to 
internal  systems  will  free  administrative  time  and  allow  for  MAs  to  take  on  a larger 
member  base.  Renewal  rate  expectations  will  continue  to  increase  during  this  time. 
Member  Advisors  will  also  continue  to  specialize  by  member  type  and  leverage  the  up- 
sell  team,  allowing  for  efficiencies  in  the  way  they  provide  support.  Success  will  be 
based  on  cost  savings  and  the  ability  to  continue  to  meet  the  increased  renewal  rate  plan 
and  increase  levels  of  member  satisfaction. 

• Grow  Footprint  within  Existing  Accounts 

With  the  new  Up-Sell  team  in  place,  2010-2012  focus  will  be  on  growth  of  the  existing 
business  at  a rate  of  20%  per  year.  Achieving  those  targets  will  be  based  on  the 
effectiveness  of  the  team  in  targeting  prospects,  finding  new  buyers  within  existing 
member  organizations,  and  working  with  Marketing  and  Events  to  take  a more 
campaigned  approach  to  selling.  New  product  introduction  will  factor  heavily  in  the 
success  of  this  initiative.  Success  will  be  measured  by  up-sell  quota  achievement. 
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• Implement  Formal  Process  for  Selling  New  Products  to  Existing  Members 

New  products  are  key  to  achieving  up-sell  success.  Member  Services  will  leverage  its 
Support  team  to  develop  targeted  lists  of  new  product  prospects.  The  new  Up-Sell  team 
will  manage  campaigns  based  on  these  targets,  with  established  weekly  metrics  and 
expectations.  MS  will  work  with  Marketing  and  Events  to  ensure  this  is  coordinated  and 
will  report  back  regularly  to  the  RAS  team  with  levels  of  achievement  and  product 
feedback.  For  non-quota  products,  such  as  Capture  Intelligence,  Member  Advisors  will 
continue  to  facilitate  pre-sales  activities  together  with  the  product  owner.  Overall  success 
will  be  based  on  achievement  of  established  sales  targets  for  each  product. 

C.  Marketing 

• Support  Sales  Growth  through  Targeted  Lead  Generation 

Marketing  will  continue  to  expand  its  lead  generation  efforts  through  the  execution  of 
well-targeted  email  promotions  to  prospects.  Collaborating  with  Product  Marketing,  we 
will  identify  targeted  buyer  profiles  in  our  relevant  market  segments  and  acquire  external 
lists  to  expand  our  prospecting  reach  beyond  MPS. 

• Execute  Product-Driven  Go  To  Market  Campaigns 

Increase  cross-functional  coordination  between  Events,  Marketing,  Sales  and  Member 
Services  to  develop  comprehensive  marketing  programs,  rather  than  isolated  independent 
efforts.  As  Research  and  Analysis  releases  a new  report,  Marketing  executes  well- 
targeted  email  campaigns.  Events  plans  a webinar  or  event  to  support  the  messaging  and 
Sales  and  Member  Services  execute  coordinated  call  blitzes. 

• Grow  Media  Visibility  and  National  Branding  through  Focused  PR  Campaigns 

INPUT  will  reinforce  our  claim  of  industry  prominence  through  a coordinated  PR 
campaign  targeting  national  media,  regional  media  and  trade  media.  We  will  highlight  the 
depth  of  our  expertise  by  featuring  our  senior  analysts  as  well  as  our  executive  team.  The 
regional  media  efforts  will  support  the  expansion  of  our  brand  recognition  to  public 
sector  hubs  beyond  the  Beltway. 

D.  Research  & Analysis  Services 

• Improve  Productivity  and  Quality  Through  Business  Process  Automation 

As  the  scale  of  INPUT’S  research  operations  grows,  there  are  opportunities  for  us  to 
streamline  processes  and  improve  quality  by  implementing  changes  and  automation  to 
existing  processes.  We  will  leverage  internal  business  process  management  tools  and 
capability  to  drive  increases  in  productivity  and  quality  through  automation  and  process 
improvement. 

• Expand  Use  of  Most  Cost-efficient  Labor 

INPUT  has  succeeded  in  developing  content  through  offshore  resources.  INPUT  will 
continue  to  identify  processes  and  activities  that  can  be  accomplished  through  alternative, 
less  expensive  pools  of  labor. 

• Embed  Analysis  in  Offerings 

INPUT  will  continue  to  leverage  the  data  in  its  products  and  the  analytical  talent  in  the 
organization  to  develop  analysis  on  top  of  our  data  to  strengthen  the  value  of  INPUT’S 
offerings  and  improve  our  ability  to  renew  members. 
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E.  Technology 

• Modernize  Architecture  and  Platform  to  Support  Growth 

INPUT’S  existing  Web  application  platform  needs  to  be  replaced  to  enable  the  timely 
implementation  of  our  new  product  & services  and  accommodate  the  resulting  increase  in 
traffic.  As  part  of  that  transition,  we  will  be  moving  from  Adobe's  ColdFusion  platform 
to  the  Microsoft  .Net  platform,  specifically  ASP.Net  MVC.  We  will  require  substantial 
resources  to  accomplish  this  transition  quickly  and  carefully  so  as  not  to  disrupt  the 
existing  business.  As  part  of  the  transition,  we  will  rebuild  our  existing  services,  e.g. 
authentication,  authorization,  personalization,  etc.  and  add  new  services  that  can  be  used 
across  our  products,  e.g.  wikis,  messaging,  RSS,  etc. 

• Modernize  Search 

In  order  to  improve  INPUT’S  search  capabilities  and  enable  granular  searching  across  our 
content  categories,  INPUT  will  move  from  our  current  FAST-based  solution  to 
Solr/Lucene,  an  open  source  search  solution  used  by  Google,  Yahoo,  AOL,  and  many 
other  signification  players  in  the  web  space. 

• Enable  Communities  and  Collaboration 

As  part  of  the  platform  rebuild,  we  will  include  the  introduction  of  community/social 
networking  tools  (integration  with  Facebook,  Twitter.  Linkedln,  etc.)  and  the 
development  of  workflow  capabilities.  The  workflow  tools  will  be  used  both  by  our 
members  and  our  employees.  In  addition,  we  will  enable  collaboration  among  our 
members  with  document  sharing,  private  messaging,  message  boards,  etc. 

• Leverage  3rd  Party  E-Commerce  Solutions 

Another  part  of  the  platform  rebuild  will  be  the  overhaul  of  our  e-commerce  solution, 
leveraging  third  party  providers  such  as  Amazon.  This  will  allow  INPUT  to  sell  reports, 
event  registrations,  and  subscription  products  on-line  in  an  extremely  flexible  manner 
without  the  need  for  custom  code  development. 

• Data  Ingestion,  Transformation,  and  Repurposing 

In  order  to  increase  the  value  of  our  products,  we  will  create  a reference  library  of  data 
with  which  we  can  enrich  our  data  sets  to  provide  mashups  to  our  members.  As  part  of 
this  effort,  we  will  enhance  our  data  acquisition  capabilities  and  add  Extraction, 
Transformation,  and  Loading  (ETL)  tools  which  will  make  it  easier  to  ingest  and 
repurpose  large  data  sets. 

• Business  Intelligence 

In  order  to  provide  analytics  around  government  and  INPUT  data,  we  will  implement 
business  intelligence  capabilities.  This  will  allow  us  to  create  robust  report  portals 
supporting  standard  and  ad  hoc  reports  for  our  members  as  well  as  for  our  employees. 
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F.  Human  Resources 

• Implement  University  Intake  and  Training  Programs 

The  major  strategic  initiative  for  HR/ Admin  will  be  to  put  in  place  a “University  Intake 
Program”  which  will  recruit  entry-level  candidates  from  a select  3-5  schools  (specific 
schools  to  be  approved  by  the  Board  in  Q4  2009)  and  engage  them  in  a specialized 
training/experience  program  before  they  settle  into  a particular  business  unit.  We  expect 
to  have  the  program  defined  in  late  2009,  and  the  first  start  class  of  hires  would  begin  in 
the  May-June  2010  timeframe.  In  conjunction  with  this,  we  are  planning  to  have  an 
annual  intern  program  with  the  same  schools  over  the  summer  months,  which  could 
provide  us  with  a steady  pipeline  of  full-time  hires  for  the  Intake  program. 

In  addition,  we  will  be  formalizing  “basic  training”  programs  throughout  the  organization 
- examples  include  “boot  camp”  for  new  managers  and  skill  training  for  salespeople. 

The  training  process  will  identify  “gaps”  at  the  individual  and  job  class  levels,  and  track 
the  fulfillment  of  training  objectives. 

In  general,  we  believe  that  1-2  additional  staff  will  be  needed  to  handle  recruiting  and 
generalist  responsibilities  over  the  LRP  timeframe;  short  term  staffing  capacity  deficits 
may  arise  & will  be  met  with  contract  labor. 

• Space  Planning  and  Remote-Status  Considerations 

Administration  will  be  challenged  from  a Facilities  perspective  by  the  growth  in  staff. 

We  expect  that  over  the  plan  horizon  that  we  will  need  additional  space;  we  will  thus 
have  to  evaluate  alternate  physical  locations,  as  well  as  consider  telework  and  other 
remote-status  employment  options.  The  current  thinking  is  that  we  would  be  expand  in 
the  current  building  if  possible;  having  a satellite  office  in  DC  will  also  be  considered  as 
we  expand  the  Capture  Intelligence  and  Government  Community  initiatives. 

G.  Finance 

• Cash  Management  and  Accounting  System  Plans 

The  current  strategic  plan  is  projecting  that  the  business  will  begin  to  accumulate 
significant  cash  balances  beginning  in  the  201 1 timeframe.  Barring  any  unforeseen 
demand  for  that  cash  (such  as  for  an  acquisition),  we  plan  to  take  a conservative  approach 
to  the  investment  of  that  money;  such  an  approach  would  involve  a combination  of 
money  market  funds  and  highly-rated  debt  instruments  (CDs,  Time  Deposits, 

Commercial  Paper,  etc.)  of  laddered  maturity...  this  philosophy  will  limit  downside  risk 
and  optimize  liquidity. 

Given  the  fairly  robust  capabilities  of  our  accounting  system  (NetSuite),  we  should  have 
the  tools  we  need  to  continue  to  provide  the  appropriate  level  of  accounting  and 
budgeting  services  for  a $50M  private  business.  The  Accounting  team  will  likely  need  to 
add  a Financial  Analyst  for  corporate  & department  metrics/analysis  (to  hire  in  late  '09  or 
2010)  and  another  staff  accountant  (201 1?)  to  handle  increased  orders  volume. 
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H.  Capital  Spending 


Significant  capital  investments  that  will  be  required  during  2010-2012  include: 


Investment 

Size  ($K) 

Rational 

Business  Intelligence 
Software 

$150 

• In  order  to  provide  INPUT  members  and  staff 
with  the  ability  to  analyze  large  data  sets, 
INPUT  must  invest  in  software  that  aids  in  such 
tasks. 

Content  Management 
System/Knowledgebase 

$50k 

• In  order  to  deliver  real-time  analysis  effectively 
across  our  analytical  products,  INPUT  must 
invest  in  a content  management  system  that 
allows  content  producers  to  manage  and 
deliver  content  without  development 
involvement. 

Business  Process 
Management  (BPM) 
Software 

$200k 

• INPUT  will  identify,  redefine  and  implement 
business  processes  to  improve  the  efficiency 
and  effectiveness  of  internal  processes. 
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Appendix  A 

Methodology  for  Market  Sizing 

For  this  Strategic  Plan  document,  INPUT  used  a new  methodology  for  sizing  the  markets  in  which  it 
competes.  Below  is  a summary  of  the  methodology  used  in  determining  the  market  size  and 
segmentation.  This  methodology  was  used  for  sizing  the  Federal  Vendor  and  S&L  Vendor  markets. 

• Vendor  Population  (or  Market  Size  in  Number  of  Companies) 

The  vendor  population  and  segmentation  for  the  Federal  Vendor  market  relied  on  the  assessment 
conducted  AGI  conducted  for  INPUT  under  a separate  project  in  2009.  AG  I developed  a 
segmentation  model  and  determined  the  population  ot  firms  based  on  that  model.  For  the  S&L 
Vendor  market,  INPUT  used  the  total  number  of  companies  cited  by  Onvia  in  its  2007  10K  SEC 
filing.  To  determine  the  population  by  segment,  INPUT  selected  a random  sample  from  the 
Texas  Centralized  Master  Bidders  List  (CMBL).  For  the  sample.  Hoovers  was  used  to  determine 
each  firm’s  NAICS  and  size.  We  assumed  that  the  random  sample  accurately  portrayed  the 
segmentation  of  the  S&L  market  and  applied  that  to  the  population  from  Onvia. 

• Potential  Market 

As  part  of  its  Market  Sizing  study,  AGI  determined  that  the  Vendor  Population  is  further 
segmented  into  a Potential  Market.  The  Potential  Market  is  the  subset  of  vendors  that  find  value 
in  offerings  provided  by  firms  such  as  INPUT  and  therefore  are  ’likely  to  buy’.  This  assumption 
was  determined  based  on  the  survey  AGI  conducted  and  specifically  estimated  based  on  the 
percentage  of  respondents  that  rated  4 or  5 (on  a scale  of  1-5  with  5 being  high)  their  belief  that 
providers,  such  as  INPUT,  are  valuable  to  their  business.  This  percentage  was  applied  to  the 
population  to  determine  the  Potential  Market. 

• Average  Revenue  Per  Company  in  Federal  vs.  S&L 

Using  the  company  size  categories  recommended  by  AGI,  INPUT  examined  the  company 
population  data  collected  by  AGI  to  determine  the  average  revenue  per  size  category.  AGI 
utilized  D&B  to  collect  company  revenue  information.  INPUT  then  estimated  the  average 
revenue  derived  from  the  total  revenue  from  the  federal  government  and  S&L  government 
respectively.  This  was  estimated  by  taking  the  determining  the  percent  of  U.S.  Gross  Domestic 
Product  that  comes  from  federal  contract  spending  and  S&L  contract  spending. 

• Average  External  Spend  Per  Company  by  Function 

In  order  to  determine  the  addressable  opportunity  within  each  company  for  market  needs  that 
INPUT  addresses  or  plans  to  address,  the  average  external  spend  by  buying  function  needed  to  be 
determined.  To  determine  this  number,  we  examined  the  financial  reports  of  20  public  companies 
focused  in  the  government  sector.  The  companies  were  comprised  of  both  Product  companies  and 
Services  companies.  The  financial  statements  were  examined  to  determine  the  average  spending 
as  a percent  of  revenue  on  Sales/Business  Development,  Marketing  and  Executive/Planning.  In 
many  cases,  financial  statements  were  not  broken  out  cleanly  into  these  categories,  so  INPUT 
used  additional  secondary  research  to  estimate  the  external  spend  based  on  the  data  that  was 
available.  It  then  multiplied  the  percentages  by  the  average  revenue  to  determine  the  Average 
External  Spend  Per  Company  by  Function. 

• Total  Market  Size  and  Potential  Market  Size 

To  determine  the  total  market  size  and  potential  market  size,  INPUT  simply  multiplied  the  vendor 
population  and  potential  market  by  segment  by  the  average  external  spend  per  company  by  size 
of  company. 
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SL  Vendor  Market  by  Segment 


9/4/2009 


Type  of  Vendor/Function 

2009 

2012 

Vendor 

Population 

Average  External 
Spend  ($K) 

Total  Market 
Opportunity 

tiM] 

Potential 
Market  ($M) 

INPUT 

Penetration 

($M) 

INPUT 

Penetration  (%) 
vs.  Potential 

Vendor 

Population 

Average 
External  Spend 
l$K) 

Total  Market 
Opportunity 
($M) 

Potential 
Market  ($M) 

INPUT 

Penetration 

($M) 

INPUT  Penetration 
(%)  vs.  Potential 

Computer/Communications  Services 

17,300 

17,300 

Sales/Business  Development 

35.2 

610 

383 

1.8 

0.5% 

39.5 

684.5 

429 

2.3 

0.5% 

Marketing 

70.5 

1,221 

766 

0.0 

0.0% 

79.0 

1,369.0 

859 

0.0 

0.0% 

Executive/Planning 

11.7 

203 

128 

0.2 

0.1% 

13.2 

228.2 

143 

0.3 

0.2% 

Subtotal 

2,034 

1,276 

1.9 

0.2% 

2,282 

1,431 

2.6 

0.2% 

Consulting/  Business  Services 

71,500 

71,500 

Sales/Business  Development 

8.5 

604 

378 

0.9 

0.2% 

9.5 

677.8 

424 

1.2 

0.3% 

Marketing 

16.9 

1,209 

756 

0.0 

0.0% 

19.0 

1,355.7 

848 

0.0 

0.0% 

Executive/Planning 

2.8 

201 

126 

0.1 

0.1% 

3.2 

225.9 

141 

0.1 

0.1% 

Subtotal 

2,014 

1,260 

1.0 

0.1% 

2,259 

1,413 

1.4 

0.1% 

IT/E  Products  & Resellers 

21,700 

21,700 

Sales/Business  Development 

51.7 

1,119 

699 

1.5 

0.2% 

58.0 

1,255.6 

783 

1.9 

0.2% 

Marketing 

100.4 

2,173 

1,356 

0.0 

0.0% 

112.6 

2,437.4 

1,521 

0.0 

0.0% 

Executive/Planning 

30.4 

659 

411 

0.1 

0.0% 

34.1 

738.6 

461 

0.2 

0.0% 

Subtotal 

3,951 

2,465 

1.6 

0.1% 

4,432 

2,765 

2.1 

0.1% 

Engineering  Services 

17,300 

17,300 

Sales/Business  Development 

2.6 

44 

26 

0.0 

0.2% 

2.9 

49.8 

30 

0.1 

0.2% 

Marketing 

5.1 

89 

53 

- 

0.0% 

5.8 

99.6 

59 

0.0 

0.0% 

Executive/Planning 

0.9 

15 

9 

0.0 

0.0% 

1.0 

16.6 

10 

0.0 

0.1% 

Subtotal 

148 

88 

0.0 

0.1% 

166 

99 

0.1 

0.1% 

Total 

127,800 

8,148 

5,089 

5 

127,800  | 

9,139 

5,708 

6 
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Federal  Vendor  Market  by  Segmnt 


9/4/2009 


Type  of  Vendor/Function 


Computer/Communications  Services 

Sales/Business  Development 
Marketing 
Executive/Planning 

Subtotal 

Consulting/  Business  Services 

Sales/Business  Development 


IT/E  Products  & Resellers 

Sales/Business  Development 


Engineering  Services 


Total 


2009 

2012 

Vendor  Average  External 

Population  Spend  ($K) 

Total  Market 
Opportunity 
($M) 

Potential  INPUT  Penetration 

Penetration 

Market  ($M)  .....  (%)  vs.  Potential 

15M) 

Vendor 

Population 

Average 
External  Spend 
<$K) 

Total  Market 
Opportunity 
($M) 

Potential 
Market  ($M) 

INPUT  INPUT 

Penetration  Penetration  (%) 
($M)  vs.  Potential 

18,600 

18,600 

18.7 

348 

231 

7.7 

3.3% 

21.3 

397 

264 

10.7 

4.1% 

37.3 

695 

463 

0.0% 

42.6 

794 

528 

0.9 

0.2% 

6.2 

116 

77 

0.4 

0.5% 

7.1 

132 

88 

0.5 

0.6% 

1,159 

771 

8.1 

1.0% 

1,323 

880 

12.1 

1.4% 

21,300 

21,300 

23.6 

502 

336 

4.6 

1.4% 

26.9 

573 

383 

10.0 

2.6% 

47.2 

1,005 

672 

0.0% 

53.8 

1,147 

766 

0.8 

0.1% 

7.9 

167 

112 

0.2 

0.2% 

9.0 

191 

128 

0.5 

0.4% 

1,675 

1,119 

4.8 

0.4% 

22,900 

22,900 

59.0 

1,349 

897 

4.7 

0.5% 

67.3 

1,539 

1,024 

10.1 

1.0% 

114.5 

2,618 

1,741 

0.0% 

130.7 

2,987 

1,987 

0.8 

0.0% 

34.7 

793 

528 

0.3 

0.1% 

39.6 

905 

602 

0.5 

0.1% 

4,760 

3,166 

5.0 

0.2% 

5,432 

3,613 

11.4 

0.3% 

4,700 

4,700 

6.6 

46 

27 

0.7 

2.6% 

7.5 

53 

30 

1.5 

5.0% 

13.2 

93 

53 

0.0% 

15.1 

106 

61 

0.1 

0.2% 

2.2 

15 

9 

0.0% 

2.5 

18 

10 

0.1 

0.7% 

1 

155 

88 

0.7 

0.8% 

177 

101 

1.7 

1.7% 

67,500  | 

7,749 

5,145 

19 

67,500 

1 

6,931 

4,594 

25 
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INPUT  2009  Planning  Cycle 
Schedule 


9/4/2009 


2009  PLANNING  CYCLE 
I LRP  (LONG  RANGE  PLAN) 
Kickoff  / Scope  Defined 
T/C  with  PAC 
Format  Prep  meeting 
Market  owners  named 
Market  Deliverables  Production 


Start 

Date 

End 

Date 

Owner 

30 

31 

32 

33 

34 

24-Jul 

31-Jul 

7-Aufl 

H-Auh 

21-Aua 

Sept 

ember 

37 

38 

39 

40 

41 

11-Seo 

18-Sep 

25-Sep 

2-Oct 

9-Oct 

October 


43 

44 

45 

46 

47 

48 

49 

50 

51 

23-Oct 

30-Oct 

6- Nov 

13-Nov 

20-Nov 

27-Nov 

-j-P.9-C 

11-Dec 

18-Dec 

December 


07/22/09  Gates 
07/29/09  Dowd 
07/31/09  Dowd 


Draft  Fed  Vendor  Mkt  Templates 
Obtain  signoff  on  above 
Roll  out  templates  to  Mkt  Owners 
Market  Plan  1st  drafts: 

Fed  Vendor  Market  08/05/09 

S&L  Vendor  Market  08/05/09 

Investment  Services  Market  08/05/09 
Dowd/Exec  review  of  1st  dra'  08/17/09 
Market  Plan  revisions  08/20/09 

Financial  Deliverables  Production  08/24/09 
Dowd  Review  Final  Draft 


08/04/09  Plexlco 
08/05/09  Plexico 
08/05/09  Plexico 

08/24/09  Plexico 
08/24/09  Dagutis 
08/24/09  Chariell 
08/25/09  Dowd 
08/25/09  all  mkt  owners 
08/28/09  Gates 
08/28/09  Dowd 


Draft  Completion 

Review  by  PAC 
Revisions 

LRP  presentation  to  BOD 

Dowd  Review/Board  Feedback 


| 2010  PLAN~ 


09/01/09 
09/04/09 
09/09/09 
09/10/09  09/13/09 

] 

09/14/09 
all  Ops  Teams) 

09/14/09  09/18/09 
09/14/09  09/18/09 
09/14/09  09/18/09 
09/14/09  09/18/09 
09/14/09  09/25/09 


Kickoff  meeting 

Add  2010  Details  to  Mkt  Plans  (includes 

Federal 
S&L 

Capture  Intelligence 
Institutional  Investors 
2010  Initiatives 

Department  Plans  (incl.  Staffing) 

IT  (includes  Platform  plan)  09/14/09 

Sales  (includes  Quota  plan)  09/14/09 

Mbr  Services  (includes  Quota  plan)  09/14/09 
Marketing  09/14/09 

Events  09/14/09 

HR/Admin/Finance  09/21/09 

Office  of  the  Chairman  09/21/09 

Dowd  Review  Final  Draft 
Draft  Completion 

Review  by  PAC  10/01/09 

Revisions  10/09/09 

Bonus  Plans  - Staff  & Execs  10/04/09  10/09/09 

BOD  & 2010  Plan  Meeting  10/14/09 


09/25/09 

09/25/09 

09/25/09 

09/25/09 

09/25/09 

09/25/09 

09/25/09 

09/28/09 


PAC 

all 


Dowd 

Stroud 

Dagutis 

Zweifel 

Chariell 

TBD 

Gibbs 

MBC 

Haney 

MBC 

Carlin 

Gates 

PAC 

Dowd 

PAC 

all 

Dowd 


Compensation  Committee  Actions 

Due  for  Nov  19  BOD  meeting: 

Review  Staff  & Exec  Bonus  Plan  10/15/09  11/12/09 
Develop  CEO  Bonus  Plan  10/15/09  11/12/09 

Review  Sales/MS  Incentive  Plans  10/15/09  11/12/09 


| 2010  BUDGET- 


Renewal  Base/Renewal  Orders 
New  Orders 
Staffing  first  draft 
G&A  Expenses 
Other  Department  Expenses 
Drafts  returned  from  Dept  Heads 
Expenses  entered  into  Model 


10/19/09  10/26/09  Haney 
10/19/09  10/28/09  MBC 
10/19/09  10/26/09  all 
10/19/09  10/26/09  Gates 

10/19/09  10/26/09  all 
10/27/09  10/31/09  Gates 


Dowd  Review  1 st  Draft 
Revisions 

Dowd  Review  2nd  Draft 
PAC  Review 


11/01/09  Dowd 
11/02/09  11/03/09  all 
(Wed)  11/04/09  Dowd 
(Mon)  11/09/09  PAC 


Transmit  to  Draft  to  BOD  (Fri)  11/13/09 

BOD  & 2010  Draft  Budget  / Comp 

Committee  Submission  Review  11/19/09 


Revisions  to  Draft  Budget  11/20/09  12/10/09 

Transmit  to  BOD  (Fri)  12/11/09 


BOD  & 2010  Budget  Approval 


12/17/09 
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LRP 


2010-2012  Long  Range  Plan 


I.  Introduction 

As  a follow-up  to  the  LRP  that  was  presented  at  the  September  BOD  meeting  we  had 
some  unidentified  orders  gaps  and  underestimated  headcount/  operating  costs  to 
support  the  growth  objectives  in  2011  and  2012.  While  we  agreed  to  defer  any 
additional  work  on  the  LRP  until  after  the  Budget  process  Kevin  Gates  and  I identified 
the  sources  for  the  unidentified  Orders  and  added  headcount  to  member  services 
and  sales  to  support  the  additional  growth.  We  did  not  add  resources  to  the 
Research  and  Analysis  group  beyond  2010  in  anticipation  of  productivity 
improvements  due  to  new  processes  supported  by  technology.  We  intend  to  shift 
those  resources  to  higher  valued  activities  that  support  orders  growth 


II.  Highlights 

The  Orders  gap  and  sources  of  growth  are  outlined  in  the  following  table 


2011  - 2012  Orders  Gap  ($000s) 

2011  2012 

Total  Gap  to  25%  Plan 

1 ,876 

5,797 

Potential  Growth  Prospects: 
(A)  Industry  Analysis 

1 ,000 

1,000 

(B ) S oftware 

450 

2,000 

(C)  P latform -E  nabled  Svcs 

425 

800 

(D)  Cl  - type  product 

1 ,000 

(E ) GovlA  - type  product 

1 ,000 

1 ,875 

5,800 

(A)  IA  grows  from  $2M  at  end  of  2010  to  $4M  by  end  of  2012 

(B)  Products  such  as  Task  Order  Aggregation 

(C)  Community  features,  private  blogs, 

enhanced  Cross-Sell, 

etc. 

(D)  Special  analy tical-oriented  product 

line 

(E)  Software  tool  with  featured  content 

1.  Industry  analysis  (Note  A) 

A business  plan  to  grow  Industry  Analysis  will  be  developed  during  Q4  2009.  Kevin 
Plexico  and  potentially  the  new  SVP  Product  Development  will  work  on  this  plan 

2.  New  Products  (notes  D,  E) 

In  2009  we  launched  2 new  products  Capture  Intelligence  and  Investor  Services  Gov 
IA  that  are  expected  to  generate  in  excess  of  $2MM  in  2010  orders.  It's  reasonable 
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to  expect  that  there  will  be  at  least  2 more  similar  type  products  by  2012.  It's  a 
reasonable  estimate  if  we  expect  to  be  developing  a new  platform  in  2010. 

3.  Software  (Note  B) 

We  are  just  scratching  the  service  with  the  Task  Order  Aggregation  software.  The 
lead  times  may  be  a bit  longer  than  anticipated  for  this  product  but  the  member 
feedback  has  been  positive  and  the  capabilities  we  may  have  with  the  new  platform 
would  allow  expanding  functionality  and  revenue  opportunities. 

4.  Community  Features  (Note  C) 

During  the  initial  capabilities  discussion  regarding  the  new  platform  it  was  clear  there 
would  enhancements  developed  that  would  create  additional  revenue  opportunities. 
The  estimates  in  the  LRP  represent  just  1%  and  2%  respectively  in  2011  and  2012 
subscription  orders. 


III.  Next  Steps 

1.  Begin  work  on  the  Analysis  business  plan  in  Q4 

2.  Start  the  process  of  new  product  development  late  Q4  and  Q1  2010  to  lead 
into  the  April  planning  process 


PL  LRP  UPDATE  100909  TPD.docx 


Page  2 of 2 


Confidential/ Proprietary  — INPUT 


r r r 


INPUT  LRP 
Financials  2009-2012 


10/9/2009 


INCOME  STATEMENT: 

2009  Reforecast 
(1) 

2010 

2011 

2012 

Revenue 

$ 25,874,003 

$ 30,806,425 

$ 38,546,096 

$ 48,262,199 

% change 

19% 

25% 

25% 

Operations 

6,729,270 

9,114,914 

10,552,770 

11,373,403 

Subtotals:  Capture  Intelligence 

2,252 

1,114,616 

Institutional  Investors/GovlA 

- 

880,229 

All  Other 

6,727,018 

7,120,070 

Member  Services 

4,261,174 

4,969,810 

5,715,412 

6,424,437 

Total  Cost  of  Services 

10,990,443 

14,084,725 

16,268,182 

17,797,840 

% of  Revenue 

42% 

46% 

42% 

37% 

Sales 

5,346,078 

5,889,711 

7,062,016 

8,343,214 

Marketing 

1,607,447 

1,423,794 

1,597,927 

1,778,290 

Total  Sales  & Marketing 

6,953,524 

7,313,505 

8,659,943 

10,121,503 

Market  & Product  Mgmt/Dev 

346,890 

2,981,833 

915,818 

:v.  _ - 

3,911,923 

942,160 

1,068,234 

Research  & Development 

3,646,330 

4,070,574 

Capitalized  Development  Costs 

(220,833) 

(780,000) 

(400,000)  (450,000) 

General  & Administrative 

2,703,727 

2,895,609 

3,002,122 

3,297,567 

Corporate 

697,937 

727,759 

939,814 

949,732 

Total  G&A  and  Corporate 

3.401.663 

3,623,367 

3,941,936 

4,247,299 

EBITDA 

1,420,482 

1,737,087 

5,487,544 

816,667 

11,406,748 

Depreciation  & Amortization 

455,148 

750,000 

891 ,667 

Other  Revenues  (Expenses) 

46,787 

60,000 

100,000 

150,000 

Provision  for  Income  Taxes 

- 

299,876 

1,669,807 

3,732,778 

Net  Income  / (Loss) 

T~  1,012,121 

$ 747,211 

$ 3,101,070 

$ 6,932,303 

Ex-Budget: 

AGI  Project 

(120,687) 

Chairman's  Bonus 

(165,000) 

Capture  Intelligence 

(400,000) 

Investment  Services 

(240,532) 

Net  Income  / (Loss),  adjusted 

$ 85,903 

NOTE:  Provision  for  Bonus  (2009  includes  Chairman) 

1,273,394 

1 810,769 

1,908,957 

1,946,716 

(1)  Jan  - Aug  2009  at  actual,  plus  Sep  - Dec  at  current  projection 

(2)  Amounts  above  include  Facilities  Allocation  for  comparability 

(3)  Bonuses  for  2010  include  President  at  100%  of  Base,  Chairman  at  zero 

(4)  IT  Ops  has  been  included  in  R&D  in  2010,  and  Operations  in  2009  (approx  $300K  reclassification  impact) 

(5)  Market  & Product  Development  includes  staffing  costs  only  (plan  has  not  been  developed  for 

additional  expenses).  As  the  function  was  being  "stood  up"  in  2009,  the  costs  are  not  comparable  to 

2010. 
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rni\/iiuiow.<5i7F  iNr.OMF  STATEMENT:  

(2009  Reforecastl  f j 

| (1)  1 2010  | 2011  ; 

2012 

*"  100%  100%  100% 

Revenue  * — 

100% 

„ - ..  42%  46%  42% 

Cost  of  Services 

37% 

„ . . 27%  24%  22% 

Sales  & Marketing  - 

21% 

Market  & Product  Development  _ „ 1 /o- 

2% 

Research  & Development  «*•!  13%i  -g 

8% 

Capitalized  Development  Costs  • 

-1% 

^anaral  JL  Artmin  ^inrlnHina  Coro)  13%  1 1 — — 

9% 



EBITDA  ' » 6%  14% 

24% 

Depreciation  & Amortization  ~~  2/o  2 /o  2/o 

2% 

Other  Revenues  (Expenses)  _ _ 4I — ■ ^ 

0% 

Provision  for  Income  Taxes  2^ — - — 

8% 

Net  Income  / (Loss)  . 4%  2 /o  8/~ 

14% 

Ex-Budget  ~4% 

Nat  Income/  (Loss),  adjusted  0% 

. 

(1)  Jan  - Aug  2009  at  actual,  plus  Sep  - Dec  at  current  projection  _ _ 

— — 
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BALANCE  SHEET: 


Cash 

Accounts  Receivable,  net 
Other  Current  Assets 
Fixed  Assets,  net 
Other  Assets 


Total  Assets 


Accounts  Payable 
Accrued  Liabilities 
Other  Current  Liabilities 
Non-Current  Liabilities 
Deferred  Revenue 

Total  Liabilities 

Stock  (Common  & Treasury) 
Currency  Gain/(Loss) 
Retained  Earnings 

Total  Stockholders'  Equity 

Total  Liabilities  & 
Stockholders'  Equity 

(1)  Jan  - Aug  2009  at  actual,  plus  S 


INPUT  LRP 
Financials  2009-2012 


2009  Reforecast 

(D 

2010 

2011 

2012 

$ 7.384,931 

$ 8,912,594 

$ 14,628,768 

$ 25,097,221 

3,905,771 

4,489,513 

5,180,207 

5,935,654 

1,350,221 

1,463,200 

1,671,996 

1,779,320 

1,004,146 

1,840,926 

1,824,260 

1,782,593 

478,112 

488,112 

498,112 

508,112 

$ 14,123,182 

$ 17,194,344 

$ 23,803,343 

$ 35,102,899 

$ 250,000 

$ 262,500 

$ 275,625 

$ 289,406 

2,143,020 

3,010,769 

2,908,957 

2,946,716 

46,614 

14,139 

80,000 

50,000 

822,419 

803,514 

728,814 

599.441 

12,259,745 

13,554,827 

16,960,282 

21,235,368 

15,521,798 

17,645,750 

20,953,678 

25,120,931 

(147,720) 

52,280 

252,280 

452,280 

430 

430 

430 

430 

(1,251,326) 

(504,115) 

2,596,955 

9,529,258 

(1,398,616) 

(451,405) 

2,849,665 

9,981,968 

$ 14,123,182 

$ 17,194,344 

$ 23,803,343 

$ 35,102,899 

- 

- 

- 

- 

a - Dec  at  current  projection 

- 

- 

- 

- 
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inru  i LKr 
Staffing  2009-2012 


HEADCOUNT: 

Average  # Staff  including 
outsourced  staff 

# Staff  @ Year-end  incl.  outsourced  staff. 

2009 

2009 

Reforecast 

2010 

Reforecast 

2010 

2011 

2012 

Sales 

38 

41 

40 

43 

48 

59 

Member  Services 

40 

46 

44 

49 

54 

60 

RAS  (Excluding  Cl  and  13) 

79 

84 

80 

88 

88 

90 

Market  & Product  Mgmt/Dev 

2 

4 

4 

4 

4 

5 

R&D 

15 

18 

17 

19 

21  23 

MARKETING  (Incl.  Events) 

7 

— 

8 

7 

9 

“ TV 

12 

G&A 

15 

16 

15 

17 

18 

20 

CORPORATE 

1 

1 

1 

1 

i 

“ 1 

Total  Staffing 

196 

218 

207 

229 

245 

270 

CAPTURE  INTELLIGENCE  (A) 

2 

5 

4 

6 

8 

8 

INVESTMENT  SERVICES  (A) 

4 

9 

7 

10 

15 

16 

Total  Staffing,  adjusted 

202 

232 

218 

245 

268 

294 

OUTSOURCED  STAFF  INCL  ABOVE: 

| - 

SPi  (allocated  to  RAS) 

22 

20 

19 

21 

21 

21 

FOIA  Group  (allocated  to  MS) 

2 

4 

3 

5 

5 

5 

Total  Outsourced 

23 

24 

22 

26 

26 

26 

Note  (A):  Capture  Intelligence  and  Investment  Services  include  any  dedicated  sales  and  mbr  svcs  support  in 

their  headcount  totals 

2009 

PRODUCTIVITY: 

Reforecast 

2010 

Orders  per  Head  (incl.  Outsourced) 

$ 138,167 

$ 

148,918 

% Change 

8% 

Orders  per  Head  (excl.  Outsourced) 

$ 155,930 

$ 

166,109 

% Change 

7% 

Revenue  per  Head  (incl.  Outsourced) 

$ 128,060 

$ 

132,835 

% Change 

4% 

Revenue  per  Head  (excl.  Outsourced) 

$ 144,524 

$ 

148,169 

% Change 

3% 

Net  Inc. per  Head  (incl.  Outsourced) 

$ 343 

$ 

3,244 

% Change 

846% 

Net  Inc.  per  Head  (excl.  Outsourced) 

$ 387 

$ 

3,619 

% Change 

835% 
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A)  Corp  Ops:  to  Software,  IA,  S&L,  Fed  IS 

B)  R&D  allocated  by  estimated  time  in  each  area 

1 C)  MKtg  & Prod  Mgmt  not  allocated  to  Invest  Svcs  or  Cl  because  their  Direct  costs  have  assumption  of  such  support  included 

D)  Mbr  Svcs  not  allocated  to  Invest  Svcs  or  Cl  because  their  Direct  costs  have  assumption  of  such  support  included 

E)  Sales  not  allocated  to  Invest  Svcs  or  Cl  or  Events  because  their  Direct  costs  have  assumption  of  such  support  included;  based  on  split  of  New  Orders  thru  9/30/09 
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2010  Plan 

EBITDA  by  Product  Line 
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A.  Plan  Overview 

The  2010  Plan  builds  on  the  recently  developed  Long  Range  Plan  (LRP)  focusing  on  the 
following  markets: 

• Federal  Vendors 

o Sales/Business  Development 
o Marketing 
o Executive/Planning 

• S&L  Vendors 

o Sales/Business  Development 
o Marketing 
o Executive/Planning 

• Institutional  Investors 

o Analyst/Equity  Research 


The  preliminary  2010  plan  Orders  growth  is  23.8%  with  Stimulus  and  25.4%  without  Stimulus. 
This  plan  basically  achieves  the  SIMM  pre-tax  Net  Income  target  set  by  the  BOD  including 
investment  in  new  platform  development.  The  EBITDA  also  contains  the  appropriate  Bonus 
provisions  (excluding  Chairman).  A BOD  decision  is  required  to  confirm  that  the  net  income 
target  should  be  pre-tax.  There  may  be  additional  earnings  upside  as  we  look  to  eliminate  low 
value  work  within  RAS  as  a result  of  recommendations  by  the  new  process  leader  and  BPM  tools. 
Additional  earnings  opportunity  may  be  possible  depending  on  the  application  of  Grant  Thornton 
capitalization  opinion.  Those  recommendations  are  still  under  review.  There  is  also  further 
analysis  needed  on  YOY  productivity.  Orders  and  Revenue  per  total  headcount  is  estimated  to 
improve  8%  and  4%  respectively  from  2009  short  of  our  10%  improvement  target.  We  also 
accommodated  additional  sales  (3)  headcount  in  support  of  201 1 growth  objectives.  As  it  relates 
to  the  new  platform  development  we  added  headcount  for  IT  ( 1 ) and  Member  Services  ( 1 ) to 
provide  some  slack  due  to  the  new  platform  roll-out.  As  we  continue  with  the  budget  we  will 
refine  those  needs. 

We  have  added  an  initial  product  line  profitability  analysis  to  the  2010  plan  documents.  It's 
important  to  note  that  the  SIMM  pre-tax  net  income  achievement  includes  negative  2010 
contribution  of -S567K  and  -S272K  for  Capture  Intelligence  (Cl)  and  Investor  Services  (13) 
respectively.  Based  on  their  LRP  projections  Cl  is  expected  to  be  cash  flow  positive  Q1  201 1 and 
will  generate  S2.5MM  of  cash  flow  by  the  end  of  2012.  13  is  expected  to  be  cash  flow  positive  by 
Q3  201 1 and  generate  S1.4MM  of  cash  flow  by  the  end  of  2012. 


B.  Financial  Summary 

A summary  of  the  financial  projections  for  2010  is  presented  below: 
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Fxhibit  1 — 2010  Financial  Summary 


2009  Reforecast 

2010 

Sales  Orders 

Subscriptions 

$ 

26,284,377 

$ 

33,063,081 

Events 

929,163 

983,508 

Other 

684,828 

488,123 

Total  Sales  Orders 

$ 

27,898,368 

$ 

34,534,712 

Growth 

23.8% 

Revenue 

$ 

25,874,003’’ 

$ 

30,806,425 

Operations 

6,729,270 

9,114,914 

Subtotals:  Capture  Intelligence 

2,252 

1,114,616 

Institutional  Investors/GovlA 

- 

880,229 

All  Other 

6,727,018 

7,120,070 

Member  Services 

4,261,174 

4,969,810 

Total  Cost  of  Services 

10,990,443 

14,084,725 

% of  Revenue 

42% 

46% 

Sales 

5,346,078 

5,889,711 

Marketing 

1,607,447 

1,423,794 

Total  Sales  & Marketing 

6,953,524 

7,313,505 

Market  & Product  Development 

346,890 

915,818 

Research  & Development 

2,981,833 

3,911,923 

Capitalized  Development  Costs 

(220,833) 

(780,000) 

General  & Administrative 

2,703,727 

2,895,609 

Corporate 

697,937 

727,759 

Total  G&A  and  Corporate 

3,401,663 

3,623,367 

EBITDA 

1,420,482 

1,737,087 

Depreciation  & Amortization 

455,148 

750,000 

Other  Revenues  (Expenses) 

46,787 

60,000 

Provision  for  Income  Taxes 

- 

299,876 

Net  Income  / (Loss) 

$ 

1,012,121 

$ 

747,211 

Ex -Budget: 

AGI  Project 

(120,687) 

Chairman's  Bonus 

(165,000) 

Capture  Intelligence 

(400,000) 

Investment  Services 

(240,532) 

Net  Income  / (Loss),  adjusted 

$ 

85,903 

NOTE:  Provision  for  Bonus  (2009  includes  Chairman 

1,273,394 

1,810,769 
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A summary  of  Orders  plan  for  2010  by  market  is  provided  below.  See  the  attached  financials  for 
product  level  detail: 

Kxhibit  2 — 2010  Orders  Sum  man  by  Market 


Federal  Vendor 

r 

2009* 

22,586,633 

Orders 

2010 

28,083,201 

% Change 

24.3% 

S&L Vendor 

4,706,075 

5,011,011 

6.5% 

Institutional  Investors 

240,000 

1,440,500 

500.2% 

Total 

27,532,708 

34,534,712 

25.4% 

C.  Product  Roadmap  for  2010 

A summary  of  the  major  new  products  INPUT  plans  to  introduce  during  the  planning  period  is 
below: 


Kxhibit  3 — Major  New  Products  Introductions  by  Market 


Federal  Vendor 


Opportunity  Advisor 

Capture  Intelligence 

Task  Order  Opportunity  Notif.  System 

Solution  for  Product  Companies 

Competitive  Intelligence 

Teaming  Collaboration 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

Institutional  Investor 

Government  Investing  Advisor 

X 

X 

Analyst  Phone  Hours 

X 

X 

Private  Company  Database 

X 

X 
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A summary  of  New  Products  and  significant  Product  Enhancements  that  correspond  with  the 
Strategic  Canvas  elements  is  provided  below: 


Exhibit  4 — Str 

ategic  Canvas  Impact 

INFORMATION 

• Continue  'coverage  expansion'  into  best  fit  segments 

• Build  specific  product  offering  for  IT/Electronic  Product 
Companies 

ANALYSIS 

• Expand  analytical  offerings  through  Opportunity  Advisor, 
Capture  Intelligence,  Competitive  Analysis,  Government 
Investor  Advisor  and  Industry  Analysis 

• Provide  real-time  analysis  for  Executive/Planning  function 

PERSONALIZATION 

• Implement  improved  'search'  and  user  interface  for 
members  across  products 

• Implement  personalization  capability  in  GovIA  for 
Investors 

COMMUNITY 

• Develop  collaboration  capabilities  among  primes  and 
subcontractors  as  an  extension  of  the  new  Task  Order 
Opportunities  Notification  System 

• Develop  Government  and  Teaming  Community  to 
support  revenue  in  2011 

WORKFLOW 

• Implement  workflow  capabilities  for  task  order  bidding 
internally  for  primes  and  externally  for  primes  and  their 
subcontractors 

D.  Functional  Strategies 

A summary  of  the  key  strategies  that  will  be  pursued  by  function  for  2010  is  presented  below: 
Sales 

o Execute  regional  expansion  plans  for  Federal  and  S&L  products 
o Implement  Channel  Sales  Model  assuming  $200k  in  orders  in  2010 
o Increase  sales  productivity  10% 
o Increase  Analysis  sales  through  Opportunity  Analysis 
o Leverage  the  University  Intake  Program  as  a source  of  sales  talent 

Marketing 

o Increased  INPUT  brand  recognition  in  4 key  regional  markets 
o Increase  lead  generation  of  qualified  prospects  by  15%  vs.  2009 

o Support  new  product  and  enhancement  releases  with  marcomm/email  promotions  in  a 
coordinated,  predictable  cadence 

o Increase  our  effective  use  of  SEO/SEM  to  increase  Web  site  traffic  and  lead  conversion 

Product  Development 

o Release  four  new  products  as  scheduled 

o Implement  functional  ownership  and  capacity  for  key  product  development  cycle 
elements:  Research,  Development,  Release/Go-To  Market 
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o Implement  clear  product  ownership  and  management  for  existing  and  new  products 
o Implement  dashboards  for  managing  markets  and  products  cross-functionally  for  new  and 
existing  products 

Member  Services 

o Drive  renewal  performance  to  a rate  of  77%. 
o Grow  up-sell  by  27%  vs.  2009  to  $2.2M 

o Develop  a fully-functional  product  development  process  within  Member  Services 
o Drive  productivity  improvements  through  the  use  of  Web  2.0  and  knowledge-sharing 
technology 

Research  & Analysis  Services 

o Leverage  business  process  management  (BPM)  capabilities  to  automate  routine  activities, 
driving  productivity  in  existing  operations. 

o Expand  use  of  most  cost  effective  labor  for  routine  tasks  that  cannot  be  automated 
o Develop  analysis  and  depth  in  existing  organization  while  maintaining  coverage 

Technology 

o Release  new  products  and  product  enhancements  as  planned  with  required  functionality 
o Modernize  search  technology  to  improve  member  satisfaction  and  retention,  and  extend 
capacity 

o Implement  new  system  architecture  and  platform  that  supports  INPUT  s long  term 
growth  objectives 

o Support  marketing  in  release  of  new  public  Web  site 

o Implement  BPM  software  that  supports  automation  of  at  least  four  significant  business 
processes,  saving  at  least  10.000  man-hours  annually 
o Deliver  system  up-time  of  99.9% 

Finance 

o Automate  the  production  of  the  basic  financial  statements 
o Automate  the  CV  report  and  the  Commissionable  Orders  report 
o Implement  ADP  web-based  solution  and  G/L  integration 
o Automated  Department  metrics 

HR/Administration 

o Design  and  implement  a “University  Intake”  program 
o Design  and  implement  a training  curriculum  for  new  managers 
o Implement  an  automated  talent  management  solution 

E.  Challenges  and  Issues 

INPUT  faces  a number  of  challenges  and  issues  that  may  impact  its  ability  to  achieve  its  20 1 0 
plans: 

• New  Technology  - Competitors  seem  to  have  a lead  on  new  technology  to  deliver 
similar  services  (e.g.,  Onvia-  robust  content  management,  FSI-  Search). 

• Government  Transparency  - The  expanding  availability  of  government  data  will  create 
both  competitive  threats  and  growth  opportunities  for  INPUT.  With  government 
information  and  data  sets  more  available,  barriers  to  entry  will  be  reduced  for  other 
companies  to  present  and  analyze  government  data.  However,  it  also  provides  INPUT 
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the  opportunity  to  leverage  the  data  to  strengthen  its  existing  products  and  introduce  new 
products. 

• National  Economy  - INPUT  members  and  prospects  in  all  markets  face  challenging 
financial  times  and  their  budgets  are  under  pressure.  The  impact  of  the  economic  crisis 
will  be  felt  most  in  the  S&L  Vendor  and  Investor  Services  market. 

• Building  Brand  Among  S&L  Vendors  and  Institutional  Investors  - A major 
challenge  facing  both  the  S&L  Vendor  and  Investor  Services  markets  is  developing  a 
strong  brand  for  providing  information  in  order  to  achieve  its  growth  objectives. 

• Achieving  2010  New  Product  Orders  Plans  - INPUT’S  plans  for  2010  depend  upon  the 
success  of  new  products,  particularly  those  introduced  in  2009.  In  the  2010  orders  plan, 
new  products  (those  introduced  in  2009  and  2010)  account  for  $4.8  million,  or  14%,  of 
targeted  orders. 

• Alternative  Revenue  Channels  - INPUT  does  not  have  a track  record  of  developing 
non-subscription  revenue  channels  or  sales  from  sources  other  than  its  own  sales  force. 
INPUT  must  develop  ways  of  selling  through  alternative  channels.  In  the  2010  plan,  we 
have  assumed  we  will  generate  $200k  in  orders  through  channel  relationships  developed. 

• Platform  Migration  - INPUT  plans  to  migrate  its  current  Web  applications  platform. 
This  is  a major  undertaking  that  may  distract  resources  from  or  interfere  with  planned 
product  enhancements  and  new  products. 

F.  Capital  Spending 

Significant  capital  investments  that  will  be  required  during  2010  include: 


Exhibit  5— Capital  Spending  Requirements 


Investment 

Size  ($K) 

Rationale 

Content  Management 
System/Knowledgebase 

$50 

• In  order  to  deliver  real-time  analysis  effectively 
across  our  analytical  products,  INPUT  must 
invest  in  a content  management  system  that 
allows  content  producers  to  manage  and 
deliver  content  without  development 
involvement. 

Business  Process 
Management  (BPM) 
Software 

$200 

• INPUT  will  identify,  redefine  and  implement 
business  processes  to  improve  the  efficiency 
and  effectiveness  of  internal  processes. 

Capitalize  Platform 
Software  Development 

$780 

• Addresses  architecture  and  scalability  issues 
to  support  future  growth  and  expansion 
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